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Set No. 2376/4504 
Simulated Stones 





Set No. 2367/4597 
Simulated Pearls and Rhinestones 
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No. 2392/4623 
Simulated Cabachons 
and Rhinestones 


At new season, a new 1951 look, and a new market 


for Van Dell jewelry with “fashion-feeling.’’ 
A must in smart accessories for every woman's 
fall wardrobe — a must for you to stock and sell 
for greater profits, delighted customers. a 
Display Van Dell, then watch your sales 


pile up like Autumn leaves! go 





Set No. 2381/4612 


CZ > sete Onyx and aon 
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A NEW, HANDSOME STRAP, 
DESIGNED WITH A PURPOSE 


It “stays put” on the wrist 
in any desired position — 
no slip —no slide! 


For the conservative fellow who likes to wear his 
watch in the normal manner — on top of his wrist 





For the crystal cracker who feels more at ease 
with his watch down under his wrist—like this 





For the pilot who checks his flying course by his 
watch worn in constant view at the side of his wrist 





Built-in staves keep the 

strap from slipping—hold 

the watch where you want tt— 
without binding the wrist. 


‘ 


ct 
Novelty Effe | 
Staves, made of clear Lucite, 
transmit light. When held toward source 
of light the stave ends glow softly as if 
illuminated from within. Very attractive. 


StavePut WATCH STRAP 






















Patents Pending 





Made only by A. SAUER & COMPANY, KON-ITE BLDG., CINCINNATI 2, OHIO 
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This summer bride wears a diamond 
bracelet and diamond earclips to 
match the detachable clips worn on 
a narrow ribbon of diamonds around 
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WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 4 PLATINUM JEWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET 


NEW YORK 23, N. Y. 
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Always masterful ... always inspired... 
Marce designs in platinum-diamond 
watches are more noteworthy than 
ever this season... Their rare beauty 
is enhanced by the precise craftsman- 
ship and superb quality that have 
always characterized fine jewelry 


creations carrying the WBO symbol. 















COMING YOUR WAY 
NEXT MONTH - 


A galaxy of news-making — 
American Beauties 
that outshine any 
watch band styles 

you've ever seen before! 

To be presented 
to you by your wholesaler 


next month! 


NEW EXCITING! 





FOR BETTER 


FALL BUSINESS, 
BETTER WAIT TULL 
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THE LEADING RING FINDING MANUFACTURERS 
OFFICES IN LOS ANGELES 
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STOCK... 
SHOW... 
and you're 
sure fo 
SELL 
the 


Advance reactions indicate that here’s one of the hardest-hitting As advertised in Collier's. 


men’s set designs to come down the pike in many a moon...A 


masterpiece of masculinity . . . genuine onyx stone in a setting of R. a 6 | M M O N % 


gold-filled opulence . . . Available also in sterling and with a variety COMPANY, Attleboro, Mass. 
of other stones . . . Jam-packed with sales appeal, Ta Te 
, : *‘natural’’, so... order now by name “‘KHAN”’ 
KHAN is eager to prove it. . . for you. or by Stock No. MS 2554. 


MAKERS OF QUALITY GOLD FILLED JEWELRY *« SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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America’s finest watches wear them— 


America’s smartest jewelers 
feature them above all others! 





Men’s Styles 
Ret. $925 

Ladies’ Styles 
et, $72 





at 

















TO WHOLESALERS AND MANUFACTURERS 


WE ARE ONE OF THE LARGEST PRODUCERS OF 
SEAMLESS GOLD WEDDING RINGS 


ASK ABOUT OUR DEAL ON 
PLAIN and MILGRAINED 
POLISHED WEDDING RINGS 


' e Carry a minimum stock 
¢ Order any quantityeys 


STITT METALS SPECIALTIES COs ine. 


1] Vincent Street, Newark 5, N.J. « Telephone: MArket 2-4287 


satel SERIES HR 
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RUOARIES BY CATAMORE 











yo e 





Exquisite 
pastel colors... 
Clear and opaque 


beads ... All new, richly- j 
engraved crucifixes... . 










Such features emphasize the quality and 
workmanship in the new Catamore line of Sterling 
Silver rosaries. We invite your most critical inspection 
of this complete line. Please contact your wholesaler. 





Shown Approx. 4% Actual Size 
A. R 354/RC B. R 357 Cc. R 358 D. R356 €£€. R 355 F. R 353 





Sterling. . : . Sterling. All Sterling. 
enti Sterling. Sterling. Sterling. Pr tcc a 
Rock Crystal. Sim. Pearl All colors. All colors. All colors. 
By the way... 
Watch this space for announcement of a completely new line of 231 PINE STREET, PROVIDENCE a. R. |. ‘ 
Catamore rosaries. You will see the most modern, most important Der ROSARIES 
development in the manufacture of religious jewelry in many years. NEW YORK-+«CHICA G O- SA N FRAN Cc isc oO 7. a MEDALS 





10 THE JEWELERS’ CIRCULAR-KEYSTONE 














— hs 
i 5 
e =. .% 





*".%, : ’ 
ie 2 ‘ae ~ * 
gee er é r MS & aa ease ; 
. Ss et Be ‘ P 1.2 . Ye ¥ 
ws ort. ae a ‘ Spa: - P 4 or % ite : er P “*, —< * ¢ —-* Soe ; 
t= F ene a a F ba) oe. »* } Sr 
’ . es 4 ;< i om #* +4 ¢ 4 
3 a Aine, , é a — = nt &* a . ~ 
ee < 2 e, " $ a» ee c 3 
= at Fhe % ' . “ * & 3 
Ro 4 ‘ . : 
BS his : Ledey PZPt tn. ' “= ~ 
A , . ¥y nag . £* = Sy: Ren : Neeeteemeen ae = 
PT PN ras oo Yr. eS 


7~ 
















WITH FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices 


FROM $36.50 RETAIL 
FROM $79.50 RETAIL 
FROM $99.50 RETAIL 
FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 


RIS: 


Princess Rings and a 







varied line of Diamond 






Wedding Rings, set part- 
way and all around... 
Fishtails, Channels, Double- 
Row and Wide Wedding Rings. 














We manufacture one of the most complete 
lines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 





RINGS ENLARGED 
TO SHOW DETAIL 





NEWSPAPER MATS AVAILABLE 


“ DIAMOND RINGS 





BRISTOL SEAMLESS RING COMPANY + 71 NASSAU STREET, NEW YORK 7, N. Y. 
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“SCIENTIFIC EQUIPMENT SOUND REPUTATION © ACCURATE RETURNS 





These 6 REFINING features 
are all important to you! 


Mi If someone asked you which of these refining features meant most to you, 
it’s dollars to doughnuts you’d say—"*Accurate returns—I want the full 
value from every shipment I make.” Well, you'd be right—and you 
put your finger on the main reason why it will pay you to send your refinings 
regularly to Handy & Harman. You can get accurate returns only from a 
refiner who has all the other features above. We have them—the result 

of long years devoted exclusively to the fabrication of precious metals and 
the refining of all forms of gold, silver and platinum scrap and waste. 
Through metallurgical research we have taken the guesswork out of 
refining and put it on a scientific basis. That’s why we can and do make 
consistently accurate returns. Make a test with your next lot. 

Ship it to us and compare service and returns. 




















HANDY & HARMAN 





HANDY & HARMAN || 


WEST COAST CENTRAL U. S. EAST COAST _ 











) 3625 Medford St. 1900 West Kinzie St. 82 Fulton St. Bridgeport 1 425 Richmond St. / 


Los Angeles 63, Calif. Chicago 22, Ill. New York 38, N. Y. Conn. Providence 3, R. I. 
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Our ears have 
been burning 
—have yours? 





FOR JUNE, 1951 


Ever since we became a subsidiary of Elgin 
National Watch Company, there has been a 
lot of talk. 


Some of that talk has been by the jewelry 
trade—about us. And much of it has been 
by us—about the jewelry trade! So let’s 
settle a few questions right here and now. 


Is Wadsworth going to remain in 

the compact business ? 
Very much so! In fact, our plans call for 
expanded coverage in this business. The 
finest line we have ever offered will be un- 
veiled soon... and with it an advertising 
and promotion program that really means 
business for you. 


Is Wadsworth going to remain in 
the watch case business ? 
Very much so! In fact, our plans call for 











expansion of this business, too. The special 
facilities and craftsmanship necessary for 
this specialized production will continue to 
be devoted to styling and manufacture of 
cases for some of the most expensive 
watches in America. 


Is Wadsworth going into 
the watch business ? 


Very much so! A complete announcement 
will be made in July. What we are planning 
will give you a completely new concept of 
doing business in this very important field. 


That’s the quick picture. 


It should stop some rumors, but it won’t 
completely stop the ear-burning. For we 
still have a lot of talking to do about you 
and your problems and how we can help 
solve them. Watch for the results. 


Wadsworth Watch Case Company ° Dayton, Kentucky 


subsidiary of Elgin National Watch Company 
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Deal With Us 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


WE SUPPLY MANUFACTURERS 
THE ABOVE METALS IN ALL FORMS: 


AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 

















YA 


m2) ACCURACY 


CY, 
NCURAS 


HONESTY (€ 





REFINERS & SMELTERS 
FOR HALF A CENTURY 


| JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
15 
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Smart jewelers everywhere are promoting Airflex for extra volume and profit. 
CONTACT YOUR WHOLESALER OR WRITE DIRECT FOR SAMPLES OR PRICES 


Manufacturing Jewelers 


302 WALNUT STREET, PHILADELPHIA 6, PA. 


NEW YORK OFFICE: GEORGE KRAMER, 580 FIFTH AVENUE 
MONTREAL, CANADA: Jay Flex, Ltd. MEXICO CITY, MEXICO 





watchband no wrist can resist 


















“A dvertised-in-LIFE” watches 
formed setting for one of 18 windows 
Corrigan’s used in LIFE promotion. 









How CORRIGAN’S builds prestige 
and sales — with UFE 


Corrigan’s, Inc. is not only Houston’s largest jeweler ‘“‘From the first day, our LIFE windows created a 
but also one of its most prestige conscious. stimulus for customers to buy the items displayed. We 
benefited greatly and are anxious to have another LIFE 
promotion in the future.” 











In window displays Corrigan’s always takes extra 
pains to reflect the quality of its merchandise. The LIFE 







individual] tie-in displays used frequently convinced One good reason for Corrigan’s successful promotion: 
Corrigan’s to run a full LIFE promotion. 3 out of 5 people in Houston are LIFE readers.* 
“LIFE with Corrigan’s”’ was the theme of the ten-day One good reason jewelers throughout America can 
promotion created by Display Director Alexander have the same results: 62% of LIFE’s 62,600,000 readers 
Gatto. Store Manager Leon Davis reports the results: are in middle and upper economic groups.* 





Tie in with these June-July LIFE advertisers to build your prestige and sales: 



























JEWELERY SILVERWARE Eastman Kodak 
CLOCKS & WATCHES Holmes & Edwards Silverplate SMOKING REQUISITES 
; King Edward Silverplate Alfred Dunhill Holders 
De Beers Diamonds 1847 Rogers Bros. Silverplate Parker Flaminaire 
Flex-Let Watch Bands 1881 (R) Rogers (R) Silverplate Ronson Lighters 
G-E Clocks PENS Zippo Lighters 
Hickok Men’s Jewelry BB Pens : OTHER 
Keepsake Diamond Rings 


Eversharp Writing Instruments 
Krementz Jewelry P © American Tourister Luggage 


Wearever Pens 


Movado Watches Rumpp Leatherware 
Swank Men’s Jewelry & Accessories CAMERA SUPPLIES Samsonite Luggage 
Telechron Clocks Ansco Sunbeam Shavemaster 
Westclox Beacon Camera Schick Shaver 


*K From A Study of the Accumulative Audi- 
ence of LIFE by Alfred Politz Research, 
Inc. This study measures the number of 
people over age 10 who read a single 
issue of LIFE (23,950,000) and reveals 
how this audience accumulates—as oc- 
casional readers are added to regular 
readers—to a total of 62,600,000 differ- ‘ ‘ . 
ent people, in thirteen issues. 9 Rockefeller Plaza, New York 20, N. Y. First with retailers 


First in circulation 
First in readership 





First in advertising revenue 
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Under One Roof... 


OF THE MANY HUNDRED brands of watches produced in 
Switzerland, only a handful are completely manufac- 
tured and assembled in their own factories. In this 
select group, Omega stands pre-eminent — with one of 
the largest factories and most envied reputations. 


As a jeweler, what does that mean to you? 
Just this: 


When you sell Omega, you know that you : 
are selling a product manufactured under the strictest | 
supervision every step of the way. | 


Omega’s vast resources, and strict central 
control are most important factors in the production of j 
quality watches...making possible the greatest pre. | 
cision in the manufacture of every minute part. 


Omega can gauge tolerances perfectly to in- | 
finitesimal fractions...can engineer each tiny spring, — 
staff and balance wheel for the particular watch it ig | 
designed to fit. 


Many innovations in watch manufacture have | 
been perfected at Omega. Many of the incredibly | 
precise machines are Omega inventions, and Omega | 
exclusives. . 


The result? A watch you can sell proudly, and @ 
sell with assurance — knowing full well that every 
Omega customer will be completely satisfied with his | 


WORLD RENOWNED SYMBOL . 
OF ACCURACY purchase, and your merchandise. 


OMEGA 


NORMAN M. MORRIS CORPORATION, 608 FIFTH AVENUE, NEW YORK 20) 
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designs your Fall Fashion Promotion 


Gracefully wind-blown maple leaves, in pebbled 
and smooth-finished 1/20 12 Kt. gold-filled 


quality, touched with gleaming simulated pearls. 


A top style item for top sales volume. 


FORSTNER CHAIN CORPORATION, IRVINGTON 
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Cava 
of Diamond....one of the world’s largest 


tnow diamonds, choose from 
collections. 
Merchandise s 
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FOR A SIX-ALARM SURE-FIRE 
PROFIT IN CLOCKS... 














EERO 


A-AL— “Kitty-Belle”, Ivory a A-AL—“Ollie” The Owl ‘ 7 

: 3  . oe , & . A-AL—“Pussy-Footer’’ 
Colored Plastic Case 4” x 3% «ME @=Wory Colored Plastic Case 6m : 7 Ivory Colored Plastic ion : 
popular price, $4.50° fF | q x 414”, : ‘ 4%" x 3%" $4.95* | 








A-AL a= “Catnapper” ivory i 4 4 . A AL— R Ee = 
’ ie |. Y - oundTableModel, —s_— A— Thin Table Mod 
Colored Plastic Case 7%” x = | Maho y 4 n Table Model, Ma- 
ie £ ) gany Colored Wood : : | . ” 
4", Pe 4 AY" x 4%", $7.95* : a hogany Finish Case 634” x 414”, 


8.95* 





e } 
AL— Available with alarm and luminous dia 


? : oe ‘ <a 
: nw aaey 
at slight extro cost. . ae ousekeeping 


3 ‘ . ' ni sovranrst® > 
are %  —6* a. 
SIX of these popular Sessions — Sie : . 4 ; 
” fits. All have e 
. ss l-ringers for pro ° ions move- 
- literally “bel . have the famous ultra-quiet Sess! i 
- | Tru-Bel alarm, all ha “th handsome stylings 4 
& nt. Combine these important virtues © ame, and you ve 4 , 3 
dj — am prices, and the well-known — 7 wi and other 4 : SELF- ST 
: pratt hard to beat for sales appec re healthy turnover, _ eR: 
-< dels from the complete Sessions line for 4 
models 


and fast profits. 


A— Alarm only 


RTING 


: 


ELECTRIC CLOCKS 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONN. 
in Chicago: The Merchandise Mort Plaza; In Son Francisco: 

_ Western Merchandise Mart; In Canada: Northern Electric Co., 
itd., Montreal, P. Q. | 
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Oyiginality of styling in good taste— 
fine quality—priced modestly—value you recog- 
nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. Be 
_: 
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31 WEST 47th STREET 
NEW YORK 19, N. Y. 
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THE traditionally pop- 
ular Tiffany setting with 
the luxuriously new 
K&P “illusion” top—is 
illustrated above. Notice 


: : | the superlative construc- 
(| \ {] Py \y | CS fl (* 4 y tion which enhances 
: ‘kT 9 e | MH the appearance of the 


“small” diamond... to 











MAKERS OF DISTINCTIVE MOUNTINGS 





give it the illusion of 








15 WEST 47th STREET* NEW YORK 19 | : ai size,valueand brilliance. 


KH KNOWN FOR QUALITY 
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House of Watch Repairs 


ON A SOLID FOUNDATION OF GENUINE PARTS AND CABINETS! 


q—_ Swe BULOVA PARTS save you money by cutting labor time and 


speeding repairs because the parts really fit! Bulova cabinets are standardized for stacking. 
Drawers have model indicators for quick location of parts. Movable dividers for expansion | 
help you keep your cabinet system up-to-date. It’s the best watch service set-up in the | 
world—saves handling time and makes it easy to check inventory. 



























PLUS PLANNED LABOR ECONOMY. tabor is your most costly 


item; lost minutes cost dollars! Improved shop layout, proper tools and equipment— [| 
keeping informed with up-to-date manuals and information—all save labor time. Work | 
with your jobber! 








= SMART REPAIR MERCHANDISING -— Advertise your sv- 


perior service and workmanship by using the merchandising aids your jobber offers! 
Attractive repair envelopes and tags, thank you cards and reminders; clever mailing 
pieces, eye-catching displays and signs, etc. 





AND PROFITS WILL BULGE FROM THE ROOF! You can’ 


miss! Build a solid foundation on Genuine parts and cabinets. Save costly labor. Add 
smart merchandising. They all add up to bigger business—and profits—for you! 






















Now! 


33/2 


reg. value $59.50 


















Save $22 on New Bulova Hand Cabinet! 


Cabinet Contains: FOR YOUR PROTECTION EACH GENUINE BULOVA 
, PART IS INDIVIDUALLY PACKAGED AND FACTORY 

® 108 prs. blue, gold and white hands SEALED IN SEALPACK! 

® 6 prs. radium hands TO OWNERS OF THE BULOVA 2-DRAWER CABINET! 

® 18 second hands The popular Bulova 2-drawer cabinet stacks with 


this new Hand Cabinet. If you've already started 
your foundation with the 2-drawer cabinet, don't 
Newest Improved Cabinet: fail to add the Hand Cabinet! 


® 18 sweep second hands 


Standard size for stacking @ The New Bulova Hand Cabinet has been de- 
signed for use in the House of Watch Repairs 
Program of the Watch Material Distributors Asso- 
ciation of America. It conforms with the standard 


Model Indicators for quick part location 
Movable Dividers for future expansion 
* Cuts time and increases efficiency 
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ORDER GENUINE 
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Material Sales Division, BULOVA WATCH COMPANY, Woodside, New York 





FOR SPECIAL PROMOTION 
+6928 $94 


Teitelelint MoM 1 -a4-JabrellolslelieMalltlti-1aams IE) o]¢-lele Meh meh 7-1 ane Mae] fe) 
—a ring that looks truly impressive at this sales-clinching 
low price! Here's a set you can get behind and really 
promote...in your windows...in your ads. Special mat 


ohelliele)(-Melsma-oltl-t3 8 





Jewelers, Diamond Importers Since. 190 
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~ $6921 $31 the set // \ 


6 diamonds — unusual heart motif 


£5299 $45) the set 


11 diamonds — tapered fishtail design 


0 Setting Does 
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16924 $66 the set 


11 diamonds — exquisite “‘custom-type’’ mountings 


fous Beoeilly 


gy sist SUES TESTED MATS TO 
gn title ine 
INCREASE YOUR TRAFFIC, 
UP YOUR SALES 


W rite for your set of 
these result-getting 


ads 














HERE’S HOW THE WATCHMAKERS 
SELL UP to make 






















Every jeweler knows the 
surest way to increase watch prof- 
its—and prestige—is by selling up! 
You make more profit on each 
quality watch sale. You gain more 
satisfied customers. And you win 
the trust and respect of your com- 
munity as a quality merchant. 
That’s why ‘The Watchmakers of 
Switzerland have bent every effort 
in their great advertising, mer- 
chandising and repair programs 
to convince your customers of the 
proved wisdom of dealing only 
with a quality jeweler—and own- 
ing only a quality watch! 
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The quality watch story 
always impresses customers when 
it is clearly and forcefully pre- 
sented. To help you tell—and sell a 
—this story, The Watchmakers of a Inside. 
Switzerland have prepared this i Story of 
hard-hitting sales aid—‘“The In- 2 
side Story of the Fine Swiss the Fine 














Watch.” This brochure clearly, | ‘9 _. : i) Swiss 
convincingly, explains the details f] 1 Watch 


of the watch mechanism—helps 
clinch sales! If you don’t have 


cf ee eee The Warhnakers 
one, drop us a line. They’re free, a. —lhlUh of Swrinzerleaed 
of course, but only one to a store. -—- si rr i 
Address: The Watchmakers of 
Switzerland, c/o Rocm 1106, 730 
Fifth Ave., New York 19, N. Y. 


2+ Rae Oe 00 on 0e seen EE ENTEeSneeresetenses. 





LET’S ALL WORK TOGETHER TO MAKE THIS SLOGAN MEAN MORE THAN EVER... 


EE  - SeeSS-n a A a | a att ee ee —— 
— a 
Sea res eee ee 


For the gifts you'll give with pride—let your jeweler be your guide 
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OF SWITZERLAND HELP YOU 
your watch profits GO UP! 
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SWISS HISTORY HELPS, TOO! Explain to your customers POINT OUT THAT THE QUALITY Swiss watch your cus- 
that the story of a fine Swiss watch goes back hundreds of tomer is considering is the product of more than 300 years 
years—that Switzerland has been the birthplace of nearly of Swiss know-how combined with the most modern ma- 
every advance in the art of watchmaking! chine techniques in the most up-to-date factories! 


> 
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THE INTENSIVE NATIONAL ADVERTISING of The Watch- EXPLAIN TO YOUR CUSTOMERS that every fine Swiss 








makers of Switzerland builds respect and prestige for you watch is quickly, easily serviced. Capitalize on the Official 
—pre-sells your customers on the supreme importance of Swiss Watch Repair Parts Program which assures speedy 
quality features in a watch. Mount these ads in your win- repair with genuine repair parts! This program is both a 
dows. They'll tell your quality story at first glance! selling up factor and an important store traffic builder! 


INCREASE YOUR SALES, REPAIR BUSINESS AND PRESTIGE THE EASY WAY— 
THROUGH THE OFFICIAL SWISS WATCH REPAIR PARTS PROGRAM! 


The WATCHMAKERS OF SWITZERLAND 
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- THE SECRET OF 





SV LLESS 


NATIONALLY ADMIRED 
NATIONALLY DESIRED 





ALWAYS IN 
PERFECT POSITION 


Oe ont ane nomen ene: « ewe es «enna seen eee ee ess 


ALWAYS “4G tates tT 
iN STYLE - AND FASHION 
ALWAYS BEAULIEULTT FINISHED 


i Kohdtelalol in mmole ha-lasit-10 Mm coMm>1-01 0)010M010)@ mug -Yolel-1a- 
in Life, Look, Vogue, Charm, Seventeen, Pho- 
toplay, Modern Screen, N. Y. Times Magazine, 
True Confessions. 


SOLD ONLY THRU AUTHORIZED DISTRIBUTORS 





Window and Counter Displays, 


anna: Ring Co., Tre . Mats, Brochures, TV Films, Ro- 


dio Scripts, ‘‘Enchantment of 


126 West 46th St., New York 19, N. Y. ping’: Soukint, -ieerers. 


Flasher Displays. 
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Silver is back 1n men’s jewelry—and that 
means a golden opportunity for you. SWANK 
is ready to help you cash in with a wide 
assortment of sterling silver jewelry 

that’s smart, good-looking—and designed 





to sell at handsome profit margins. 





See your SWANK salesman for detazls. 


SWANK on jewelry, belts and wallets means QUALITY 


WANK — Swank, Inc., Attleboro, Mass. 
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First Choice with Customers and Retailers alike. | 


THE 


oe Aycunte 


FIRST CHOICE FOR 


every GIFT occasion 





a 





Everyone hopes the gift he gives will be appreciated. And the 
‘Toastmaster’ Toaster always is. For America’s most-wanted 
toaster is recognized everywhere as the finest of its kind. The 
gift buyer doesn’t question its quality. No one doubts its abil- 
ity to give lasting service. No one wonders what sort of wel- 
come will await it. That’s why people buy with such confidence. 
They’re convinced that money can’t buy a finer toaster. And 
they are comfortable in the thought that the one to whom they 
give the ‘“‘Toastmaster’’ Toaster is also aware of that fact. 
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First Choice with Retailers! 




















Yes, first choice because it’s presold 
as no other automatic toaster is or 
ever has been. Easier selling means 
less time per transaction—lowest 
cost per sale. But important though 
these immediate benefits are, there 
are others that are equally profit- 
able. When you sell the “‘Toast- 
master’ Toaster you automatically 
create another satisfied customer. 
You know that this toaster stays 
sold. And people always return to 
the store that handles trouble-free 


merchandise. Times being what 
they are, the practical, long-lasting : 
gift was never more popular. So 
this spring, push electric house- . 
wares— first choice for every gift oc- e CA 

casion. And remember the ‘‘Toast- (> tdivaile op-Up. oat 











master = Toaster—first ch oice **ToasTMASTER” is a registered trademark of McGraw Electric Company, makers of ‘‘Toastmaster’”’ 
‘ ‘ ; Toasters, ‘‘Toastmaster’’ and ‘“‘Scotch Knight’’ Water Heaters, and other ‘‘Toastmaster’”’ Prod- 
with customers and retailers alike. ucts. Copr. 1951, ToastmMastTeER Propuctrs Division, McGraw Electric Company, Elgin, Illinois, 
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DIAMONDS 


WATCHES 
SILVERWARE 


JEWELRY 





April 23, 1951 





Dear Mr. Gordon: 


Now that you have concluded your two weeks’ 
sale of our stock and are about to leave Mobile, our 
Company feels it a duty to tell you, in this unsolicited 
manner, what we think of your operation. 


As you Know, you came to us after we had 
concluded to retire from business and had negotiated a 
termination of our lease. In our own way we had attempted 
for months to reduce inventories and had purchased 
practically no new stock. Naturally, much of the best 
: stock had been sold. We feel it no vanity to claim we 
2 are classed among the better jewelry stores in Mobile. 
| You undertook to auction our goods at a satisfactory com- 
mission with a guarantee to us. We are happy to say that, 
in spite of inclement weather and a sluggish market, you 
did an excellent job. We are more than gratified. 


Please also extend to your associates our 
gratitude and appreciation. 


With best personal wishes, we remain 





Cordially yours \ 


Dad Nels SS. 
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Grooms 
CHOICES CHOICE 
for STYLE for VALUE 


Retailers’ 
CHOICE 
for EXTRA SALES 





Rings Enlarged to Show Detail 





5039 
$200.00 05040 D1022 D1018 
5 diamonds $110.00 $48.00 $26.00 $40.00 9038 
total weight total weight 3 diamonds 3 diamonds with larger $1 60.00 
% carat 30 pts. Yellow or white gold diamonds 18 diamonds 
Yellow or white gold . Yellow or white gold White gold only 





D 3049 b 3066. D 2012 


$75.00 $80.00 $90.00 —° ~—« $59.00 
+ 11 diamonds 10.diamonds 9 diamonds 9 diamonds 23 diamonds 
| White gold only White gold only White gold only’ § White gold only White gold only 


7B, auta S arti, Jue. 1. 47th St., New York 19, N. Y. 


Leading Ring Stylists for More Than a Quarter Century 
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The Ladies 







SERVICE QUALITY 
OPENS TERRIFIC 

Either number is available in 2” or 
> Introduced by Foster for 7/16” lug ends,—or in snug fitting 


____ bar ends adaptable to any watch, with 
nurses, for service women, and for sports, _ 1/20-12 K.G-F. tops, S.S. backs. 









where action and shock demand superlative 








wearing quality. Yet, either in gold filled or 
stainless you can offer the smartness and new- 
ness of a wide ladies band. Another triumph by 
the maker of the famous BRISTOL watchbands. 


Through wholesalers. 














FOR NURSES — Assortment of 6 carded 
S. S. bands on 6-on display card. Sales will 
surprise you. 


a - 
a DENTS, TOO — Made up as an Expansion Ident or 
atch Ident Nos. 60 and 60 W I fill a need among 
Murses and service women you can supply at a profit. 


No other band fills the market pioneered for you by 
Foster. Ask your wholesaler. 


“Boa 
<7 


FOSTER METAL PRODUCTS, INC. ATTLEBORO, MASS. 
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CHAINS ° BRACELETS ° 





a a is no easier way of building customer con- 
fidence than by showing and selling the LeStage line. 


Ask your wholesaler — he knows. 








MEMBER 





TAI KY MANUFACTURING COMPANY - 
NORTH ATTLEBORO, MASS. 
New York Chicago San Francisco 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. Betz A. B. Pinero 3 G. A. Harrah 


LOCKETS * KNIVES * BABY JEWELRY * IDENTIFICATION BRACELETS 
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COHEN & SONS CO 


DF West 23rd=$ teect: Bee Yaw 1G. 
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Loupe-tested 
DIAMOND RINGS 





Let Your Own LOUPE 
prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 

is carefully loupe inspected to guarantee diamond Vi 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. | 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm k 
of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 














vw © 8, 
° goal! “40, ¢ ra 


— 





0a *Pung vest*® °° 
a Ono ® o 


| g INC. 


630 FIFTH AVENUE. NEW YORK 20, N. Y. « | 
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Arrow’s 37-year-old record of achievement in 
creating packages for many of the world’s most 
distinguished products, is due to a fortunate 
combination of advantages . . . control of every 
production step . . . keen merchandising knowl- 
edge... skilful, experienced craftsmanship . 









* Manufacturing Company, Inc. 
367 Fifty-Second Street, West New York, New Jersey 


Canadian Plant: 91 Brandon Avenue, Toronto, Ontario. Montreal Office: 407 McGill Street 
SPECIALISTS IN THE DESIGN AND PRODUCTION OF DECORATIVE BOXES @& DISPLAYS....SINCE 1014 


















ARIETY in] PACKAGING 


* 





Arrow’s manufacturing facilities, probably the 
most varied in the fine packaging field, permit 
an almost unlimited selection of treatments — 
in metal, plastic, wood, cardboard or fabrics. 
An Arrow merchandising representative will be 
glad to consult with you, without obligation. 
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MADE TO RETAIL FOR MATS FURNISHED 


ON REQUEST 
S a, 
) 


Artfully contrived to make 7 diamonds set in separate 
prongs look and sparkle like a |/2 carat diamond. Has 
the appearance of a more expensive number. Gives the 
jeweler a fast selling newly designed ring he can offer 
his customers at an attractive price that compels sales. 


GOODMAN & COMPANY 
Makes a, O] 141 VOLy, Since J YO# 


42 W. WASHINGTON ST., INDIANAPOLIS, 4 IND. 
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FASHION FORECAST 
AND STYLING 






Back of all these extras that work together 
to produce increased pearl sales, are 
years of unequalled experience in planning 
and merchandising for the jewelers benefit. 





Not the least of these extras is Deltah’s CONSULT YOUR WHOLESALER 
controlled distribution which confines 


the line to jewelers exclusively so that they 5) ce - 
JEWELERS 
alone may profit from Deltah’s continuous, CJ 


aggressive national advertising directing 
pearl customers to jewelry stores. No wonder eC | t a h 


Deltah is the one line all jewelers prefer! — 





SIMULATED PEARLS 






‘L. HELLER & SON, INC. 411 FIFTH AV 









Granat’s Newest 








Priced From 


ow ae 
. ae —_—y . 
Other rings can separate =F $250 to $400 Retail 
and shift out of position wet 7 
on the finger, spoiling the J ff ° 
harmony of the design and YO i For Both Rings 


hiding the beauty of the gs ; LS J L : Federal tax included 


diamonds...as shown on 


this hand. 
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y ia, fr WED-LOK* rings i pe 
i \ y Jf are always together | P 
— c. and in proper posi-- ; di 
| / f tion, so that the dia- | pe 4 | 
\ . / ‘ 4 + 
a — a » Accordi 
atl always in full view — ; | ng 
Egat ...asshownatright. ~~ to Size of the 
__ tt J \Y Diamonds 
eg . PA 
ae 7 3 £ ita WY 
- 7 For. a > 
we, / me a 
/ ; | VA \ 
c rd 

She new Lyric is always as ; \ 
exquisitely aligned, always shown to as lovely Nee 
an advantage, on the finger as in your ~e 


showcase. The reason? It’s Wed-Lok*! The rings lock 


securely into perfect position, keeping the diamonds 


in full view, yet unlock instantly. And in styling, 

. Lyric is as beautiful as a bride could wish—a melodic 
sweep of line, with carefully matched, selected diamonds 
set in Granat Tempered White or Yellow Gold* Mountings 


(not cast), specially processed for remarkable strength, 


resistance to wear, and maximum security of the diamonds. Ss silustration 


enlarged 


fi i A \ A | Meifedeing —_—- 


114 GEARY STREET ¢ SAN FRANCISCO 8, CALIFORNIA 


*TRADEMARK REG. U.S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATS. 


— fe. Ensemble... .“LYRIC” 












to show detail 
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llis is made in bot 
1/30 12Kt. Gold Filled, 
and Sterling. And 7 
Phyllis necklace will 
matching ear ring®> . 
attractively packages 
in a grey, Karess ve™ 

vet jewel case. 


FOR JUNE, 1951 








% es | 
Qty 
Uully different ape "Mery 


So attractively Gift-Packaged. 


It’s a fact, a profitable fact 
known to Phyllis retailers every- 
where, that wherever it’s shown, 
Phyllis SELLS. Just display a 
few Phyllis sets in your window 
and see for yourself. 


Everything about Phyllis Jewelry 
is truly beautiful, out of the or- 
dinary, expensive looking. And 
gift shoppers who love fine jew- 
elry are fascinated by the deli- 


cate Phyllis designs and _ the 
fashionable “Jeweled Look”. 
The lovely Phyllis gift package, 
so unusual and rich looking, 
adds more beauty and sales ap- 
peal to Phyllis jewelry. 


So the sooner you have Phyllis 
jewelry to display, the sooner 
you'll get the benefit in sales. 
Order a stock of Phyllis now, 


from your wholesaler. 


Phubliz 6). i g ina l Ss, In C. Providence, Rhode Island 
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JOFINSON'S JUNE JAMBOREE?! 


Yessiree .. . it's profits three in one . . . wedding gifts, graduation and 
father's day gifts . . . and aggressive retailers know that Johnson has 


the know-how in supplying a fast-selling June gift line. So order last 


minute merchandise now. Johnson will rush these items to you faster 


than you can say, ‘another sale”. 


FLATWARE 


1847 Rogers Bros. 
Community Plate 
Wm. Rogers & Son 
Tudor Plate Flatware 
Silco Stainless 
Diamondware 


Here’s Your Check List Oneida Craft 


Stainless 


of Johnson Profit Winners waa 
vin Sterling 


Rogers Sterling 
Manchester Sterling 
Oneida Sterling 
Carvel Hall Cutlery 


HOLLOWWARE 


1847 Rogers Bros. 
Community Plate 
Rogers 

Tudor Plate 

Poole 

Webster Tiny Tot 


JEWELRY 


American Beauty 
Deltah 
‘ Anson 
5 Leo Glass 


Marcasite Jewelry 


LIGHTERS 
CLOCKS ei 
Seth Thomas A.S.R. 
Telechron Zippo 


Westclox WATCH 
New Haven ATTACHMENTS 


Semca—Phinney 


Walker Clocks Jacoby Bender 


Semca Watches Gemex 
Bretton 


Revere 


Herschede APPLIANCES 
LUGGAGE nee hay: satel 


Maximillian Crown Broilers 


All merchandise listed here is illus- 
trated in our big, new 1951 catalogue. 
Send for your copy today. 
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ccept no substitute 


for 


un watch cases 


quality 





The I.D. trademark is the symbol of complete dependability 
| to those who demand watch cases that are smartly 


styled, precision-made, easy to assemble and engineered 





to fit movements perfectly. 





Standardize on 1.D. Watch Cases for ALL Your Needs 
R.G.P. (S.S. back) Cases © 14 K Gold Cases * Rhinestone Cases 


Bangle and Bracelet Cases * Diamond and Ruby Set Cases 







Water Resistant Cases * Novelty Watch Cases * “Book of Time" Case 


FS a 


Also Manufacturing Precision Parts for the Electronics (Radar) Industry 
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|. D. WATCH CASE COMPANY, ww 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Offices and Factory: 137-11 90th Avenue, Jamaica, L. |. JAmaica 3-870( 


NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue * Telephone PL 7-6373 
CHICAGO OFFICE: William Bart, 29 E. Madison Street 

LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 

EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau Street, New York, N.Y. 








TYAN VALUE- BEAUTY 


A fashionable array of the world’s finest jewelry 


designed with an eye towards styling a 


and priced to meet the needs of everyone, : 
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el 4 : Barel Bridal wedding ring sets 
- We > F _ are by far the finest because: 


piece, unsurpassed 
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PELE MOIS B® To 2 





Design FROM OUR 


me sn As seen in JUNE HARPER'S BAZAAR 
GARDEN OF JEWELS 


“DOGWOOD” sparkling white complement 





to every Summer costume. 
Also in lime, lemon, turquoise, pink. : 
Pe a ad: © @e 
Not authentic unless stamped on 
the back with the name Trifari 
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WORLD FAMOUS FOR DISTINGUISHED SERVICE 


* * 
General of the Army 


DOUGLAS MacARTHUR 


Conquering hero of the Pacific, 
brilliant military strategist, architect of 
democracy. His distinguished service is 
deserving of the highest tribute. 


* 


CymMa takes justifiable pride in the presen- 
tation to General MacArthur of the superb 


CYMA WATCH COMPANY, INC. + FIFTH AVENUE, NEW YORK 


U.S. ARMY SIGNAL CORPS PHOTO COPYRIGHT 1951 


MAY 27th 1951 





Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with 
beautiful colors of velvets. 


Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 





“$y anes 











KT HET UORE RE RS ETL 


RD NOVELTY BOX CO., INC. 
serard Avenue, New York 51, N. Y. 
‘ iH. A. BREDEL, Representative 
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FAVORITE OF THE 























§ 
| season, jo ‘it's sure. No: be 4 
bigger if you stock this Beauti- y 
fully fashioned Fidelis rosary . ; 
mother-of-pearl bridal set. 
BRIDAL BELLS 
: Mother-of-Pearl Bridal Set 










we 


BRIDAL BELLS 
Marriage Sacrament prayer 7 Wook! is i ctor 


ROCK CRYSTAL : gree bound and gold leaf embossed. The 
= co. be mo meee = rosary is of exquisitely crafted sterling silver 


— : “ 
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eS Nonna bass) 


ode ame with Bridal Bell decades. As always you can- 
not featung: a finer rosary than Fidelis. at 
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F. WHITAKER CO 


50 ALEPPO ST., PROVIDENCE 5, R. lI. 








AMIENS 





GLORIA LA SALETTE 








ARDAGH MONTSERRAT 
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FEATURING 


RA 


EVERY POPULAR STYLE 
iz = a Gold 


DIAMOND MOUNTED 
WEDDING RINGS 


BAGUETTE * ROUND ¢ MARQUISE 


a i RING MOUNTINGS 
. WN} : SOLITAIRE and FANCY STYLES 
: — MATCHED ENSEMBLE SETS 


FANCY RINGS 


PRINCESS ¢ DINNER e¢ BRIDGE TYPES 


CALIBRE GUARD RINGS 
ee — : | RUBY e¢ SAPPHIRE °¢ EMERALD 

. WATCH BRACELET 

a ATTACHMENTS 


DIAMOND FLEXIBLE 
BLOCK BRACELETS 












WRITE FOR 
MEMORANDUM 
SELECTIONS 


FINEST QUALITY 
SPECIAL ORDER WORK 


/_J-L. BRANDT C0. 


MAKERS OF FINE DIAMOND JEWELRY SINCE 1928 
&® EAST 47th STREET, NEW YORK 17 
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DEBUTANTE OF JEWELRY PACKAGING 


Douglas Young, Inc., creator of the finest in perfume 
and jewelry packaging, features METALITE .. . stunning line of 


snap hinge jewelry boxes. 


With nothing steel but the snap hinge, METALITE combines 
the ultimate in exclusive, individual design with economy 
of war-precious steel. Saleswise, these lovely new fashions in packaging 


provide the glamorous setting to exciting jewelry styles. 


METALITE is adaptable to unlimited requirements in size, 
shape and decor. Write, wire or phone today for a personal 


appraisal of your particular needs, or for samples. 
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110 KENYON AVENUE 
PAWTUCKET, RHODE ISLAND 








It Has More Value Now... 
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Gold Filled jewelry, in the past, has 
always been considered and accepted 
as tops for quality in the aapulealy 
priced field. 

And now... during this emergency 
...Gold Filled is...and will continue 
to be...of greater value. For in place 
of inexpensive, but vital metals, 
Sterling Silver is being used as the 
supporting base for Karat Gold. Both, 
of course, are permanently fused and 


Research Division of GOld Filled and Rolled Gold Plate Manufacturers 


rolled under tons of pressure in ac- 
cordance with the “Old Sheffield 
Process.” 

This gives Gold Filled more intrin- 
sic value. It makes it an all-precious 
metal...a metal that makes Gold Filled 
jewelry more desirable, more salable, 
than ever before. 

Yes, in spite of these times of sub- 
stitution, Gold Filled is even better... 


the best in popularly priced jewelry. 
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Quality is guaranteed under the terms of Commercial 

Standard CS 47-34 as issued by the United States 

Department of Commerce and approved by the 
American Standards Association 


- Providence 7, Rhode Island 
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Thine lo F7lon your Usit fo the 
NATIONAL JEWELRY Farr! 


AND CONVENTION 
NATIONAL ASSOCIATION OF CREDIT JEWELERS 


1951 
July 29th 
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| SLEEPING ROOMS 7 


Write today for your sleeping 
room reservations to The 
Stevens or Congress Hotel, 
Chicago, Illinois. 


WRITE NOW AND AVOID 
LATER DISAPPOINTMENT 


FOR EXHIBIT SPACE 
wrctle 
National Jewelry Fair 
1210 ARCADE BUILDING 
ST. LOUIS 1, MO. 
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YOU'LL FIND AT THE FAIR... the 


newest and latest lines... Nationally 
Advertised lines... the newest in watch, 
clock, diamond, jewelry and silverware 
lines...the newest promotion items... 


successful advertising services and pro- 
motions and display lines... fine appli- 
ance lines... outstanding ring houses, 
giftwares and leathergoods... allied lines 
for extra sales. 





IN FACT, everything needed in the way of merchandise 
and services for the modern, retail jewelry business. 


You cant afford lo miss She 1951 _ [ Newelry a ae 
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756 Liberty Street, Bloomfield, New Jersey 
Eastern Midwest West Coast | 
Representative Representative Representative 
Herbert Stein c. J. Leavitt ira W. Smith E 
29 E. Madison St., 315 West 5th Sta ; 
Chicag° Los Angeles : 


Gerald w. Gelb: Sales Managet 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
ATCHE 


NATIONALLY 
ACCEPTED 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE - NEW YORK 19, NY. 


[ CATALOGUE SENT UPON REQUEST } 
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*LABORATORY TESTS SHOWED THAT NAOMI-PAC INSURES FINDINGS 
| TO BE DUST-PROOF, MOISTURE-PROOF AND TARNISH RESISTANT. 


NEXOD) 
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Established 1924 


ON TIME AND IN STYLE WITH 


Auls watches 


OT Give |B bmn OF & Ge, RY LOTR) 


Styled & Manufactured at our factory 


304 EAST 45th ST, NEW YORK 17_N. Y. 


a <-Yo Mi Adelel-Maatela 
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Be First With 


GLOBE RING COMPANY 
by Showing Original Designs 
in Ring Castings 


Our Ring Castings have the “Hand Made Look” with “Down-to- 


Earth” values. We are one of the largest producers of new cast- 
gest p 


ing numbers in the country. Send for our Attractive Catalogue. 


Sold thru Manufacturers and 





W holesalers Exclusively 





802 


GLOBE RING CO. wl 
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NATIONAL ADVERTISING 





For those 
Particular 
Customers 

who want 
something 
different 

and 

exclusive 

in a 

watch 

—these “limited 
editions” 

make profitable 
sales for 
America’s 
Leading Jewelers. 
Write tor 

Agent information. 
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UNIVERSAL 


14 a= 


For wonderful 
carefree timekeepers 


These limited editions have been 
designed to give good perform- 
ance and that permanent 
jey a beautiful possession. 
always inspires. In 14 Kt. 
gold from $71.50, F.T.L. © 


At Leading 
Jewelers Everywhere 


THE HENRI STERN WATCH AGENCY, INC., 587 Fifth Avenue, New York 1/, N.Y. 


© H.S.W.A. 1951 


























Prhiteds jou Coitzin, 


The new CERTINA EA watch line is primed for 

profit in today’s most rewarding market. It is priced 
strategically within that lucrative range in which | 
more than half of all quality watches are sold. 
The profit opportunity is unparalleled. The same 
price-maintained policy which has made our 
Elgin American compacts, cigarette cases, lighters 
and dresser sets consistently profitable for the 
nation’s leading dealers, applies equally to 
CERTINA EA watches. Whatever the watch: dress, 
sport, military, calendar, self-wind, chronograph, 
alarm, pocket—each and every one 
carries a handsome profit. The line ts 
completely saleable— with each and 
every style pre-tested by careful 
market survey. And to make 


























your profits doubly certain, 
the CERTINA EA watch line will 
be powerfully pre-sold by 
dynamic and continuous 





national promotion. 
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ilinois Watch Case Co., Est. 1888. Makers of world-famous 


Chain American compacts, cigarette cases, lighters, dresser sets 
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Styled for Crafted in the Primed for 
All Time Precision Tradition All-out Promotion 


. 
¥ 
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OUR REGULAR SALESMAN HAS THE FULL Cerdéma&A STORY FOR YOU NOW 





“ Jewelled Look” 


bracelets so 


The loveliest 
ever seen il 


low-priced! 


Here they are ... just made to order to meet 
today’s demand for a lavish, “jewelled look”. 


New, beautiful “AIRFLEX” bracelets, radi- 


antly alive with sparkling brilliance. 


“AIRFLEX” bracelets are styled for every 
taste: in all Rhinestones, or with Rhinestones 
and simulated pearls or Rhinestones combined 
with simulated stones in all the popular 


colors. A crowning touch is the attractive KEYSTONE 


“AIRFLEX” Gift-Package with rich covering 


of Karess velvet. ¢ 00 
3 


Ladies love the wonderful, casy-fitting comfort 
of “AIRFLEX” bracelets, too. And the way 
they slip on and off in a jiffy, with no catches 
to fuss with. 


Plus Tax 


It’s easy to test the demand and see for your- 
self how quickly “AIRFLEX” bracelets sell. 
A small assortment will do. Order it now, 
from your wholesaler, or write us for name 
of wholesaler nearest to you. 


? 
MAN CHILE, INCORPORATED 


166 Doyle Avenue, Providence, R. I. 


FOR JUNE, 1951 








Te ee 


Ask your distributor to show 
you the latest ROSKIN crea- | 
tions so that your merchan- 
dise may reflect the ultimate > © 

in good taste. os | 


non ncaa 
*. 


. ROSKIN COMPANY, 


manufacturing jewelers 


21 WEST 46th STREET NEW YORK.-19, N. Y. 
GLARE TOP (Trade-Mark) DESIGN PATENTED No. D-163420 
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Exclusively 
distributed by 


|. ALBERTS’ SONS, INC. 
Boston-Syracuse 


BALDWIN-MILLER CO. 
Indianapolis 


S. H. CLAUSIN & CO., INC. 
Minneapolis-Spokane 
Salt Lake City 


EDWARDS & COMPANY 
Kansas City, Missouri 


J. ENGEL & CO., INC. 
Baltimore 


THE GERWE BROWN CO. 


Cincinnati-New Orleans- 
Dallas 


A. C. POSSIN CO. 
Milwaukee 


E. W. REYNOLDS CO. 
Los Angeles-San Francisco 
Phoenix-Honolulu 











If you aren't selling CaLvERT WatTCHES 
youre missing sales opportunities in the race 
for more business at better profits. 


When it comes to MONEY, you won't find 

any better movement than Catverr for the 

same money. And best of all you're safe from indiscriminate 
price cutting or footballing. 

And as for the SHOW, Catverr Watcues draw admiring 
glances to your windows and show cases. In addition, Cat- 
vERT Watcues are advertised in leading National Magazines. 


Just ask your nearest authorized distributor for information 
on the Catvert Watcu Profit Plan. It puts you way ahead 


~ CALVERT 





WATC H ES 


681 FIFTH AVENUE * NEW YORK 22, N. Y. 
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“Don’t be Hoodwinked”’ 


ALSO APPLIES TO WATCH TIMERS 








You get the same 
instrument as _ fur- 
nished to the U. S. 
Government. 
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THREE WHEELS- 
PINIONS THAT ON 
PAULSON TIME-0-GRAF 
CAN CHECK 
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“Continuous tape shows clearly defective 4 XJ 
ear, writes Johnnie Walker of Memphis, ; 
callin P Only the Paulson Time-O-Graf 
"Having had my Paulson Time-O-Graf for approximately invites comparison. 
18 months, | find it far superior to any cther machine | have 
used. The price was the least thing | considered. Only the Paulson Time-O-Graf 
“The real reason for my decision was the superior 
features of the Paulson Time-O-Graf. gives all the information. 
"For _— a watch with . ae a an 
uneven distribution of power. Also, with the aid of the con- ° ° ° ° 
tinuous tape, the Shaalioen Time-O-Graf will show clearly if Let us prove It with a no-risk trial. 
there is a defective gear, bent pivot, and so forth, by repeat- 00 
ing at intervals. Only $5 5 5. less 2% 
"| also find the Paulson Time-O-Graf very convenient for ° 
checking chronograph watches as described in the instruction or liberal payment plan. 
book. 
"Having checked this machine with others, | find it to be eaanesseen 
more accurate relating to the beat test." 
Signed: Johnnie Walker, HENRY PAULSON & CO. 
253 West Waldorf Avenue, 131 South Wabash Ave., Chicago 3, Illinois 
pangnon NNN |] Send Paulson Time-O-Graf on no-risk trial. 











USE THIS HANDY COUPON 1 Send Paulson Time-O-Grof at $550.00 less 2% for 


HENRY PAULSON & CO. 


(_) Send contract, $100.00 down and balance $28.00 per 
month for 18 months. 








131 S. WABASH AVE. I ide ie oe be el ie Oe eee 
es | Ley-\clo mmx pam |G), (0) bh a eehnn gah sndiey eee eens 2 eee aee 
PREPARE NOW FAR FUTURE SERVICE Ete ists ib uth tote we theese BE wasens pee 
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PLATINUM METALS DIVISION +» THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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“Could you tell us about 
that modern jewelry metal 
.» « PALLADIUM?” 











“‘PALLADIUM is one 
of the rarest of 
the precious jewelry metals : 


eee and the newest.” 


CUSTOMER: it’s beautiful. But how is it different — for a long time — because of its strength and its white 

from the other precious metals? color that shows the diamond off so well. The “new” 
part is in making the entire ring, or other piece, of 

JEWELER: It is a distinctive precious metal that be- palladium. 

longs to the platinum group. There are six members 


of this group — platinum, palladium, rhodium, ruthe- CUSTOMER: When it makes a ring as lovely as this 


nium, iridium, and osmium. — | think it should be used for the whole piece. 

CUSTOMER: And you say it’s new? JEWELER: Oh, it’s winning favor fast. Our customers 
like it very much, as they learn about it. That’s why . 

JEWELER: Well, not exactly. Palladium has been we are showing palladium rings and other palladium : 

used for setting diamonds in jewelry of other metals jewelry. 


JEWELERS! Be sure to send for your free copies of 
give-away booklets and attractive counter cards fea- 


turing palladium jewelry. 


NEWEST OF THE PRECIOUS JEWELRY METALS 
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Only PCIE Silver Cloth 


positively prevents silver tarnish 


Recommended by leading makers 
of sterling and fine silverplate 

















FoR YOUR JUNE BRIDE PROMOTION, feature silver chests lined 
with Pacific Silver Cloth, the only fabric that positively pre- 
vents silver tarnish. Pacific Silver Cloth chest linings, bags 
and rolls give you a competitive advantage on sales of ster- 
ling, and trade up fine silverplate. No other fabric gives silver 
such complete and lasting protection. 

A special silver compound impregnated in the cloth filters 
tarnish-causing sulphur fumes out of the air, keeps silver 
bright without polishing. 

The rich mahogany color of Pacific Silver Cloth flatters 
silver, doesn’t show dust. The identifying label on every 
article made of Pacific Silver Cloth is your customer's assur- 
ance of the finest silver protection she can buy. It’s nationally 
advertised! Ask your wholesaler for it. 








Spa 





COMPARE THESE SPOONS FOR TARNISH! 
Unretouched photos* by U. S. Testing Co., Inc. 





Spoon “A” wrapped in ordinary “anti-tarnish” cloth accumulated heavy 

oo tarnish during test. Spoon “B”, protected by Pacific Silver Cloth, re- 
Lo : tained its original sparkle and luster under the same conditions. 

Ce paciFIe | : *Test #18035, March 23, 1950 


nth 


diloer Co 











For extra gift sales, feature this 

. self-service display of Pacific 

Silver Cloth wraps: wraps 

18”x3l1” and 36”x31”. Seen areata enema 


PACIFIC MILLS, Dept. RR6, 

| 1407 Broadway, New York 18, N. Y. 
Gentlemen: I am interested in wraps__, chests__, holloware 
bags__, place-setting rolls__, packets___ made_ with Pacific 
Silver Cloth. Send me names of sources of supply and descrip- 
tive literature. 





Name 











Position Dept 





Street Address 





Its PACIHC Silver Cloth 


MADE BY PACIFIC MILLS... 
WEAVERS OF FINE COTTONS, RAYONS, WORSTEDS, WOOLENS 








City Zone State 


| 

| 

| 

| 

: Store 
i. 
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DIAMOND DIGEST 


THE STORY OF DIAMONDS 
(Part Four) 
Of particular interest to all jewel- 


ers is the carat, the unit of weight 
for diamonds. 





The carat, as you know, is also the 
name of a seed from a certain type of 
tree growing in the Mediterranean 
area. Because such seeds were gener-— 
ally constant in weight, merchants in 
bygone eras began to use them for 
weighing precious stones. This prac— 
tice later spread to Western Europe 
but not without certain pitfalls. If 
moisture seeped into the carat seeds, 
there would be variations in their 
weight. Furthermore, in some coun- 
tries far removed from the Mediter— 
ranean, Other types of seeds were 
adapted as units of weight. As a re— 
sult, there was considerable confusion 
because the "carat" came to have dif-— 
ferent values in different countries. 
Thus, the same stone would be said to 
weigh one and a quarter Paris carats, 
one and a fifth Vienna carats, or one 
and two-fifths Florence carats. But 
such confusion was eliminated when 
other methods for weighing stones were 
developed during the 18th, 19th and 
early 20th centuries. One of those 
methods was based on the metric 
system. 


In 1907, the International Committee 
of Weights and Measures met in Paris 
and suggested the "metric carat" as a 
world standard. Later, Great Britain, 
the United States and other countries 
officially adopted this unit, which is 
equal to exactly 200 milligrams . 
official equivalent of a one carat 
diamond. 

















The metric system, of course, made 
it easier for wholesalers and jewelers 
to compute the weights and prices of 
diamonds. But that was not the only 
important milestone in our industry. 
Another began when Arnstein Bros. & 
Co. started a system of standardizing 
diamonds. This system, so many jewel- 
ers tell us, Simplified the buying of 
diamonds and laid the foundation for 
more sales, bigger turnover, and added 






















































































profits. 
Wve Lees. UBrur, 6 Cre. 
DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS' 


” addition to the “thanks” we re- 
ceived from jewelers from all parts 
of the country, we bow modestly to 
the commendation we received from 
the Office of Price Stabilization on the 
special article telling jewelers what 
they had to do under Ceiling Price 
Regulation 7 and how to do it. 

This special eight-page article, pre- 
pared by JEWELERS’ CIRCULAR-KEy- 
STONE and published in the May issue, 
pages 113-120, was acknowledged by 
OPS as one of the best and most 
clearly and concisely presented jobs 
done by any publication in any field. 

Our ‘thanks to OPS, but if we 
helped jewelers in the tedious task of 
preparing their price list charts we 
feel well repaid. 


© © 
THERS have had trouble with 


price regulations, too. Consider 
the owner of the small hardware 
store, whose stock includes 10,000 
items. To complete his pricing chart, 
which requires five entries for each 
item, he had to make 50,000 entries. 
The required pricing charts of R. H. 
Macy & Co., New York department 
store, fills four drawers in a large 
filing cabinet at OPS headquarters. 


© © 


TOUCH of the twentieth century 
has found its way into the staid 
confines of the Tower of London. The 
two sets of iron bars which stood 
guard for so many years around the 
crown jewels of the British Royal 
Family have been replaced by a mod- 
ern protective device. 
In earlier days, it was possible to 
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see the jewels, but not without first 
finding a line of vision which met no 
bars along its path. The bars pre- 
cluded anyone’s having a free, un- 
obstructed view of the jewels. Today, 
the obstruction is gone. Two “fences” 
of glass and an invisible electronic 
screen between them, encircle the 
exhibit. The beauty of the royal 
pieces is more apparent than ever 
before, but, to the jewel thief, the 
occupational hazards are greater. If 
the screen of electrons should be 
pierced, a system of alarms and pro- 
tective devices will go into operation 
immediately. 


© © 


_ ant panel program for the 

Advertising Women of New 
York, Inc., had an inherent sparkle. 
Two members of the panel were Jewel 
Unger and Gemma Peruggi. 





Something to Think About 


RATE OF LAY-OFF 


IN U.S. MANUFACTURING INDUSTRIES 


PERSONS LAID-OFF PER 1,000 EMPLOYEES 
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ULLETIN from Moscow: April 

30 was a busy day for Moscow 
jewelry merchants as_ last-minute 
shoppers hustled to buy gifts for May 
Day. A United Press release from the 
U.S.S.R. reported: “The city’s 12 
jewelry stores were crowded with 
eager buyers.” 

A quarter-page advertisement in 
the city’s newspaper, Evening Star, 
listed 43 suitable May Day gifts, in- 
cluding gold rings, earrings, brace- 
lets, medallions, cigarette cases. clips, 
pins, diamond-studded brooches, sap- 
phires and other precious stones. 
Other gift suggestions which appeared 
in the ad were silver tableware, tea 
and coffee sets, vases, crystal objects 
and —of course—watches. 

So it seems, in these many years 
of power, the Politburo chieftains, 
with their scorn for the symbols of 
our capitalistic system, have failed to 
obliterate this deep-seated human de- 
sire for jewelry. In spite of a system 
whose tenet is the abolition of the 
class society, this mark of western 
culture still remains. 


© © 


NEw applications of color tele- 

vision promise to add an impor- 
tant attraction to the retail store. The 
first step toward the use of television 
for commercial purposes has been 
taken by the Jordan Marsh Co. of 
Boston, who will utilize more than 20 
receivers throughout the store to gain 
store-wide attention for a featured 
product. The 20 screens will multiply 
a demonstration which is being tele- 
vised in another part of the store. 
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EASTERN 

NEW HAVEN, CONN. 

J. A. Silver Co. 
WILMINGTON, DEL. 

B. Kleitz & Bro. Co. 
WASHINGTON, D. C. 

Blustein Co.. Inc. 
MIAMI, FLA. 

L. Luria & Son 
TAMPA, FLA. 

Lynagh-Ewbank 
ATLANTA, GA, 

Ewing Bros. 

L. Luria & Son 
BALTIMORE, MD. 

J. Engel & Co., Inc. 

Max Kohner 

U. S. Jewelry Co. 
BOSTON. MASS. 


K. A. Murphy Co. 


DETROIT, MICH. 
A. C. Becken Co. 
Gorenflo Co. 


I. Alberts’ Sons. Inc. 
Thomas Long Ea. Inc. 


D. C. Percival & Co.. Inc. 


| Ml T) MFFOT) /,! 


I 
Cwest Pattern 


BUFFALO, N. Y. 
Ira Levitz, Inc. 
Lipsett & Hill, Inc. 
Petersen Max & Co. 
NEW YORK, N.Y. 
Admiration Products Co. 
A. Cohen & Sons Corp. 
J. W. Johnson, Inc. 
Lieberman Bros. 
L. Luria & Son, Inc. 


H. M. Manheim & Co.. Inc. 


Richard Polumbaum Co. 
Alex Sabin & Sons. Inc. 


J. J. Schmukler & Son, Ine. 


Nat Zuckerman & Co., Inc. 


ROCHESTER, N. Y. 


Lester Jewelry Co. 


SYRACUSE, N. Y. 


I. Alberts’ Sons, Inc. 
Geo. Phillips Co., Inc. 


CHARLOTTE, N. C. 


The Ball Co. 
Non-Retailing Co. 


CINCINNATI, OHIO 


Gerwe-Brown Co. 
Wallenstein-Mayer Co, 





Because it’s the thing that’s selling—at silverware counters! 


Here tnt the wholesalir G owe you: 


TOLEDO. OHIO 

Heyne & Groves. Inc. 
HARRISBURG. PENNA, 

Claude R. Robins Co. 
LANCASTER, PENNA. 

Non-Retailing Co. 
PHILADELPHIA. PENNA, 

Aisenstein & Gordon. Inc. 

H. O. Hurlburt & Sons 

M. Sickles & Sons, Inc. 

A. Jos. Baltin & Co., Inc. 
PITTSBURGH, PENNA, 

Biggard & Co., Inc. 

Grafner Bros. 

Samuel Weinhaus Co., Inc. 
SCRANTON, PENNA, 

Geo. Phillips Co., Inc. 
PROVIDENCE, R. I. 

Albert Walker Co. 





RICHMOND. VA. 
Geo. Phillips Co. 
M. Sickles & Sons, Inc. 


CENTRAL 


CHICAGO. ILL. 
Benj. Allen & Co. 
The Ball Co. 
A. C. Becken Co. 
Boas Ltd. 
Emil Braude & Sons, Ine. 
Bob Scheffres & Co.. Ine. 
N. Shure Co.. Inc. 
Stein & Ellbogen Co., Inc. 
INDIANAPOLIS, IND. 
Baldwin- Miller Co. 
DES MOINES, IOWA 
M. A. Lumbard 
NEW ORLEANS, LA. 
Gerwe-Brown Co. 

Hiller Jewelry Co. 
Leonard Krower & Son 
OKLAHOMA CITY. OKLA, 
Oklahoma Ross-Beck Co. 


MINNEAPOLIS, MINN, 
The Ball Co. 
S. H. Clausin & Co. 
KANSAS CITY, MO. 
Edwards & Co. 
Franklin Bros. 


ST. LOUIS. MO. 
Eisenstadt Mfg. Co. 
Wm. P. Mahne Silver Co. 
Maschmeyer Richards 
Silver Co. 

NASHVILLE. TENN, 
A. C. Becken Co. 


C. B. Peterson Co. 


DALLAS. TEXAS 
A. C. Becken Co. 
Gerwe-Brown Co. 
(formerly Shuttles Bros. & 
Lewis) 
Lyles-Van-DeGrazier Co. 


HOUSTON, TEXAS 
Taylor & Co. 












































SAN ANTONIO, TEXAS 
B. M. Hammond Co. 

MILWAUKEE. WISC., 
\. be Kuesel & Co. 


H. P. Johnson Co. 


MOUNTAIN 

PHOENIX, ARIZ. 

E. W. Reynolds Co. 
DENVER, COLO. 

A. C. Becken Co. 

J. P. Byrne & Sons 

Morris Krulak & Co. 

Albert Lone Co. 

Western Supply Co. 
LINCOLN, NEBR. 

J. L. Teeters & Co. 
OMAHA, NEBR. 

J. P. Byrne & Sons E 
SALT LAKE CITY. UTAH : 

S. H. Clausin & Co. 

Decker Jewelry Co. 

Western Supply Co. 





PACIFIC 


LOS ANGELES. CALIF. 
The Ball Co. of Calif. 
The Corwin Co. 

A. I. Hall & Son 
E. W. Reynolds Co. 

SAN FRANCISCO, CALIF. 
A. I. Hall & Son ' 
Morgan & Allen Co. 

E. W. Reynolds Co. 

HONOLULU. HAWAII 
E. W. Reynolds Co. 

PORTLAND. ORE. 

Butterfield Bros. 
Mayer Bros. 

SEATTLE. WASH. 
Sutterfield Bros. 
Simon Golub & Sons 
Maver Bros. 

SPOKANE. WASH. 

S. H. Clausin & Co. 
Simon Golub & Sons 
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FE. H. Pudrith Co. 

Stein & Ellbogen 
NEWARK, N. J. 

New Jersey Jewelry Supply 
ALBANY, N. Y. 

M. Levitz & Co, 


CLEVELAND, OHIO 
H. W. Burdick Co. 
} A. H. Ficken Co. 


COLUMBUS, OHIO 
H. W. Burdick Co, 
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With the new televising process, a 
CBS development called Vericolor, the 
picture 1s carried from the camera to 
the receivers by coaxial cable. 

It is not inconceivable that in the 
near future larger jewelry stores will 
conduct their own style shows in their 
own studios, carrying the “telecast” 
to receivers located throughout the 
store and in the windows. 


© © 
QOL ear has not detected a public 


cry for it. But the latest in an 
all-purpose “watch” is here. This new- 
est time-keeping do-all is a combina- 
tion sun-dial, weather forecaster, and 
magnifying glass. The reverse side of 
the case is a mirror and the band, 
etched in inches, can easily be used as 
a ruler. For the blasé buyer who in- 
sists upon a feature which will make 
this timepiece different from all 
others. the case contains a ball point 
pen. 


© © 
ARTIN L. EHRMANN, a Certi- 


fied Gemologist from Los An- 
geles, told of atomic experiments with 
vellow diamonds at the annual Con- 
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clave of the American Gem Society 
in Washington recently. When ex- 
posed to the atom-smashing cyclo- 
tron, explained Ehrmann, most stones 
turned green or brown. But a few 
became white, and just as beautiful 
as a natural white stone. Only hitch: 
nobody knows why certain stones 
exposed in the cyclotron turn un- 
desirably brown, while others become 
a desirable white. 

Like most things atomic, cyclotron 
action on diamonds is in its early 
stages of experimentation. In fact. 
no experiments have been made in re- 
cent months. The scientists are con- 
centrating the cyclotron on something 
even more valuable than a white dia- 
mond; the development of materiél 
designed to protect the world against 
the threats of Communism. 


© © 
HE told the judge that he, his wife 


and two children were a happy 
family until the day the mailman 
delivered a postal card with this mes- 
sage on it: 
“Will be in town next week. Call 
me at 6789. Love, Mary.” 


His wife demanded an explanation. 
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“Oh yes, Madame, these are cultured pearls—they won't speak 
to other pearls unless they've been to Vassar." 
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He could not give one. She left him. 

Then he called 6789, and the num- 
ber turned out to be a local jewelry 
store. The store was concerned about 
a $4 debt which he had neglected to 
pay. The card was the store’s way of 
getting him to call. 

Anxiety over the $4 account cost 
the store plenty. The judge ordered 
the jeweler to pay $5,000 plus court 
costs. 


© © 


_ month, honors go to the State 
of North Carolina, which, accord- 
ing to our correspondent, has one of 
the few registered women jewelers in 
the country. There is one other in 
North Carolina, but Mrs. Mary Frank- 
lin holds the distinction of )being the 
first female registered jeweler in that 
state. According to our information, 
there are 26 in the United States and 
one in Canada. 


© © 
BE SURE 


You are buying 


JEWELERS’ 
CIRCULAR- 
KEYSTONE 


Don’t Do Business’ with anyone 
who represents himself as a JC-K sub- 
scription salesman unless he has a 
letter of authority on JEWELERS’ Cir- 
CULAR-KEYSTONE stationery. 


Misrepresentations have come to 
our attention where jewelers, think- 
ing they are being offered a subscrip- 
tion to JC-K and a copy of “Trade- 
marks of the Jewelry and Kindred 
Trades,” find out later that they have 
actually bought another jewelry mag- 
azine and a trademark book yet un- 


published. 


There is No Tieup between a trade- 
mark book and a subscription to 
JEWELERS’ CircULAR-KEysTONE. $3.00 
is the price of a subscription to our 
magazine and it represents the best 
investment that you can make. 


Trademarks of the Jewelry 
and Kindred Trades is the oniy 
original complete and _ authentic 
Trademark book in this industry. It 
is copyrighted. It sells for $7.50. 


DON’T BUY AN 
IMITATION 
BY MISTAKE 
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A huge new silverware opportunity 
is knocking on your door! 











There is enormous buying power in the quality silverplate value of this quality silverplate ... particularly in compari- 

market as yet untapped. son with the $30 average place setting price for sterling. ‘ 

And Holmes & Edwards offers you the key ... the $8.06 e That the low $8.06 price brings customers into a store, 

place setting idea! enabling the store to do a volume silverplate business! 

The success of the “806” idea... and a success is what it has e That the “806” idea... coupled with attractive Club or 

certainly proved to be... is based on these factors: Budget plans, sells complete sets of silverplate in volume! 

- 4 — the — Soren “a become—through merchan- We think that you will be amazed at what this simple, prac- 
ising—the popularly accepted unit of price in flatware. tical “806” plan has done for other stores . . . what it can 

e That the $8.06 price for Holmes & Edwards Silverplate do for you! Ask your Holmes & Edwards salesman about 

is a dramatic and informative way of demonstrating the “806” or write to us direct. Soon! 


MADE BY THE INTERNATIONAL SILVER COMPANY 


HOLMES & EDWARDS Stating Ontos Stumps 


COPYRIGHT 1951, THE :NTERNATIONAL SILVER CO., HOLMES & EDWARDS DIVISION, MERIDEN, CONN. OREG. U. S. PAT. OFF. 
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‘Shall I Move to the Suburbs?’ 


One of the major problems confronting big city retailers today is the trend 


of business away from the city to the suburbs. In a talk given at the 7th 


Annual Marketing Conference in San Francisco, Phillip Corrin, of Bullock’s, 


Los Angeles, tells what retailers of that city are doing about the situation. 


. 

j— is a problem that faces retailers 
today, one that is permanent in nature and one which is 
going to revolutionize retailing and, incidentally, make its 
impact felt on other businesses and occupations as well. 
I refer to the phenomenon known as decentralization or, 
preferably, suburbanization. 

This is a whirlpool into the vortex of which will be 
drawn not only retailers, but manufacturers of goods dis- 
tributed through retailers, city planners, city governments 
dependent upon taxes, builders, architects, banking insti- 
tutions, property owners as well as a host of just plain 
ordinary citizens. 

Downtown retailers faced with a loss of business to 
outlying communities and business areas must do two 
things if they expect to survive—“recognize it and adjust 
to it.” We in Los Angeles are doing both. We believe 
that it is possible to have healthy areas in competition 
with each other just as individual businesses compete. 


WATCH FOR THE TREND IN YOUR CITY 


As suburbanization continues, more people are attracted 
to live in an outlying community because there are 
stores that provide for much of their wants. There are 
churches, too, and movie houses, and dance halls, and 
restaurants, and bars and bowling alleys. There are 
branch “Y.M.C.A.’s,” youth houses, and community 
houses. And there are new schools, and beauty parlors 
and brokerage houses. 

And the lady of the house says: “I never go downtown 
anymore.” | 

And the man of the house says: “I wonder if I could get 
a job nearer home.” 

And the industrialist says: “Maybe this would be a 
good place to put the new branch factory.” 

And the vice-president in charge of the district office 
of the insurance company says: “Brother, there’s my 
labor market.” 

And it isn’t too long before you have a really sub- 
stantial community. 

Then the downtown store has a real problem. 

It is important, whether you are a merchant or not, to 
be on the lookout for the suburbanization trend in your 
city even though your downtown shopping district is still 
reporting increases in sales volume. 
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But there comes a time when every downtown mer- 
chant must say “should I open a branch?” There are 
certain signs that indicate the need for branches. Relative 
growth is one. 

Over the nine-year period 1939 to 1948, retail sales in 
downtown Los Angeles increased 121 per cent, while for 
the same period the record shows that one suburban 
area’s sales increased almost 300 per cent while another 
increased nearly 500 per cent and a third in excess of 
600 per cent. 

One force exerting itself in suburbanization is the 
expanding population of the United States which will 
probably be in the neighborhood of 14 million more 
people in the next five years. 

Numerically the largest part of the population growth 
will be in Ohio, Indiana, Michigan, and Illinois, followed 
by the Pacific Coast. Percentage wise, the Pacific Coast 
will be almost double that of any other area. A forecast 
of the expected increase in population in your community 
will no doubt lead to the conclusion of greater suburban 
growth. 

If the huge volume of retail customers will not come 
as frequently or regularly to the downtown store, then the 
store must take the merchandise to the customers—out to 
where they live in sufficient numbers to provide a volume 
of business which will justify the investment. The ques- 
tions which need answering are where to place your 
branches? What kind are they to be? How big to build 
them? How to operate them? 


MANY CITIES WITHIN A CITY 


The direction of growth of a metropolitan area helps 
to determine the location of the new store. But with an 
expanding population there will be a general pattern of 
growth in all communities, both suburban areas and 
more densely populated sections. However, more marked 
expansion in some directions than in others. 

The per cent of increase in retail sales for the suburban 
communities will be helpful in determining location. 

In the Los Angeles metropolitan area many of our 
suburban communities have cities of their own. There 
are 45 independent cities within the Los Angeles metro- 
politan area. 

(Please turn to page 114) 


75 




















Cher 124 anniversary 


marks the opening of 


Jaccard’s 
Clayton 
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by ADELE BUESCHER 


Suburban Store 
Lakes ‘Downtown 


To the Customers 


Downtown formality gives way to casual atmosphere 
in branch store of Mermod-Jaccard-King of St. Louis 
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| Pe Said Jaccard’s to its customers: 


our county customers. 


and individual. 


‘Ee E traditional formal note of jewelry stores 
has given way to the casual in the new suburban store of 
Mermod-Jaccard-King Jewelry Co., jewelers to St. Louis 
and the Midwest since 1829. 

The pioneer spirit which brought the Swiss watch- 
maker Louis Jaccard and “time” to the Gateway of the 
West is inherent in the organization. Today that same 
spirit is abroad in a branch retail store which in itself is 
a pioneer merchandising effort in the jewelry field in 
the Midwest. 

In a Williamsburg colonial building in Clayton, the 
store departs radically from the conventional jewelry 
house. The customary regal jewelry colors of purple, 
black and gold have been replaced by soft, “alive,” 
authentic Williamsburg colors; the “mustn’t touch” 
sedate atmosphere has given way to displays that invite 
browsing and make merchandise more accessible while 
precious jewelry. usually shown in formidable glass sanc- 
tuaries, is now securely but informally presented in 
modern “sit-down” cases. The “meet-you-at-the-door” 
appointments of customers has changed to waiting for 
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“Many of you will share our pride of achieving 121 years of continuous business— 
particularly you whose forefathers were valued customers of Jaccard’s, just as you are today. 


“Our 12Ist anniversary records an additional step of progress—the opening of our 
Clayton store, a brilliant new addition to suburban St. Louis—built for the convenience of 


“Louis Jaccard founded this institution in 1829, just 42 years after the Constitution 
of the United States was signed. Significant expansions took place in St. Louis, and Jaccard’s 
grew steadily with the development of the great territory west of the Mississippi. A colorful 
and romantic history, beginning in the stagecoach days, now continues on in this atomic age. 


“Sincerity of purpose radiated the confidence that built Jaccard’s—one of the oldest 
retail establishments in America today—a tradition that is still very much alive. 


“Although we ure living in an age when some traditions are mocked, there will always 
remain the simple basic truths which form that all-important structure—character, business 


“Visit us in Clayton ... visit us downtown. We will always strive to be worthy of 
your business . .. for we value your patronage as you would value the trust of a friend.” 





friends in a colorful and luxurious lounge which provides 
candies and cigarettes for the customers. 

The new location, the new look and many innovations 
stem from executive perception some few years ago that 
much of Jaccard’s trade (and many today are fourth and 
fifth generation customers) had followed St. Louis 
expansion and moved out into the county in the money- 
rich market of the Clayton area. Proof that Jaccard’s 
have caught up with customers who have adopted the 
station wagon in place of the town car is evidenced in 
the store at any time. With the casual note so effectively 
stressed, one is not surprised that accepted city attire has 
been replaced by a “come as you are’ mode of dress. 
Women customers stroll through the store in tweeds or 
camelhair coats, many of them hatless or wearing ban- 
danas. However, they shop just as intently, dig just as 
deeply into the family coffer as lavishly-dressed down- 
town shoppers. 

When the new store opened on a Monday without 
elaborate advance fanfare, such enormous crowds showed 


(Continued on page 117) 
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WINIFRED PARKER 


Left: Siamese 
a Temple Bell 














with Silver Dollar pins set in jeweled hat 
frames for fall "East Meets West'' theme. 


Hast Meets West ij 


_» = is East and West is West, and never 
the twain shall meet,” said Kipling, but the two have met 
in the world of fashion and the result is a new fashion 
theme of unusual beauty! The Oriental influence which 
has grown in importance, during the past several months, 
is now a well-established trend and gives every indica- 
tion of being one of the major promotional themes 
for fall. 

This Oriental theme should be a source of substantial 
profit for jewelers because of the extreme richness of the 
movement. When we think of jewelry in relation to the 
Orient we necessarily think in terms of lavishness and 
luxury. We think of ropes of pearls, bizarre glittering 
gold, and sparkling jewels in fabulous arrangements. This 
luxurious fashion background should stimulate jewelry 


silhouette suit worn with 
hat, gets touch of sparkle 








Right: Slimly draped Siamese lounging 
pajamas in rich jewel tones are glamor- 
ized with garnet necklace and bracelets. 
























i Fall Fashion Themes 
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by WINIFRED PARKER 


sales from the highest price bracket right through the cos- 
tume jewelry market, and it certainly provides all of us 
in the industry with a new and romantic selling theme. 

The far eastern fashions are almost wholly Siamese in 
origin due to the impact of the amazingly beautiful cos- 
tumes in the musical production, “The King and I.” The 
play is woven about the experiences of an English gov- 
erness at the Court of Siam, and the subtle drapings of 
the authentic Siamese costumes, the whispering silks, and 
flamingly exotic colors have taken designers by storm; 
inspiring a wealth of new ideas in fabric design, clothes, 
and opulent jewelry. Jewelry has been growing steadily 
toward larger and ever more glittering pieces, and this 
newest trend should arouse strong interest in such precious 
colored stones as emeralds, rubies, sapphires, topaz. 
and jade. | 

With so much enthusiasm being given the Siamese style Ki 
ascendancy, I have felt very fortunate to have been able & 





"Convertible" Dior wedding gown of gos- 
samer lace and tulle can also be worn as 
an after-the-ceremony frock by removing 
the long tulle petticoat. “Conversions” 
are enhanced with diamonds and pearls. 





(Please turn to page 125) 























FASHION BRIEFS 

(Illustrations by Dorothy Burke) 
Siamese style trend endorses lavishness and luxury. 

Rich fabrics require magnificient jewelry. 

Exotic colors arouse new interest in colored stones. 
Ropes of pearls will capture Oriental feeling. 
Garnet jewelry coming up fort new interest. 


Siamese jewelry reproduced in bizarre and beautiful Va 
designs. 


Imported Niello jewelry furthers Siamese influence. 


“Convertibility” in clothes emphasizes importance of ver- 
satile jewels. 


ee diamond and platinum jewelry has practical ver- 
satility, 


ae 3 
Nae 
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Right: Exotic Siamese striped band ar- 
rangement in strong yellows and greens A 
needs dominating jewel brilliance such \ | 


as here with lavish topaz and ruby neck- yf, \ 
lace and bracelet threaded with pearls. 4 RSS 
KY 

| 
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A. Perfectly balanced arrangement. 




















by VIRGINIA DIXON 


Display Arrangement for Effective Windows 


Putting together an effective window display can be compared to making 


a cake—you can have the best ingredients or materials, but unless you blend 


them together in the right way, the result is generally flat and uninteresting. 





























7 | ee 
SET Oy i) hee BX 


B. Balanced, off-center arrangement. 








She 











€.. Combination of two arrangements. 
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Ove an attractive background has _ been 
created for a window display and suitable fixtures have 
been selected, it would seem a simple matter for the win- 
dow to be brought to dramatic and effective completion 
with the addition of the merchandise. Unfortunately this 
is frequently just the point where the window goes to 
pieces as far as gaining the maximum in merchandising 
appeal is concerned. The idea that a window, crowded 
and cluttered with many kinds of merchandise is the most 
effective “selling” display is still widely prevalent. Many 
merchants will agree in conversation to the idea of a 
thoughtfully arranged and uncluttered display, but when 
the window is actually installed will insist on crowding 
it nearly to the point of absurdity. Certainly very few 
stores can afford the restrained “Tiffany” type of display 
with only a handful of pieces in each window, but there 
is no necessity for the other extreme of crowded disorder 
in any jewelry store. By adhering to simple basic prin- 
ciples of design and composition, generous amounts of 
merchandise can be shown in the average size jewelry 
window with both dramatic and selling effectiveness. 

To the window shopper. displays are to a certain extent 
a “catalog” of the store’s merchandise—using catalog 
in the sense of a modern mailing piece which is not dry- 
as-dust inventory, but a gay and above all “readable” 
piece of printed matter designed to inspire all kinds of 
buying ideas. By the same token, a window display 
should be so arranged that every piece of merchandise in 
it can easily be seen and can register its own story. Each 
object needs sufficient space to “breathe” just as printed 
matter needs white space around it. The entire contents 
of the store’s catalog does not need to appear at all times. 
Another page can be shown next week! Most of your 

(Please turn to page 124) 
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A Summer Display of Fashion Jewelry 


- 

icine L magazine pages and gay summer 
lower garlanding draw attention to this window of 
jewelry for summer fashions. Four panels of beaver- 
board covered with fabric form the background. Two 
rectangular panels are placed against the window wall. 
The other two, covered in matching fabric slant from the 
wall panels to the glass—widening in measurement from 
front to back. Cylinder elevations are arranged in the 
center and on each side to support jeweled pins on pads 
or in boxes. The rest of the merchandise is pinned to the 
slanting panels. 

In planning any fashion windows, do not neglect the 
authority of pages from the women’s magazines to em- 
phasize the fashion importance of jewelry. The fashion 
pages of these magazines almost every month will carry 
photographs or sketches of up to the minute styles and 
most of the models will be wearing jewelry. Credit for 
the use of the magazine pages is given by showing the 
magazine cover with each page—making sure that the 
name is clearly visible. For this display, summer fashions 
should be stressed—those for evening wear on one panel 
and for daytime wear on the other panel—with the 
jewelry merchandise selected to harmonize with the type 
of costumes illustrated on the magazine pages. Large 
colored hatpins make a decorative way of attaching pages 
to the panels. Color pages will be brighter, but if black 
and white pages available seem more appropriate, they 
can just as well be used. 
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For the flower garlanding, order an assortment of 
various types and colors of flowers—for this purpose 
quite inexpensive ones will serve. Get lengths of some 
type of heavy but flexible wire from your hardware store 
and wrap the stems of the flowers around the wire so 
that flowers are close together, concealing the wire. Wire 
can then be bent into desired curves and tacked in place, 
to the panels and to the window floor. Four separate 
pieces are indicated in the sketch, but they are so arranged 

(Please turn to page 118) 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 


Beaverboard panels for background Lumber yard 

and merchandise plaques 
Fabric for covering panels Department store 
Artificial flowers—assorted Display Supply House 
colors and varieties 


Flexible wire to make flower Hardware store 


garland 
Copy card Show card writer 
Gloves Borrow 


Magazine pages 
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“What this industry needs is one more association,” says Leon Engel, 


retiring president of the National Wholesale Jewelers Association, in 


this talk written for delivery at the annual NWJA convention on June 4. 


I. deciding upon the subject for my talk as 
your retiring president, I felt that there was little purpose 
in talking about present business conditions and future 
predictions. You are all just as well equipped as | in 
experience and have access to the same current facts 
about jewelry wholesaling. 

However, I have had an experience during the past two 
years which few in the industry have had. I have worked 
as the Chairman of the Jewelry Industry Tax Committee. 

As a result, I have contacted just about every important 
personality in every existing organization in the jewelry 
industry. It is because of this that I believe I am qualified 
to discuss the present organizations in our industry and 
am entitled to have an opinion regarding them — in rela- 
tion to the welfare of the entire industry. 


PRESENT GROUPS HAVE SPECIALIZED INTERESTS 


Because of this, I am going to make a suggestion which 
would work toward an improvement of our industry’s 
public relations work. That suggestion is this: “What this 
industry needs is one more association.” Now when | 
say this, |.am not unmindful that we now have the whole- 
salers association, The American National Retail Jewelers 
Association, the National Association of Credit Jewelers, 
the Sterling Silversmiths Guild, the Jewelry Industry 
Council, the Jewelry Research Foundation, the New Eng- 
land Manufacturing Jewelers’ & Silversmiths’ Associa- 
tion, the United Horological Association, the Horological 
Institute, the Watch Material Distributors, the Gemolog- 
ical Institute, Jewelers Board of Trade, the Security 
Alliance, Vigilance Committee, Diamond Council of 
America, Diamond Manufacturers & Importers Associa- 
tion, American Watch Institute, American Watch Asso- 
ciation, American Stone Importers Association, the Amer- 
ican Gem Society, the Educational Jewelry Manufacturers, 
the Platinumsmiths Association, the Costume Jewelry As- 
sociation — to mention a few. Yet I say “What this indus- 
try needs is one more association,” because each one of 
the many existing groups has as its prime purpose, log- 
ically and rightly, the promotion and protection of its 
own specialized interests. Yet, all those organizations 
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represent an aggregation of brains, influence, NUMBERS 
which would have given me great comfort and strength — 
and added effectiveness for our efforts—had I had them 
behind me as a wnit while working as Chairman of the 
LR hy yt on 

For, my work with influential people in Washington 
required that I represent the entire jewelry industry, not 
just a faction. Nor that I represent the jewelry industry 
with the exception of some faction. 


UNITED INDUSTRY FRONT NECESSARY 


My experience in Washington has shown me the in- 
portance, no, the essentiality of a full-force, united indus- 
try front if you are going to make an impression on 
Washington — in fact, if you are going to successfully 
accomplish any job involving public relations. 

Now this recitation of my experience is not a case of 
ingrown ego, personally irritating one man. It is the 
finding of a member of the industry who, under difficul- 
ties, has been trying to do an industry-wide job. My 
experiences were only the same as those of anyone who 
would have worked under similar circumstances. 

It is to provide for the next man who tackles such a 
task a better set of working conditions, that | make my 
recommendation. It is to provide for the industry, when 
it again faces a comparable industry-wide problem, the 
proper machinery to implement its efforts that I believe. 
‘“‘What this industry needs is one more association.” 

Some day, when the fear of a common enemy is great 
enough, there will have to be created one great, powerful, 
influential, overall jewelry organization. At that time, 
if we wait, it will have to be attempted “overnight.” 

It-is my plea that right now that organization be estab- 
lished. 


PRESENT CONDITIONS EMPHASIZE NEED 


Certainly today there exists sufficient reason. Right 
now wartime regulations are piling up, metals and other 
materials are restricted. Many traditional items of the 
jewelry store are likely to become scarce. Price ceilings 
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LEON ENGEL 


J. Engel & Co., Baltimore, Mad. 
Chairman of the Jewelry Industry 
Tax Committee; Immediate Past 
President of the National Whole- 
sale Jewelers Association. 


and credit regulations are in operation. Increased excise 
taxes and additional regulations are constantly hanging 
over our industry’s head. And all these things are fluid 
and constantly changing; who of us knows how much to 
the bad. The share of materials available to our industry 
depends upon the effectiveness of our industry in present- 
ing our case properly in Washington. The burden of 
taxes and legislative restrictions we must carry on depends 
upon our ability to protect our industry against the activi- 
ties of other industries who are well organized and capable 
of making effective efforts to protect themselves. 

It can be argued that inasmuch as my proposal for one 
big, grand, overall organization has been made in varying 
forms in the past and has not succeeded in reaching frui- 
tion that there must be something fundamentally wrong 
with it. It is my conviction that it is fundamentally right 
or the idea would not persist. 


SUCCESSFUL IN OTHER INDUSTRIES 


It is my contention that it is fundamentally right when 
we see such powerful trade organizations successfully 
operating in other industries in our country today. These 
industries have united their segments into “Institutes” 
and such, for the immediate and long range protection 
and development of their industries. That is why IT say 
that “What our industry needs is one more association.” 

There are those who might contend that other indus- 
tries, even small industries, in our country can profitably 
organize this way, but that the jewelry business is made 
up differently; so constructed as to preclude the success 
of any big, authentic, overall organization. Every defeatist 
has used that reasoning against every progressive sugges- 
tion in every human endeavor since the beginning of time. 
I shall answer this later. 

First, let me give you a quick review of the operation 
of our industries’ agencies as they worked in connection 
with our tax efforts. 

Certainly in this tax elimination fight, every section 
and segment of the industry were on the same side—as 
allies in the fight against the tax. Certainly all were 
fighting against a common foe. Yet all were not com- 
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pletely, wholeheartedly, exclusively directing their efforts 
through the J.I1.T.C. It was analogous to a group of 
nations allied in a war against a common enemy, each 
one putting its army into the field under its own com- 
mander who deployed his forces without regard for the 
activities of the other commanders or the strategic plans 
of the supreme command. 

Most jewelry associations did operate in the solid front, 
channeling their activities through the industry com- 
mittee: some co-operated occasionally, and I am distressed 
to say that on occasion there were independent actions 
by others which, in my opinion, jeopardized the success 
of our carefully planned strategy. 

I challenge neither the rightness nor the privilege of 
those individuals or group of individuals who on occa- 
sion acted independently of the J.I.T.C. I merely record 
the fact. because here, in a tough industry fight, where 
every bit of industry strength should have been carefully 
channeled and where a united front was essential, our 
industry was so constructed, association-wise, that there 
existed no central authority sufficiently strong to prose- 
cute our tax fight as a united force. There existed no 
overall Jewelry Industry authority, strong, respected, nor 
trusted enough by everyone to conciliate the minor inter- 
nal differences of opinions regarding procedure. Had 
there been such an organization, the energies of our entire 
industry would have been 100% freed to fight the exter- 
nal forces which were imposing a discriminatory handicap 
on all of us. And that is why I say that, “What our indus- 
try needs is one more association.” Not an association 
to end all associations, but an association to strengthen 
all existing associations by strengthening the entire indus- 
try. What we need is an overall association that will have 
as its primary purpose the welfare of the jewelry industry 
as a whole. What we need is an overall association which. 
would be made up of representatives of every section. 
segment and sect in the industry. It should have as its 

(Please turn to page 119) 


83 

















Scientific ‘Slant’ 


Dramatizes 





Diamond Sales 


Customers always enjoy examining 
stones in the Moon "Diamond Room." 









A Tallahassee jeweler has built his business by giving the 


customer an “education in diamonds.”’ Curious people from 


miles around have traveled to visit this scientific store. 


‘The Moon Jewelry Company of Talla- 
hassee, Fla., uses its “diamond room” as the focal point 
of its year ‘round diamond merchandising program. A 
gemologist and two registered jewelers conduct all selling 
operations in the diamond room, where the customer may 
examine any stone with the benefit of scientific instru- 
ments. 

Scientific dramatization has been the basis upon which 
the Moon Jewelry Company has built its business. Equip- 
ment in the diamond room consists of Diamondscope, 
Diamolite, delicate diamond balance, refractometer. 
polariscope, dichroscope, mono-chromatic lamp and othei 
machines and instruments, which are used to present the 
diamonds and other gemstones to customers. 

The diamond room is regularly used in two ways. First, 
the heavily-insured room is kept under lock and key, and 
contains, in leather-bound tray boxes, a huge selection of 
diamonds to fit all situations, ranging from loose stones 
to finely-turned-out emerald-cut and marquise varieties. 
The store attracts many customers who buy diamonds as 
investments, as well as those who are interested only in 
diamonds for appearance, or for engagement rings. Many 
customers buy directly from the trays, without reference 
to the ring displays. 

Sales policy brings the diamond room into play when a 
customer shows an interest in a diamond. Salespeople 
along the diamond counter aid him in selecting the type 
of diamond and setting desired from the displays in the 
oval case at the entrance to the store. 
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When the customer has narrowed his choice to a few 
diamonds, he is admitted to the diamond room, where the 
gemologist or a registered jeweler assists him. The cus- 
tomer is given a brief, but thorough “education in dia- 
monds” with the aid of the Diamondscope and other 
instruments. He is shown such things as the lines of 
cleavage and prismatic construction of selected stones. 
Many loose stones, as well as mounted stones, are brought 
out in the trays for purposes of the discussion. Invariably, 
the customer leaves the store with a finer appreciation of 
diamonds. Furthermore, the majority of customers are 
“traded up” to more expensive, top-quality stones, after 
experiencing some time with the gemologist in the dia- 
mond room. 

The instrument-equipped diamond room is pointed out 
to almost every visitor, no matter what his purchase might 
be. It is emphasized that the Moon Jewelry Company 
carries many unusual cuts of diamonds which are difficult 
to find in many southern stores. Although Tallahassee 1s 
a city with a population of only 30,000, its stock is equiva- 
lent to that of stores in many larger cities. News of this 
store has traveled throughout the north central Florida 
area. Many rural residents, people from surrounding 
smaller communities as far as 200 miles away, have been 
brought to the Moon store by virtue of curiosity aroused 
by conversations with friends. 


(Please turn-to page 149) 
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The Wholesale Jewelry Trade 


As Shown by the 1948 Census of Business 


This study of the wholesale jewelry trade is based upon results of the 


1948 Census of Business. Comparing these figures with those from the 


1939 census, shows the growth of this industry in this 10-year period. 


I, line with the expansion of the retail 
jewelry trade as revealed by the Department of Com- 
merce’s Census of Business for 1948 (JC-K February and 
March, 1951 issues) the wholesale jewelry trade has like- 
wise grown. The number of wholesale jewelry establish- 
ments rose from 1,805 in 1939 to 3,391 in 1948, a gain of 
88 per cent. Sales by these firms increased 241 per cent 
in the same period; $799,012,000 in 1948 as compared to 
$234,054.000 in 1939. 

As defined by the Bureau of the Census, wholesale 
establishments are “separate places of business prunarily 
engaged in selling, or acting as an agent in selling mer- 
chandise to (or buying for) business concerns, regardless 
of whether the latter purchased for resale or for business 
use. The place of business may be a warehouse from 
which sales are made at wholesale, a sales or brokerage 
office, or part of an office shared with others. Each estab- 
lishment of organizations operating at more than one 
place of business was counted separately.” 

Although the 1948 Census of Business enumerated all 
wholesale establishments regardless of size, tabulations 
excluded data for those that operated for the entire year 


1948 but had sales of less than $5,000. In 1939, the mini- 
mum sales for an establishment to be included in the tabu- 
lation was $500. 

Of the five types of operation into which all wholesale 
establishments were divided by the Bureau of the Census, 
the first, the major group, “Merchant Wholesalers” is the 
one with which this analysis is concerned. This group, 
which in the 1939 Business Census was known as “Service 
and Limited-Function Wholesalers,” consists of establish- 
ments usually known as wholesalers, jobbers or distribu- 
tors, primarily engaged in buying, taking title to, and 
where customary, physically storing and handling goods, 
and selling goods at wholesale principally to retailers and 
to industrial and commercial users. This group also in- 
cludes industrial distributors, exporters, importers, cash- 
and-carry wholesalers, etc. 

Merchant wholesalers are subdivided in the 1948 Census 
into service wholesalers and limited-function wholesalers. 
Service wholesalers include those who are engaged in 
foreign trade (exporters and importers) as well as those 
primarily engaged in the domestic market. Limited-func- 

(Please turn to page 121) 


WHOLESALE JEWELRY FIRMS IN THE UNITED STATES 
(Establishments and Sales, 1948 and 1939: Expense Ratios, Payroll, Personnel and Stocks, 1948) 





Establishments Sales, entire year 
(Number) | (Thousand Dollars) 





Classification | 

















Stocks on 

Operating | Payroll Active Paid hand, end 
Expenses | Entire Proprie- |Employees| of 1948, 
(1948) (Year (1948)|  tors,* Nov. 15 at cost 

Per Cent | (Thousand | Nov. 1948 1948 (Thousand 
of Sales | Dollars) | (Number) | (Number) | Dollars) 








United States Total... 


1948 | 1939 | 1948 | 1939 


| | | | 
| 3,391 | 1,805 $799,012 $234,054 | 15.1 | $62,943 | 3,183 | 16,506 | $156,782 





General Line Jewelry | | 
Wholesalers........... | | 
Clocks, Watches, Specialty | 


Precious Stones, Metals | 
(principally importers).../ 526 | 


| 
' 








387 195 204,586 | 62,312 
| | 

Wholesalers............ 443 178 108,598 | 44,653 

427 | 205,200 46,873 


Watch Materials, Jewelers , ) 
Supply Houses........ | 274 || 43,099 
Costume Jewelry | | | 
Wholesalers............ — 441 51,005 71,834 |> 80,216 
Other Jewelry | | | 
Wholesalers............ 1,320 } — 165,695 
| } 




















16.3 | 18,666 301 | 4,580 | 37,040 
16.7 9,134 375 | 2,145 | 21,405 
7.1 6,675 519 | 1,152 | 43,580 
21.5 5,511 268 | 1,928 7,525 
20.8 7995 | 401 | 2,412 9,853 
18.3 | 15,062 1,319 | 4,289 | 37,379 








* Proprietors of unincorporated businesses. 
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A TESTED promotion campaign designed to 
focus public attention on the jeweler, will soon be avail- 
able to retail jeweler groups throughout the United States. 
This “Know Your Jeweler” promotion idea stemmed from 
the current promotion program of The Watchmakers of 
Switzerland, which has been emphasizing the importance 
of the retail jeweler as a “quality merchant” in their 
national advertising campaign. A recent advertisement 
of the agency had as its central theme a reproduction of 
a painting showing a typical jeweler discussing a sale 
with a customer over the counter. Using a _point-of- 
sale display featuring the ad’s artwork as a focal point, 
the Swiss field merchandising division outlined a sug- 
gested city-wide public service promotion that could be 
easily adapted by a group of retail jewelers in an average 
American community. 

Since Hartford has traditionally been accepted as a 
typical American test city, it was decided to approach the 
retail jewelers of the city and ask whether they would be 
interested in putting on the test promotion. Their answer 
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‘Know Your Jeweler’ 


Reproduction of "The Jeweler" from Swiss 
Watchmaker ad served as promotion theme. 
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was an immediate “Yes,’ and the first “Know Your 
Jeweler” promotion was under way. 

Since Hartford has no city-wide retail jewelers associa- 
tion, several of their number met at their leading hotel to 
form a committee to put on the promotion. Named as 
chairman of the Steering Committee at this “kick off” 
meeting was William Savitt, president of Savitt, Inc., 
with Thomas J. Egans, of Lux, Bond & Green, acting as 
secretary. Other committee members were Ben Garstin, of 
Michael’s Inc.; Howard Joffa, of Kay Jewelry Company; 
Morris Spitzer, of Henry Kohn & Sons, Inc.; Robert 
Terwilliger, of Phillip H. Stevens Co.; and Frank S. 
Coskey, of Frank S. Coskey Co. 

The two local newspapers, the Hartford Courant and 
the Hartford Times, both were enthusiastic about lending 
their support to the promotion and agreed to put out 
special supplements to tie in with it. The jewelers attend- 
ing the meeting — representing practically all of the 
quality shops in the city—promised to supply necessary 
advertising that would make these supplements feasible. 
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Michaels devoted several windows to watches, emphasizing fashion theme. 
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ne Lux, Bond & Green grouped variety of items around picture of "Jeweler." Phillip H. Stevens Co. had striking display of colored gems in jewelry. 

























Campaign a Success in Hartiord 


Designed to help the public become better acquainted with the retail jewelers 
serving their community, this cooperative promotion, recently given its “test 


run” in Hartford, Conn., will be available to jeweler groups throughout U. S. 





Each of the jewelers was given the alternative of having 
a general merchandise window or to specialize in one 
single type of product, such as watches, silverware or 
precious stones. The latter plan was most generally ac- 
cepted by the individual stores, with the result that the 
Hartford public found themselves, during the “Know 
Your Jeweler” week, confronted with a series of speciali- 
zed educational windows presented by their quality 
jewelry outlets. . 

Even the local Board of Trade, represented by its execu- ' oe _ [ies exAne 


PE WELER 


toc teneR 


tive secretary, Lee Isenberg, joined in to make the city- | (ee | = 
wide promotion a success—and a success it certainly was, ie eer 
according to the store traffic during the promotion week. 
An interesting point about this promotion was that 
practically all jewelers, whether cash or credit, cooperated 
in the endeavor. No “gimmick” was employed except 
specialized window displays that tied in with the “Know 
Your Jeweler” advertising in the two special newspaper 
supplements. 
The various stores contacted their suppliers and were 
(Continued on following page) James F. Kane showed window of hollowware during the promotion. 
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‘Know Your Jeweler’ Campaign . . . 
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| Millions of owners of lighters 
(all types) 
need 
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These ads, shown 

in reduced size, are 
currently appearing 

in Life, Collier’s, 
Saturday Evening Post. 


REDSKIN 


RONSON FLINTS 


p.S. Use Ronsonol Lighter Fuel, - 











Are you getting your share of this 


| profitable repeat business? 
RONSON accessories are pre-sold for you! 


All the gift events of May and June are bringing And by Ronson’s popular “‘20 Questions” show 
millions of new lighter owners into the market. on network radio and TV—plus TV spots in 
Bring more of them into your store! Sell them the leading cities. 
accessories they want. Ronson! World’s finest... Do your easy, profitable part! Stock and dis- 
most heavily advertised ...largest selling! play Ronsonol Lighter Fuel and Ronson Redskin 

They’re pre-sold for you by ads every week ‘Flints’—best for ALL lighters. They bring repeat 
in Life, Collier’s, or The Saturday Evening Post. customers...ring up repeat sales. 

stock it! Display it up front on your 


counter! Get extra profits from it! ® 
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Ronson Redskin Lighter Necessities are 
pre-sold for you in magazine ads every 
week in Life, Collier’s or Saturday 
Evening Post; on Ronson’s "20 Ques- 
tions”’— network radio and television; 
plus TV spots in leading cities. 











Ronson Art Metal Works, Inc., Newark 2, N. J. 
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A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part III 


Won the details of refraction and the im- 
portant instruments used in determining this factor in 
gemstone identification completed (J C-K April and May 
issues) the next step to be discussed are the gemstones 
themselves and the individual problems they present. 

The only real problem is that presented by the syn- 
thetics, but even these should not give the informed 
jeweler any great difficulty. The recognition of synthetic 
rubies and sapphires is simple (except for white or light 
colored stones) and there is no longer any question of 
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~ = 7 
9 & 
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Figure |. Common shapes of faceted jewelry stones. (1) Brilliant; 
(2) Marquise; (3) Emerald; (4) Briolette; (5) Cabochon; (6) Bagu- 
ette; (7) Kite. 























obtaining an “opinion” about the genuiness of a ruby. 
Long experience with the recognition of differences of 
color, and skill in the spotting of flaws is a great asset 
of the experienced jeweler. Nevertheless, modern train- 
ing and adequate instruments qualify the newcomer to 
take his place as an expert, too. 

The most important stone for the jewelry trade is, of 
course, the diamond, and logically this should be dis- 
cussed first. Despite the fact that the combination of 
properties we find in diamonds is so unique, they are, 
nevertheless, taken too much for granted. Diamonds can 
best be appreciated if the jeweler has a background of 
general stone knowledge and of the various properties 
of jewelry stones. 

We have stated earlier that only 20 out of some 2000 
minerals were suitable for jewelry use. To be suitable, 
the mineral in its jewelry stone form must be relatively 
abundant; it must be capable of being fashioned into 
geometrical shapes, and be hard enough to keep the shape 
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by Dr. FREDERICK H. POUGH, Ph.D. 
Curator of Mineralogy and Gemology 
American Museum of Natural History. 


and the polish imposed upon it. The quality of the 
cutting, known as the “make” is an important aspect of 
the appraisal of a stone. Stones prepared for jewelry 
use may be rounded or faceted. Stones that are rounded 
are said to be cut “(en) cabochon.” Most stones so cut 
are wholly opaque or at most translucent, though we do 
occasionally see transparent sapphires and emeralds cut 
this way, even though they are clear enough for facetting. 
Stones which show special light effects, like catseyes and 
star stones, depend upon this form of cutting for the em- 
phasis of the effect. 

Cabochon cutting was the first treatment that man ever 
gave to astone. It was the usual cut of the soft and colorful 
translucent to opaque stones popular with primitive man; 
decorative chips like carnelian and onyx, jade and tur- 
quoise. His simple skill and knowledge did not aspire 
to the clear. hard stones which are popular today, made 
attractive by their brilliance and the high polish they as- 
sume uncer expert craftsmanship. 

Faceted stones may take any shape; each has its own 
name. The variables in a facet-cut stone are first, size, 
next, proportion, and lastly, shape. The principle of 
facet-cutting of jewelry stones is to put surfaces on them 


Figure 2. A_ typical North 

Carolina ruby crystal (left) 

and (right) a characteristic 
sapphire crystal. 

















which will admit light to the front (top) of the stone, 

while other surfaces below reflect that light back out 

again through the top. Anyone in the trade is familiar 

with “fish eyes” or flat stones, and with stones that are 

too deep. Sometimes stones are deliberately cut that way 

to take advantage of the shape of the original rough; a 
(Please turn to page 127) 
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This diamond movie is yours free 





TALK ABOUT DIAMONDS... and your diamond 
selections. The assembled audience gives 
you a wonderful opportunity to talk to 
potential new customers. 


SHOW "THE ETERNAL GEM"... before club 
groups, schools and trade associations. 


“The Eternal Gem” is a fast-moving profes- 

sional production, just 10 minutes in length. 

It gives the history of diamonds, the story of 

famous stones, and facts about diamond-cut- 

. ting operations. For details on how you may 

acquire “The Eternal Gem” for your own use, 

. ‘ write to Association Films, 347 Madison Ave., 
New York 17, N. Y. 


i plus Three National Advertising Campaigns: 1. The 

. Engagement Diamond Tradition—in Life and Look maga- 

ce zines. 2. Later-in-life Diamonds—in The Saturday Evening 

: Post. 3. Diamonds As Gems of Fashion — in Vogue and 
Harper's Bazaar. 


Publicity in newspapers, magazines, on the radio and 
television. 


Lectures throughout the country. 





= Diamord Sales Manual .. . Helpful FREE booklet, 
| “More Collars from Diamonds.” Order from Diamond 
INVITE PEOPLE INTO YOUR STORE... by an- . Prometion Cepartment, The Reuben H. Donnelley Corp., 
swering questions, and distributing diamond : 305 £. 45th Street, New York 17, N. Y. 
literature you can make new friends for : 
your store. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Lid. 
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by CHARLES FREDERICK MUTH, R.J., A.G.S. 


As a followup to the firsi article on 

this subject published in the September 
1950 issue of JC-K, the author here 
tells of better equipment designed to 
facilitate and speed up the work. 


Fig. 11. Improved apparatus with camera 
attached to the microscope. 





isin months have elapsed since my open- 
ing article presented its introductory notes on “photo- 
micrography” as a new field opening up in the old world 
of jewelry. It described equipment and techniques used 
to make photographs that would give jewelers and cus- 
tomers a clear-cut and permanent visual record of each 
gem stone. It was shown that each stone has an indi- 
vidual “inside story”! 

Many of you have undoubtedly been experimenting 
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Photomicrography for the Jeweler 
















with the ideas described—and discovering, of course, that 
the apparatus has its limitations and drawbacks that are 
revealed in tedious waiting and repetition of details. I am 
happy to report in this article an advance in equipment 
that will facilitate and speed up the work. 

Fig. 11 shows this improved apparatus with camera 
attached to the microscope. This illustration also shows 
various lamps that afford different types of lighting. 
These are not necessary, but have afforded the author 





Fig. 12. 114 carat diamond, set in bas- Fig. 13. Considerably magnified, table Fig. 14. Another portion of same stone 
ket setting, shows scratches on table. scratches prove to be internal fissures. reveals wisp-like feather inclusions. 
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‘diamonds 
unlimited... 


] a You can confidently count on the House of Winston to precisely 

| : - fulfill your stipulated requirements as to weight, quantity, 

” quality and color of the diamonds you need—promptly and 

at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 
















j rare jewels of the world p. y 


7 CIMRRY WINSTON. 


7 EAST SIs: STREET, NEW YORK 




















OWNERS AND CUTTERS O F THE JON KER AN D VARGAS DIAMONDS 











THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR CITY. 








Fig. 15. Inclusions are just visible at 10X. 


many hours of enlightening experiments which have 
shown the way to sharper results. The microscope in this 
picture is essentially the same as in the first picture except 
that this one is a later model and is equipped with an 
assortment of apochromatic objectives and compensating 
oculars as well as the ordinary achromatic objectives. 
The apochromatic objectives and corresponding com- 
pensating oculars are a little expensive, but they are cor- 
rected for three colors instead of two. This additional 
correction can mean the difference between a good photo- 
micrograph and a better one—the definition being fre- 
quently sharper. 

This microscope is also equipped with a mechanical 
stage which quickly gives precision centering and holds 
the stone-slide tightly in position so it will not slip or 
shift. The slides used are the same plastic ones described 
in my first article. 


Same stone seen under varying degrees of magnification. 


Fig. 16. Inclusions clearly seen at 22X. 


Fig. 17. Inclusions magnified 40 times. 


The camera used is a stock model made by an optical 
company. It has no lens and is ideal for our special pur- 
poses. It fits over the ocular of a monocular microscope, 
which has a ground glass for focusing, adjustable iris, 
and various shutter speeds. There is also a plate-holder 
for cut film so you can take single pictures at will, with- 
out having to use a whole roll or pack; this allows for 
changing focus or subject between pictares. Also, the 
vertical position of the back allows you to direct the pic- 
ture on to a vertical wall or screen, thereby further testing 
your composition, depth of focus, the general all-around 
picture, including its slide-making possibilities for future 
lecture work. All are worthwhile advantages, and not too 
costly. 

Before leaving the subject of apparatus, let me say a 
word about using color film: Don’t do it, at least not in 

(Please turn to page 130) 





Fig. 18. Inclusions in stone above as 
seen at 100X magnification. 





Fig. 19. One carat stone shows internal 
stress cracks at 40X magnification. 


Fig. 20. Same stone as at left shows it 
was cemented together at its girdle. 
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. a sales edge on the conventionally cut 
diamond. Here... at the rim or girdle of the Circle of 
Light Diamond is the sales feature, the ‘signature’ that no 
other diamond can copy. Here is a completely polished, continuous 
facet of fire that gives the Circle of Light Diamond greater 
size appearance, lovelier beauty, more burning brilliance 


. and at no greater cost to you or your customer. 





CIRCLE es 
LIGHT diamond 


The diamond with the signature no other can copy | 
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meee BAUMGOLD 


220 West 5th St. 


cummes Brothers, Live. 


62 WEST 47th STREET, NEW YORK CITY, N. Y. 








Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 
Melee Plant: j 


305 East 45th Street, N. Y. C. 
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AMERICA’S FASTEST GROWING DIAMOND 
HOUSE INVITES INQUIRIES FROM 
JEWELERS WHO WOULD LIKE TO INCREASE 
LHEIR DIAMOND SALES AND DIAMOND 
PROFIIT—EVERY MONTH IN THE YEAR! 


SWIRSHY & EHRLICH soos susones excise 


LOS ANGELES 13, CALIFORNIA 
220 West Fifth Street 
MUtual 3720 - VAndike 3809 


CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-7791 


DALLAS 1, TEXAS 
1802 Main Street 
PRospect 1041 


ANTWERP, BELGIUM 
62, Rue du Pelican 
296.29 


Diamond Photographs Courtesy of 










































































Check Questions on CPR 7 Pricing 


Outside of knowing what to do and how to do it in making up CPR 7 price 





list charts, explained in the May issue of JC-K, there have been many 


specific questions asked by jewelers. 





We eliminated two questions which previously were in 
this space in order to bring you the following important 
last-minute news. 


FLASH: On May 28th, the Office of Price Stabilization 
made it official that any retailer who (1) does less than 
$100,000 in total store volume, or (2) $60,000 in only 
the items listed in CPR 7, may forget about filing price 
charts with OPS and elect to remain under the General 
Ceiling Price Regulation. 

Those retailers who have already filed their price 
charts, and who comply with the new sales minimums, 
may, if they choose, request a return of their lists from 
OPS. This request must be made before July 2. 

A new order covering small retailers is being written 
at this time. Patterned after CPR 7, it is being designed 
to bring small retailers under the percentage markup 
type of price regulation, but without the intricate details 
of the original order which caused so much confusion in 
the trade. 

For details of the May 28th change in CPR 7, 


see the news story on page 153 in this issue. 





Q. How do I list items for which I have no supporting 
invoice? 

A. If you have no invoice for an article but do have a 
record in your books of the cost of that article, you may 
list in Column 2 the net cost as it appears in your record 
book. In Column 5 or on a separate sheet of paper at- 


tached to your chart you state the reason why you have 


no invoice and identify the cost record on which this net 
cost was based. (Example: “No invoice available; see 


ledger.” ) 


Q. It is necessary to list special order work or repairs? 
A. No. Your ceiling price for such work is set under 
the General Ceiling Price Regulation. 


Q. How do I establish markup on an article for which 
a trade-in has been accepted? 

A. You base your markup on the percentage difference 
between the net cost of the article and the retail selling 
price exclusive of the trade-in. The latter is merely a 
transaction between you and the customer. 


Q. Are taxes included in any of the computations in 
making out the pricing chart? 

A. No. Where your offering or selling price of an 
article is tax-included, you must separate the tax from the 
base price and figure your percentage markup on the 
base price alone. 
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Here are some that have come up. 


Q. How are markups established on trade-ins? 

A. Trade-ins, repaired and reconditioned articles are 
omitted from your price charts but notification must be 
made on the chart on which such a category is listed, 
that these items are omitted. To establish a selling price 
for a trade-in, repaired or reconditioned article, add to 
the net cost of the item the net cost of repairing or re. 
conditioning the article; multiply this sum by the average 
percentage markup for the category in which this item 
falls. This is your selling price of the item. 


Q. How is markup established for an item whose net 
cost is higher than that of the highest net cost on the 
pricing chart? 

A. Multiply the net cost of the item to be priced by 
either (a) the average of the percentage markups of the 
two items with highest net costs on your chart or (b) by 
the average percentage markup of the entire category, 
whichever is lower. 


Q. How is markup established for an item whose cost 
is below that of the lowest cost on the pricing chart? 

A. Average the percentage markups of the two items 
with lowest net costs in that category. This average is 
your percentage markup for the item. 


Q. If I should buy another jewelry store, will it be 
necessary for me to operate that store under the markups 
which the former owner established or can I use the mark- 
ups which I established in the store | now operate? 

A. You must use the ceiling prices established by the 
former owner. If he had not filed a price chart, you 
must prepare and file such a chart based on the selling 
margins of the former owner. 


Q. For how long must I keep my records? 

A. The records required by this order must be kept 
for as long as the Defense Production Act of 1950 re- 
mains in effect and for two years thereafter. 


Q. On my pricing chart which I have filed with OPS, 
I have listed a watch which costs $35.75 and another 
which costs $39.75. I have since received a watch which 
costs $37.95. How do I determine the retail price of that 
watch? 

A. You compute your ceiling price by multiplying the 
net cost of the watch by (a) the percentage markup of 
listed watch costing $35.75 or (b) the average percentage , 
markup for the category as a whole—whichever is lowet. 


Q. Must the net cost of an item always exclude all dis- 
counts, even though the discounts are not always taken? 

A. Yes. Net costs as given in your price chart are 
actual costs without discounts, or any other allowances. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20. N.Y. 


Cutting Works: London 
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First: ... EKdueate the Customer 


The common fault of so many jewelry stores is avoided by this 


Alabama jeweler. 


His stone ‘classification’ system wins the 


customer’s confidence by teaching the facts about a diamond. 


by R. A. ATKINS 


The salesman at Klein's is 
careful to explain to the 
customer exactly why each 
stone bears a given price. 


Ax Alabama jeweler has found a system 
which has helped to increase diamond sales in all price 
brackets. Klein & Son of Montgomery has classified every 
diamond in its inventory into grades or types, and has 
posted full information on the method of classification on 
signs along the diamond display cases. 





With the purchase of every diamond at Klein's 
the customer receives a "Diamond Guarantee" 
certificate, upon which is stated all informa- 
tion concerning the stone which he has chosen. 
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The long-range plan, which by now is reasonably 
familiar to most Montgomery residents, was developed to 
avoid a serious fault in most diamond retailing. G. R. 
Harding, diamond department manager, said that the 
jeweler who permits the average customer to grope in the 
great gulf of misinformation and lack of knowledge which 
he brings into the store is committing the “fault.” “The 
usual diamond purchaser feels completely helpless when 
buying, particularly the young man buying his first 
diamond as an engagement ring,” Mr. Harding said. 
“Under normal circumstances, this man must put full 
trust in the store, and accept its recommendations.” 


The Klein system attempts to correct the fault. “With 
our system,”’ Mr. Harding said, “we attempt to teach each 
diamond buyer something about the stone he buys: its 
classification and the reason for its stated price. We feel 
that the customer who knows the details of the diamond 
he has purchased will be prouder of it, more inclined to 
discuss it with friends, and, in this way, a better asset to 


the store.” 
(Please turn to page 129) 
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We find satisfaction in the warmth 
of welcome a selection of Kimber- 
ley diamonds receives — for Kim- 
berley offers a customer-satisfying 
combination of sparkle, accuracy, 
and reliability. You'll find you can 
make more sales with Kimberley’s 
overnight memo service too — it 
provides you with the right dia- 
monds when you need them. Try 
Kimberley and see. 
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Cooperative Retailer Promotion 









Attracts Tourist Trade to Community 





ORIVES ™ WH & <5 4 ores ! = 





"Skookum Jim" invites tourists to visit the scenic 
places of Yakima. Posters appear on all the main 
routes of travel, direct the motorists to points of 
interest. "Jim" personifies valley's hospitality. 


es United States has been aptly described 
as “a nation on wheels.” The wheels which are so indis- 
pensable a part of the daily life of the average American, 
also enable him to gratify the itch to see what lies beyond 
the boundaries of his native state. For this reason, the 
tourist business is big business in nearly every state in 
the Union. Jewelers, as well as other retail merchants, 
benefit both directly and indirectly from the influx of 
tourist dollars into their community. 

Merchants of Yakima, Washington, believe that tourist 
traffic can be directed into a community through a well- 
planned promotional program. Their program was begun 
in 1948 by the Yakima Chamber of Commerce on a 
modest scale. Results justified expansion and increased 
support by merchants of the Chamber’s “Tourist Pro- 
motion Committee,” which operated last year on $3,500 
annual expenditures. 

This amount enabled the committee to carry through 
its program on three important levels: (1) education of 
local business people and their employees to make them 
better hosts to visiting tourists; (2) organization of local 
facilities for entertainment and guidance of tourists on the 
spot; and (3) promotion of Yakima as a principal tourist 
attraction through billboard advertising and promotional 
literature. 
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In spite of its location, which is 50 miles 
from the nearest principal route of tourist 
travel, the merchants of Yakima, Wash., attract 
tourists to “The Fruitbow] of the Nation’ 


with a well-planned promotional program. 


























by EDWARD R. LUCAS 


The program has the full support of Yakima jewelers 
such as M. Flaks, manager of the Yakima branch of 
Lester Berg, jewelers. Tourists account for a substantial 
amount of his store’s business, especially during the sum- 
mer, Flaks states. They are particularly good customers 
for smaller items such as costume jewelry, silver spoons, 
bone china cups, fancy clocks, and souvenir items. They 
are frequent watch repair customers. Binoculars sell well 
to out-of-town visitors during hunting season. 


The dimensions of the problem confronting the tourist 
promotion committee were somewhat forbidding. Yakima, 
the center of a rural area of approximately 125,000 people, 
is a city of 38,000 population. The Yakima Valley ranks 
first in the nation in production of apples and pears and 
Yakima County is the fifth richest agricultural county in 
the country. A number of other features to attract the tour- 
ist are located within convenient driving distance of 
Yakima. 

The principal obstacle to tourist trade is Yakima’s loca- 
tion—away from the principal routes of tourist travel. 
It is about 50 miles south of the main east-west route, 
and 100 miles east of the main north-south highway. 
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Of total out-of-state traffic, it is estimated, only 11 per 
cent normally comes through Yakima. Consequently, 
definite, positive action was needed to bring visitors into 
the area. 

The first problem was to educate business people and 
their employees to the importance of tourist travel to 
iheir business success and that of the community. If 
travelers were not treated courteously and assisted in 
finding their way to the main points of interest, they 
would not return another season. Further, they would 
hardly recommend the Yakima Valley to their friends. 

For this purpose, the committee had a local artist draw 




















a series of panels, painted on canvas and large enough 
to be easily seen by an assembled group. There are aboy 
25 panels in all, each one illustrating a specific point. 
The basic information used in the panels was drawy 
largely from a “Tourist Traffic Analysis’ made by a pro- 
fessor at Washington State College. The analysis showed, 
for example, that the tourist business is the third largest 
in dollar volume in the state of Washington, with a yearly 
gross of $123,000,000. Interviews with tourists yielded 
their reactions to treatment received during their visit to 
the state, and suggested methods of improving tourist 
relations. 

All such points were illustrated in interesting and 
easily digested form on the panels. A character named 


_“Skookum Joe” was invented, personifying the spirit of 


hospitality of Yakima, with its Indian background. The 
panels were mounted so that they could be displayed from 
an easel on a speaker’s platform, accompanied by a com. 
mentary by a speaker representing the tourist promotion 
committee. They were shown to groups of businessmen, 
and to personnel of individual firms. 

Special training in learning the tourist attractions of 
Yakima was also given to certain groups. Service station 
operators were given particularly intensive training, so 
they would be able to answer intelligently any question 
a visitor would be likely to ask. At one time, open house 
of restaurants, hotels, and motels was held for service 
station owners and employees, who visited all of Yakima’s 
principal establishments. The purpose was to give them 


a visual picture of the different places, their accommoda- 
(Please turn to page 140) 





Tourist Promotion Committee posters urge residents of 
Yakima Valley to treat tourists with courtesy, learn 
the story of the valley. Merchants, policemen, towns- : 
people joined in promotion to attract tourist traffic. 
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W1982 
109 dias. $1500 





| for those who desire the finest. 

A magnificent collection of specially 4 

priced platinum and diamond watches | | | 
with guaranteed jewelled movements. ce 


_ Available on consignment for 
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your special requirements. 


Raymond Abrahams 
551 Fifth Avenue, New York 17, N.Y. VAnderbilt 6-0457 
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COORDINATION: 
Success Secret 


For A Profitable 





Diamond Promotion 





by MARIE GRANT 


— Jewelry Company of Salt Lake 
City, Utah, believed that a one year’s volume of diamond 
business could be done in a short 30-day period with 
proper planning and a carefully coordinated promotion. 
A careful analysis of all overhead for the preceding three 
years developed the percentages of such costs as: 1. Fixed 
Overhead; 2. Variable Expenses such as selling compen- 
sations; 3. All advertising; 4. Operating Expenses. It 
was obvious that these percentage costs would be cut in 
half if — and this was the gamble, that big “If” — one 
year’s diamond business could be accomplished in one 
short month. 

This firm feels that few jewelry stores really promote. 
It is their idea that the key to successful operation lies 
in the word “Promotion.” For a true promotion it is 
deemed necessary to have the proper direction and driv- 
ing force at the top; plus, proper personnel to carry out 
the program of promotion that is established. 

A coordinated program, carrying a tremendous im- 
pact, was outlined and carried through by all employees 
of the firm. 

While Anderson’s normally trim only the front window 
with diamonds, it was decided that it would be extremely 
effective to trim all store windows with diamonds. Inas- 
much as the store has 175 running feet of windows in its 
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A typical diamond window display used during the promotion. 


corner location, this meant a sizable project. Trimming 
was light in view of the fact that the store had not only 
display but interior stocking of diamonds to consider. 
Large cards and effective stands were employed to sub- 
stitute for a mass showing of diamond ring sets. 

The aim was to make the store say “diamonds” all the 
way around. This was partially accomplished with the 
use of two eight inch ribbons. One ribbon was attached 
to the center of the window and allowed to hang verti- 
cally. Ribbons were run from one post to another all 
the way around the store. Ribbons were even pasted 
against all the doors in order to have the store appear 
to be wrapped in ribbon. Each sectional ribbon told 
an entire story about all the diamonds in that particular 
display. Ribbon, lying flat on the window floor, car- 
ried exactly the same copy and again impressed the 
window shopper of the diamond promotion. 

Sticks made out of half-inch stock, to which was 
pasted %g in. square pieces of mirrored glass, were hung 
vertically. These materials are available from many dis- 
play houses. The glass is mounted on cloth and can be 
cut in long 14 in. strips, enabling coverage with glass 
on four sides. Diamond-shaped stands were attached to 

(Please turn to page 142) 
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Wack Al ain 


From Antwerp — Tel Aviv — Amsterdam 


With the Values You Want! 


Again, Mr. Fred’k M. Gottlieb returns from 
one of his frequent trips to the world’s 
leading’ diamond markets. He has again 
secured values of the character that have 
made us a most dependable source. 








From our long experience, we have learned 
that there is no substitute for careful and 
“— expert on-the-spot selection to secure a range 
=. of values that can be bought—and sold— 

| at most advantageous prices. 


Add to this the economies accruing from our 
large volume and you will understand why 

: | we are in position to create important 

ot buying opportunities for you. 


WV 








Ten K. M.GOTTLIEB & CO. 


DIAMOND IMPORTERS 
55 East Washington Street, Chicago 2 
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3. Money Clip Watch 






4. Identification Bracelet 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


11. Salt and pepper shakers in silver plate by Oneida, Ltd., 
Oneida, N. Y. Two pair, gift packed, $4 ret. plus 20% tax. 


| 12. "Saint Genesius", a patron saint medal for actors and 
artists, is wrought in I4K gold by California Jewelsmiths 
of Beverly Hills. Retail price is $49. Smaller size $25. 


|_| 3. This money-clip, 17 jewel watch by Elgin National Watch 
Co., Elgin, Ill., is designed to provide the answer for the 
man who likes his "folding money" to be easily accessible. 
6. Electric Alarm Clocks Dial is stylized with dollar signs. Retail $47.50. F.T.|. 


| 14. ID bracelet with "Huntsman" expansion band. Plaque is 
sterling silver; band is stainless steel with rhodium finish. 
Foster Metal Products, Attleboro, Mass., $10.95 Keystone. 


| |5. One of the new bracelets by Art-Craft Jewelry Co., | W. 
47th St., N. Y. With various semi-precious stones; carving 


7. Gold Belt Buckle 
similar to Egyptian scarab. Wide, gold setting. Retail $75. 


| 16. The “Accent', a self-starting electric alarm clock, with 
either blue or peach mirror and silver colored metal trim. 


Made by Seth Thomas Clocks, Thomaston, Conn. Ret.: $14.50. 


| 17. This 14K gold basket-weave belt. buckle for men is one 
of a new line of gold jewelry by Louis Tamis & Son, 36 W. 
47th St., N.Y. The line includes cuff links, bill clips, and 
tie clips. All are available in basket-weave pattern. 
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SON & PRINS COMPANY 


Importers of Diamonds Since 1892 
CHICAGO 





Announce the Formation of 


SON & PRINS COMPANY 


of California 





Importers of Diamonds 
220 WEST FIFTH STREET 


LOS ANGELES 13 


Telephone MAdison 6-3780 








Herbert M. Wolf 


MANAGER 


NEW YORK 
630 Fifth Ave. 


CUTTING WORKS 
Benj. A. Soep en Co. 
N. Achtergracht 17 ANTWERP 


Amsterdam, Holland 78 Pelikaanstraat 
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They re New 
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4. Electric Mixer 


6. Ladies’ Identification Bracelet 


7. Ship's 
Wheel 
Clock 

















1. Identification Bracelet 





























Cuff Links and Tie Clip 








. Men's Watches 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


| }1. Flex-Let's ID watch band has stainless steel expansion ends 
and sterling silver center identification plaque. At $11.95 
retail, F.T.1. Flex-Let Corp., 580 Fifth Ave., New York City. 


12. Combination display and gift case and canasta tray turns 
two decks of cards into excellent gift. Works as a useful 
tray when not used as canasta tray. Designed by Farrington 
Mfg. Co., Boston, for Arrco Playing Card Co., N. Y. & Chicago. 


| 13. Swank Star-phire jewelry has the Swank Elbow action. 
In sapphire blue and ruby red. Like the genuine stars, 
these tie clips and links star brilliantly under light. 


(14. Called the Food Crafter, this new mixer by Westinghouse 
has six basic speeds—juice, blend, cream, beat, whip and 
grind. It develops '/g hp. and has complete accessories 
available. The mixer is $39.50; juicer accessory is $4.45. 


[ 15. Three special "Masculine Look’ Eterna-Matics, Eterna 
Watch Co., 580 Fifth Ave., N. Y. Waterproof, stainless 
steel cases. I8K applied gold dial markers. $95, F.T.I. 


[ 16. Slim expansion ID bracelet for ladies. Hammered curb 
expansion links, mirror-finish plaque for message or name. 


Bretton by Bruner-Ritter, 630 5th Ave., N. Y. $10.95, F.T.I. 


[17. Ship's wheel electric clock with compass rose dial by 
Sessions, Forestville, Conn. Mahogany colored wood case, 
polished brass colored spindles. Retail $10.95 plus tax. 
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to cover Denver West 





Top notch diamond man 
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1. Do you live on the Coast? 


2. Have you lived there for some 
years? 


Rate your self 3. Have you a substantial 


following? 


by answering the questionnaire, | 4. ~~} "nda 


===> 5. Have you a successful 
record? 


and you will know 6. Could you sell more if you 


were backed up in every way? 


if you “fit the bill”. -- - nrc 





LILI LILI LI LILI 
LILI LI LILI 


8. Are you willing to work hard? 


This is a real opportunity to realize your fullest potential. 
WE can give a man tremendous support and assistance 
in building substantial earnings. 


The right man plus the right firm means sums. 


Please give complete details which you may be assured 
will be kept in the strictest confidence. 





BOX "P., 1733," CARE 
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4. Identification Bracelet 
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6. Cuckoo 
Clock 








1. Man's Watch Band 








3. Identification Bracelet 





5. Sterling Cuff Links 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


| jl. The Governor, with stainless stee! back, corrosion re- 
sistant inner parts, gold filled outside. From new series 
by Gemex, 1200 Commerce Ave., Union, N. J. Retail: $9.95. 


| ]2. The handsome Swank Senator wallet. Stitchless, one-piece 
construction. Secret pocket and removable pass case. In many 
leathers and colors. $5.95 retail. Swank, Attleboro, Mass. 


| 13. The "G Ident" bracelet has tag of sterling silver with 
rhodium finish; bracelet is stainless steel. From Stone- 
wall Products Co., 79 7th Ave., New York. Retail $12.95. 


| 14. The Quadra-Flex "Identa Wrist-About'’ masculine brace- 
let with four-way, cushioned expansion principle; one of 
several new designs by Apex Accessories, Greenwich, Conn. 


"| 5. Sterling with hand inlaid black African ebony, one of a 
dozen patterns created by Smith Sterling Co., 7331 Sante 
Monica Blvd., Los Angeles. Links individually packaged in 
white corduroy pouch. Attractively boxed at $7.50 Keystone. 


"16. One of two new styles of Black Forest cuckoo clocks 
imported by Henry Coehler Co., Inc., 220 Fifth Avenue, 
New York. Shown here is style #1102, $12.00, Keystone. 
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KNOWN THE WORLD OVER 


SUMMER is a 
particularly good season 


for CULTURED PEARLS 


. especially for Imperial Cultured 
Pearls, because they are the most beautiful, 
the most favored. 


Women adore them the year-round, but 
prefer them for humid-Summer days 
and nights because they impart much of 
the coolness of the sea—from which 
they emanate. 


You should start right now to build up 
your Summer stocks of IMPERIAL 
CULTURED PEARLS .. . display them in 


your showcases, on your counters, in your 


windows . . . and enjoy an active, profitable 


pearl-selling Summer! 


Remember the PROTECTION the name 
IMPERIAL secures . . . Registration and 
Insurance for every Cultured Pearl, 
whether it be in a necklace, in a bracelet, 
in earrings, pins, rings or other accessories. 


Remember the ATTRACTION the name 
IMPERIAL ensures . . . behind it is more 
national advertising, more public 
acknowledgment, than all other Cultured 
Pearl brands combined. 


Remember the SELECTIONS IMPERIAL 
provides . . . the greatest and choicest in the 
industry, for we are the largest importer 

of fine Cultured Pearls in the world! 


Call, wire, or write 
your nearest Imperial office. 


Imperial Pearl Nyndicate 


5 No. Wabash Avenue, Chicago 
DEarborn 2-2844 
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607 So. Hill St., Los Angeles 
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Suburbanization capita by these major cities in the area under study, : 


Another chart shows the variations in this factor also. 





(From page 75) 
1950 RETAIL SALES PER CAPITA IN LOS ANGELES AND SUBURgs 




















The size of the city in a suburban area, in relation to City Retail Sales per Capita 
retail sales volume, is pertinent toa location study. Con- Alhambra SECT ee TCC e Te CPL ee eee $ 1,365.13 
sideration must be given to retail sales per square mile — ‘leah aaaE bea eaee yo 
by suburban city. The chart herewith shows that sales Compton ...........0ccccececcccevccsecececee 1,328.67 
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district to as high as $23,000,000 in one of the suburban Fumtington Park 0 23878 
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purchasing by people coming into that city to shop, in 
addition to the spending in retail stores by city residents. 

San Fernando City figures on the chart provide a good 
illustration of this, for that city’s per capita retail sales 
is greater than its per capita income. Obviously, the resi- 
dents of San Fernando could not spend more in local 
stores than they receive in income; hence, it highlights 
San Fernando City as a retail trading center for its sur- 
rounding territory. 

This type of study material is merely the beginning. 
Per capita retail figures must be related to the economic 
level of each individual city; and, in addition, each city’s 
total retail sales must be measured as a percentage of the 
metropolitan total. When this is done, the retail desir- 
ability of the proposed location becomes apparent. 


WHAT SIZE AND TYPE OF STORE 


The size and type of suburban store expansion is 
another important part of this problem, and there are vast 
differences of opinion among merchants on this subject. 

One school of thought believes in the establishment of 
small stores in the various suburban shopping centers. 
Such stores carry limited stocks selected from the down- 
town store. In effect they serve to move the downtown 
store piecemeal to those suburban centers. 

Another school goes for stores that are large enough to 
offer the same selection of merchandise and all of the 
services of the downtown store plus free parking. 

There are violent divergencies of thought, however, on 
methods of operating these branches. On one extreme is 
the merchant who would not consider for a moment a 


branch which was not an exact facsimile of his main 
store in merchandise and service, the branch to be mer- 
chandised completely through the main store. 

On the other extreme is the merchant who believes in 
designing the store, its merchandising and its service 
entirely on the character and needs of the community 
which it serves, even to the point of setting it up on a 
separate management basis with a completely independent 
buying and operating staff. 

Another type of branch development takes the form of 
a suburban retail district. It involves the selection of 
undeveloped land and the construction of a complete 
shopping area surrounded with plenty of free parking. 
This type of development is ambitious since many 
retailers, even those in direct competition with each other, 
must work together in planning the suburban district. 

Merchants in non-suburbanized cities may be satisfied 
with sales increases which are more apparent than real 
when compared with what look like less satisfactory sales 
increases in the downtown stores of merchants who have 
developed branches. 

We studied the sales of three large stores in other cities 
without branches in comparison with the sales of our 
main store which competes with our own branches over 
the past few years. We know these merchants are happy 
because they have all shown better sales increases than 
we have in our downtown store. 

However, the final answer rests on what have they lost 
through no branch additions against our gains from very 
successful branch additions? 

They might be like the general who, on hearing a 
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report of the heavy losses suffered by his forces in winning 
an engagement with the enemy. observed, “Fine. a few 
more victories like that and we've lost the whole war.” 

What to do about building branch stores is a stubborn 
problem of gigantic proportions and impelling strength. 
It cannot be sidetracked because of problems incidental 
to a defense emergency. 


INFLUENCES ON SUBURBANIZATION 


The headaches which face an established downtown 
area when suburban development really gets rolling call 
for strong medicine. The retailer must be ready to do his 
part in administering the medicine. 

Consider building obsolescence for instance. Building 
obsolescence is both a cause and an effect of suburbani- 
zation. 

Another accelerating influence on suburbanization is a 
combination of inadequate transportation and inadequate 
parking. 

In our town were choked with autos. Now a very fine 
kind of solution to this problem would be to say to all 
those who want to use autos: “Look here, this is an un- 
economical method of commuting. Autos are fine for 
week-ends in the country, or driving to the golf course, 
and they have their place for salesmen, but you com- 
muters and shoppers, you ride the street car and bus.” 

And the commuters and shoppers would say to us: 
“Great, I'll shop at home, I don't care how beautiful your 
store is or what bargains you have.” 

So. in effect we say downtown that every conceivable 


type of transportation must be provided for and we do 
everything we can to provide as much off-street parking 
as we can. If we had known 25 or 30 or 40 years ago 
what we know now, wed have bought gobs of land cheap 
and close to our stores. Now we encourage private enter. 
prise to tear down old buildings and we validate parking 
tickets at a cut-rate. 

Through our Downtown Business Men’s Association, 
we brought about a lease between private enterprise and 
the city of Los Angeles, whereby three joint venturers are 
now building an underground garage with 2000 car 
spaces, under Pershing Square in the heart of the down- 
town section. A similar project was completed in San 
Francisco some years ago. | 

In the baser sense. the retailer does his duty by buying 
goods as cheaply as possible, adding the lowest possible 
mark-on, promoting them as widely as possible, showing 
them to their best advantage. and moving them as rapidly 
as possible. In this way he brings seasonal merchandise 
to the people who want it, at the price which makes more 
of it available to more people. This is his service to the 
community. 

He can stop there and he has done his economic duty 
to the community. 

Or he can go on and take a role in the solution or 
amelioration of the problems of his present shopping com- 
munity. 

Or he can go even farther and take a role in the 
development of his whole community. 

And I believe. here is the great challenge to retailers. 




















GUARD RINGS 


in all genuine birthstones 





and in eight different styles. 


Large selection of genuine ruby, 
sapphire and emerald guard 
rings in stock. Also with syn- 
thetic and imitation stones. 


Memorandum Selections gladly submitted. 


Ask for circular 


REPRESENTATIVES 


CHICAGO—Louis N. Rose, 29 East Madison St. 
MID-WEST—Herman Epstein 


PACIFIC COAST—Slaudt-Cannon Agency 
315 West Fifth St., Los Angeles 





3 | Meyer Koulish Co., Inc. 


228 East 45th Street _ New York I7,N.Y. 


¢e DIAMOND PLATINUM 
WEDDING RINGS 


¢ DIAMOND PLATINUM 
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Suburban Store 


(From page 77) 


up that it was thought no one would be left to attend the 
official Open House reception the following Sunday. But 
between the afternoon hours of two until six that day, SO 
many people came that only heads could be seen and 
store officials gave up after counting 4500 persons. 
People of the “Old Guard,” whose families for genera- 
tions before were Jaccard customers, came to inspect the 
store, stayed for tea, listened to the orchestra, talked to 
their neighbors and enjoyed the occasion as much as any 
social gathering. 

The Lounge is the focal point of the store which in its 
entirety occupies 6000 square feet. This achieves a 
hexagonal contour which is repeated in appointments 
from ceiling to floor. The thousand-pound, hand-cut blue 
and clear Persian crystal chandelier, an exact duplicate 
of the famous chandelier in the downtown store, is sus- 
pended beneath an elongated hexagonal canopy of cherry- 
red with gold braid trim. Directly beneath stands a 
similarly contoured antique smoked-glass cocktail table 
while the gray rug is also six-sided. This contour -effect 
is further strengthened by two large copper boxes filled 
with greenery. The colors used in the furnishings of the 
Lounge, cherry-red, gray and the suggestion of green 
from the plants, set the color theme for the entire store. 

The hexagon motif is generally followed in the store’s 
functional appointments with sit-down tables and open 
display stands in coordinated placements. That the fur- 





nishings have been strategically placed is evidenced by the 
placement of the flatware tables where purchases are fre- 
quently of an extended nature. These are situated to out- 
line the Lounge so that the salespeople seated on stools 
in back of the sit-down cases are more or less hidden by 
the plant boxes of the Lounge in an overall view of the 
store. 

Gray wooden display stands of a tiered design and gray 
sit-down cases with green display mats and rows of co- 
ordinated chairs with green leather seats, form well- 
defined, traflic-guiding aisles. These not only facilitate 
customer mobility but also permit the sales personnel to 
circulate quickly and inconspicuously and keeps the 
number of required sales people to a minimum. 

Orville Liston, versatile young display director of 
Jaccard’s and an important creative force in the new 
store's interior, took double advantage of the battery of 
windows which flank the three sides of the building by 
originating dual-projection windows. At first it was 
planned simply to have “open-looking” windows through 
which one outside might see into the store and vice-versa. 
But Liston reasoned that those inside the store would be 
looking at the back of the merchandise and decided that 
in addition to the short cherry-red valance in each win- 
dow, another drapery be added to use as a backdrop to 
the tableaux-type merchandise settings and which would 
also serve as a backdrop to an entirely different interior 
display. 

The wall-space, painted Guardroom Green, features 
many rows of glass shelves for gift merchandise, sta- 
tionery, handbags and ornaments. Liston commented 
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that unpleasing glass lines have been eliminated by paint- 
ing the shelf-edges a corresponding green, thus mini- 
mizing a “shelf-heavy” look. 


SPECIAL LIGHTING SYSTEM 


Since it was planned to display a substantial portion of 
the stock on glass shelves along the walls, a special light- 
ing system was installed to show the merchandise to 
advantage. Individually adjusted louvered lights in spaced 
series, four feet out from the wall, direct the light inward 
toward the objects on the shelf. This method distributes 
the light with equal illumination on top and bottom 
shelves in contrast to direct overhead lights which fully 
show only the items on the top shelf and cause the mer- 
chandise on lower shelves to be shadowed. 

Exquisite gold-tone handmade grass paper forms a 
background for shelf displays in the China department 
which also features closet space beneath with self-locking 
devices. Adjacent is the Steuben Glass Room, designed 
by the manufacturer. Its muted effect is achieved by mid- 
night-blue, felt-covered walls, a liberal use of white fix- 
tures and an ingenious indirect lighting system. 

Catering to the clientele further, the store has reserved 
a large room for the Service Bureau, a _ philanthropic 
organization of socially prominent matrons for the sale 
of personalized stationery to their own groups of acquain- 
tances. 

That Jaccard’s is successfully bridging town and coun- 
try trade with the new suburban store is best summarized 
in the words of Jaccard’s veteran gemologist and affable 
manager of the new store, Julius Kraleman: 











“Since we've been located in Clayton,” he said, “we’ye 
seen Jaccard customers who had been missing from the 
downtown store for as long as three years. Now that 
were also located within the reach of station wagon 
shoppers, every day is a reunion with old customers who 
are delighted to find that our merchandising policies and 
store traditions remain the same.” 

Officers of the Mermod-Jaccard-King stores include 
Frank M. Mayfield, president; William G. Young, vice. 
president; Jerome Bermoudy, secretary, and Lawrence f. 
Mallinckrodt, treasurer. 





Summer Display 


(From page 81) 


as to look like a continuous garland partially concealed 
behind the panels. Some artificial green leaves should be 
mixed with the flowers. A pair of evening gloves and an 
evening corsage are placed with the evening jewelry and 
similar items suitable for daytime wear are used on tho 
other panel. A copy card is placed between the two back 
panels. 

The flowers for the corsages should be of nicer quality 
than that ‘necessary for the garland since they will he 
seen closer to the jewelry and not massed for colorful 
effect. Fabric for the panels should be a smooth textured 
cloth such as taffeta or faille for the evening setting and 
linen or some finely textured cotton for the daytime set- 
ting. Different colors can be used for the two groupings. 
Whatever colors are selected should, if possible, be re- 
peated in some of the flowers of the garland. 























Everywhere You Hear Women Say 


“I must have jade!” 


With the current Oriental fashion trend, Jade 
is a MUST: a source of added sales and added 


profits. 


At Art-Craft you will always find a complete 
line of plain and carved jade jewelry, from 
inexpensive pins, bracelets and earrings to 
exquisite museum pieces. 


Write today for descriptions and prices. 





Illustrated: 

bracelet J2 $110 
earrings JII8 $70 
ring JIl4 $50 
Prices Keystone 


ART-CRAFT Jewelry Company 
1 W. 47TH ST., NEW YORK 19, N. Y. 
HEADQUARTERS FOR JADE 
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What This Industry Needs 


(From page 83) 


paid head an executive of stature—a man who had 
proved his ability as a professional leader and organizer 
preferably from outside the industry. Call this new 
association an Institute, call it a Federation, call it a 
Congress. Call it what you will, its function should be 
the protection and development of the jewelry industry 
as a whole. . 

This is not a theoretical dream; it is a practical sug- 
gestion of a setup which the industry has been hoping for 
for years — ever since it got too big for any one man or 
handful of men to guide as a part-time extra-curricular 
activity. Frankly, my assignment as Chairman of the 
J.1.T.C. was too much responsibility for any businessman 
to assume on a volunteer basis. I had my own business 
to attend to. 

That is why I say, “What this industry needs is another 
association.” 


WHAT ARE WE WAITING FOR? 


Now, if we acknowledge that other industries in our 
country are benefiting from powerful and respected over- 
all trade institutions, and if we are only postponing the 
formation of such an organization in the U.S.A. because 
“our industry is different,” what are we waiting for? 
Our jewelry industry friends above the border have 
proved it can be done in the jewelry industry — and each 
year the Canadian Jewellers Association becomes more 





useful, more powerful, more indispensable to those in the 
jewelry manufacturing, importing, wholesaling and retail- 
ing trades — all of whom are members — all of whom are 
represented by the one big and influential CJA. At least, it 
is the one national jewelers association of Canada which 
the public and the government of Canada recognize. 

Actually, however, the Canadian Jewellers Association 
is a council of many associations. It is made up of a basic 
executive committee of 14 retailers, 7 wholesalers, and 7 
manufacturers, current officers and 5 past presidents and 
honorary officers; a directorate of 50. The 14 retailers 
have their own chairman and they meet to discuss the 
affairs of the retail trade. This they do without interfer- 
ence from wholesalers and manufacturers. 

Similarly, manufacturers and wholesalers each have 
their own chairman and they can meet independently. 
The strength of the unity in the Canadian Jewellers Asso- 
ciation lies in the fact that results or findings of the 
branches of the trade must receive the general approval 
of the board of the CJA before any public action can 
be taken. 

After all, the Canadian manufacturer or wholesaler 
knows that his success depends on the success of the re- 
tailer. Either one also knows that the retailers on the 
board are and represent his customers. This is, therefore, 
a check on his perfectly human inclination to be selfish 
in his outlook, expression and action. Similarly, the 14 
retailers on the same board recognize that their business 
success hinges on the success of the manufacturers and 
wholesalers. 

And does the CJA produce results? They have carried 




















Shank Vou eee 


for your wonderful response to our April advertisement. Since our 


39 year record of friendly service has been based upon a policy of 


close personal attention, we must limit our clients to those in the 


New York City and New Jersey areas. 


lf your business is in these areas you will want to investigate our new 


JEWELERS BLOCK INSURANCE PLAN ... 


offered at substantial savings to members of the jewelry trade. 


One of our representatives will call at your convenience. 


MONROE FLEGENHEIMER 5 


20! EAST 34TH ST., 


N.Y. ° 


MU 99-5913 
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out a successful campaign againzt retailing wholesalers, 
through the “vigilance commitiee of the retail section. 

Five years ago, the CjA established its “Institute,” 
designed to promote education and ethics within the 
watch repairing trade. In its short period of operation, 
this Institute has been spectacularly successful. The tech- 
nical training program is functioning well. The campaign 
on ethics has been highly successful. Because of this, 
today, in all of Canada, you will not seé a price quoted 
in any watchmaker’s advertisement. I shall not labor 
the point by enumerating all the CJA-produced benefits, 
but another typical service was the assistance of insolvent 
retail stores which were carried through their difficulties 
by the organization’s “credit committee.” 


WASTING OUR POWER 


I have gone into this detail to illustrate what a united 
industry can do and to try to impress on you the fact that 
the wheels of our industry have been sliding on the tracks. 
We have been wasting our power. It is because we should 
harness these powers — apply them with full efficiency — 
that I believe “What this industry needs is one more 
association.” 

I have frequently heard it said that the Canadian 
Jewellers Association is successful in Canada because it 
involves a smaller country and a smaller jewelry industry. 
This is, to my mind, not a valid reason for the success of 
the CJA. To say that the only reason for the successful 
operation of the Canadian Jewellers Association is the 
smallness of Canada is to imply that the leaders of the 
jewelry trade in Canada would not be capable of working 


together if they and their industry and their Association 
were moved trom Toronto to New York. 

1 don't believe that would be so. I have known those 
men personally, seen them work together, and witnessed 
the benefits which their co-operation has produced 
through their overall industry association. And I haye 
confidence that they are big enough men to work together 
wherever they might be, in whatever country of whatever 
size. 

Equally, I believe we in the United States have similarly 
intelligent, similarly capable men in our jewelry industry 
and I hope that soon, very soon, we will get together and 
build a strong overall organization which will demon. 
strate that we in America are just as intelligent as our 
Canadian friends. 

The thought I want to leave with you is that the volume 
of our industry has grown over 1000% in the past fifteen 
years. It is big enough to be conspicuous now, to local. 
state and Federal governments who constantly threaten it 
with credit controls, material controls, merchandising 
controls and operational controls. Over our heads now 
hang the 20% excise tax and the danger of additional 
taxes on other jewely store items. 

The time has arrived when our great industry should 
be organized on a national basis in a manner that is as 
big, as strong, as effective as the forces that are organized 
to muscle-in on our businesses. We should have a power- 
ful, overall, industry organization capable of coping with 
the best that any government or any competing industry 
can put in the field against us. We should follow the 
examples of other trades in this country and we should 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 


It pays to be different! To make his store stand out 
in the minds of shoppers, the keen merchant 
looks for those products which are not found in every 
competitive store. That’s why Herschede 
Chiming Floor Clocks are featured in so many 
outstanding establishments. The distinction; 
the enchanting, authentic chimes; the traditional 
weight action timekeeping of these superb clocks confer 
prestige on the stores that sell them as well 
as on the homes they grace. 
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Petite Model 
No. 515 
(illustrated) 
is right at home 
in the 
small room. 
75/2” high. 
Colonial in 
design. 
Westminster 
Chimes. 

5 tubular bells. 


Write for 
catalog showing 
all the 
notable designs. 








Cathedral Chimes 
on Tubular Bells 
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benefit from the experience of the Canadian Jewellers. 
We should, in other words, get together in America to 
protect and advance our interests as one great, collective 
industry, instead of as a number of little independent 
factions. . | . | 

It is because | believe that now is the time to do it, I 
repeat once more, and with as much conviction as I can 
command, “What this industry needs is one more asso- 


e ° 99 
clation. 





Restyling Offer Attracts Summer Business 


Restyling business was attracted during the summer 
months by Tanke’s, operating two stores in downtown 
Buffalo, N. Y., through a promotion built around the 
theme: “How To Play ‘Fairy Godmother’ To Your Ont- 
moded Jewelry.” 

The event was promoted through newspaper advertis- 
ing and store display. A newspaper ad showed a “Fairy 
Godmother” holding a scroll on which this copy was 
written : 

“Simply bring your old-fashioned diamond stick-pin, 
brooch or other jeweled treasure to us. . . and let us trans- 
form it into the exquisite, modern ring of your choice. 
Among the lovely ring mountings in our collection is the 
one you'll wear with pride and pleasure . . . priced lower 
than you might think’ possible.” 

A group of different style ring mountings was listed 
along with starting prices. 

The lower section of the ad was devoted to restyling o! 
wedding rings. 


Wholesale Jewelry Trade 


(From page 85) 


tion wholesalers are those who are engaged in cash-and- 
carry business, and retailer-owned wholesalers. in other 
words, those establishments which do not perform ali tne 
services common to “service” wholesalers. 

Yhis broad inciusion of various types of wholesale 
jewelry establishments under the “merchant wholesaler” 
classification by the Bureau of the Census certainly is 
reflected to some extent in the large increase in the num- 
ber of wholesale firms as such, over the 1939 total. It is 
also reflected in the substantial gain in wholesale jewelry 
volume in 1948—$799,012.000. 

This point is further emphasized by the fact that this 
sales figure of jewelry merchandise sold at wholesale— 
nearly $800,000,00—represents a high percentage of 1948 
retail jewelry sales—$1,225,000,000. The Department of 
Commerce explains these incongruous figures by the fact 
that the wholesale sales figure for jewelry merchandise 
includes not only sales to jewelry retailers, but also sub- 
stantial sales represented by those made between whole- 
saler and wholesaler, sales by wholesalers to other busi- 
ness firms as well as to retailers in other lines such as 
department stores, drug, hardware and stationery outlets. 

In the 1948 Census of Business, jewelry wholesalers 
were divided into six different classifications, namely: 
“General Line Jewelry,” “Clocks and Watches,” “Precious 
Stones, Metals,” “Watch Materials, Jewelers’ Tools, Sup- 
plies.” “Costume Jewelry,” and “Miscellaneous Jewelry.” 
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The Scarab Stone .... to the 
ancient Egyptians a good luck symbol 
of Khepera, the Sun God. Here Church 
€&’ Company presents vari-colored 
scarabs set in two styles of exquisite 
14K gold bracelets, a combination that 
will delight seekers of the unusual and 
the beautiful. 








° ° Trade Mark Registered In 
A newspaper mat reproducing this ad- United States and Canada 


vertisement is available to our customers 
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MANUFACTURING JEWELERS 


2 Garden Street 
Newark 5, N. J. Member American Gem Society 
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>” LEADERS 
in the World of 
Sport and Industry 

Rely on RACINE 
ss; _ for Fine TIMERS 
: «> ae 


“ever count 
Split- Second Accuracy 





Write for the new Racine catalog of 


Timers and Chronographs of all 
types —in all price ranges — for 
SCIENCE © SPORTS @ INDUSTRY 


% GUINAND and GALLET TIMERS 
*% GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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In the 1939 Census only four classifications were given: 
“General Line Jewelry,” “Clocks and Watches,” “Dia. 
monds and Other Precious Stones,” and “All Other.” 


GENERAL LINE JEWELRY WHOLESALERS 


This classification includes those wholesale establish. 
ments engaged in selling a general line of jewelry such 
as diamonds and other precious stones, clocks, watches, 
costume jewelry, rings, silverware, and similar articles 
made of precious and semi-precious materials. 

According to the 1948 Census, there were 387 of these 
wholesalers in the United States who did a total of $204,. 
386,000 in sales. In 1939 there were 194 such establish. 
ments whose sales totaled $61,929,000. 

This classification of jewelry wholesalers amounted to 
11.4 per cent of the total number and did 25.6 per cent of 
the total wholesale jewelry business. 


CLOCK AND WATCH WHOLESALERS 
Wholesalers specializing in selling watches and clocks 


numbered 443 in 1948 as against 178 in 1939. Sales in 
1948 amounted to $108,598,000 compared to $44,653,000 
in 1939. 

This group of wholesale firms accounted for 13.1 per 
cent of the total of jewelry wholesalers and accounted for 
13.5 per cent of the total business for 1948. 


PRECIOUS STONES, METALS 
As defined by the Bureau of the Census, firms in this 


classification are those primarily engaged in selling dia- 
monds and other precious stones (cut or uncut) and 
precious metals. These firms are principally importers. 
The number of such firms in 1948 totaled 526 as com- 
pared to 427 reported in 1939. Sales by these firms in 
1948 amounted to $205,200,000 as compared to $46,873,- 
000 in 1939. In the latest Census these firms approxi- 
mated 15.5 per cent of all jewelry wholesalers and did 
25.7 per cent of the total wholesale jewelry business. 


WATCH MATERIALS, JEWELERS' TOOLS, SUPPLIES 


This classification of wholesalers are defined as those 
primarily engaged in selling watch parts and movements, 
and other materials, supplies and tools used by jewelers 
and watchmakers. 

This category in the 1939 Census was grouped in the 
‘All Other” classification and so 1948 figures cannot be 
compared. In the latest Census, wholesalers in this field 
numbered 274 and did $43,099,000 in business for the 


year. 


COSTUME JEWELRY 

Separately classified in the 1948 Census were costume 
jewelry wholesalers. In the 1939 Census, these firms 
were included in the “All Other” category. 

As defined by the Bureau of The Census, these firms 
include those primarily engaged in selling costume and 
ornamental jewelry made principally of materials other 
than precious metals and stones. 

In 1949, these firms numbered 444, doing an annual 


volume of $71,834,000. 


MISCELLANEOUS JEWELRY 


This classification in the 1948 Census includes those 
firms engaged in selling silverware, medals, trophies, sem! 
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recious stones, insignias, etc., or specialty jewelry items. 
Included in the “All Other” grouping in the 1939 Census, 
this group numbered 1320 in the latest Census. Sales by 
this group in 1948 amounted to $165,695,000. 

The last three classifications in the 1948 Census totaled 
9035 firms as compared to 1005 in 1939. Business done 
by this group of wholesalers in 1948 amounted to $280,- 
628,000 as compared to the 1939 total of $80,216,000. 


EMPLOYEES AND PAYROLLS 


Jewelry wholesalers provided employment for 16,506 
ersons in mid-November, 1948, at a weekly payroll of 
over $1,000,000. Payroll for the entire year amounted to 
$62.943,000. In addition to the 16,506 paid employees, 
3183 proprietor-owners of unincorporated businesses de- 
voted the major portion of their time to the trade in 1948. 


STOCKS ON HAND AT CLOSE OF 1948 


Stocks on hand by the 3391 merchant wholesalers at 
the close of 1948 were valued at cost at $156,782,000. Of 
this total, $37,040,000 was held by general-line jewelry 
wholesalers; $21,405,000 by clock and watch wholesalers; 
$43,580,000 by precious stones and metals dealers; 
$7,525,000 by watch materials and jewelers’ supply 
houses; $9,853,000 by costume jewelry wholesalers; and 
$37,379,000 by other jewelry wholesalers. 


ADDITIONAL WHOLESALERS 


In addition to the firms listed as “Merchant Whole- 
salers” in the 1948 Census of Business, there were 37 
manufacturers’ sales branches which carried stocks which 
had a total volume for that year of $51,110,000; 56 manu- 
facturers’ sales offices without stocks, which did a volume 
of $44,823,000; 369 jewelry agents or brokers with total 
sales for the year of $121,966,000. 

Manufacturers’ sales branches or offices are classified 
as those establishments maintained apart from plants by 
manufacturing companies primarily for selling or market- 
ing their products at wholesale. Manufacturer sales 
branches are distinguished from sales offices by the fact 
that the former maintain facilities for the physical stor- 
age, handling and delivering of at least a portion of the 
merchandise sold. 

Sales as recorded for sales branches include direct de- 
liveries from plants on orders from the branches as 
well as deliveries from branch stocks. Sales as recorded 
from sales offices generally represent the value of orders 
written, or “booked,” by employees at the office, includ- 
ing salesmen working out of that office. 

The “Agents and Brokers” group includes establish- 
ments the operators of which are in business for them- 
selves, negotiating sales and/or purchases in domestic and 
foreign trade, but who do not, as a rule, take title to the 
merchandise. 

Included in this classification are such types of opera- 
tions as auction companies, merchandise brokers, com- 
mission merchants, export agents, import agents, manu- 
facturers’ agents, selling agents, resident or syndicate 
buyers, and cooperative sales agencies. 





A card table and chair renting service at one store has 
been responsible for many sales as well as good will 
building. Card tables are rented at the low price of 15¢ 
each and chairs at 10¢ each, or for $1.00 a dozen and 
are delivered and picked up by the store. 
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THE FINEST IN GOLD JEWELRY 


BY 


BEAUTY! ORIGINALITY! CRAFTSMANSHIP! IN OUT 
STANDING PIECES DESIGNED TO CREATE MORE 
SALES FOR YOU. ACCLAIMED THROUGHOUT THE 
INDUSTRY AS THE FINEST IN GOLD JEWELRY 


THE ABOVE ARTICLES ARE 14K GOLD. HAND MADE 
MESH WATCH BRACELETS: THAT MAY BE WORN 
AS A LAPEL WATCH OR A PENDANT BY REMOV- 
a LCE Oo fa OF. 0) 2 1 @). 8 ee 1 ok 
AN INTERCHANGEABLE PLAQUE AND PEARL NECK 
LACE. OTHER DESIGNS AND ITEMS AVAILABLE 
FOR FURTHER INFORMATION WRITE OR PHONE 


iF IT’S MADE BY RONDETTE, YOU CAN BE SURE 
iT’S ORIGINAL. 

CREATORS OF THE FAMED COMBINATION BRAC- 
ELET “DUETTE” (PAT. PEND.) 





- 10 WEST 47TH STREET. 
: wnedelie NEW YORK CITY + PLAZA 7-4359 


123 








ooo 


00000 


7>eo0oeoo0o0co0coeoeoocoeoeedooeceoooeoeceoegeoeoeodoosc 


CULTURED 
PEARL 3 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 


Selections Sent on Approval 
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NEW CHARM DISPLAY 


Dy 
Disher 


+ wholesaler for charms mounted on the new Fisher 


It's FREE. Display charms NOW —they are selling. 


J. M. FISHER COMPANY, Attleboro, Mass. 

















Display Arrangement 
(From page 80) 


window prospects are people who pass your store fre 
quently. They are more apt to give your window sin 
tion if there are frequent and complete changes of 
there than if they see very much the same selection 
stantly on view. 


scene 
Ccon- 


In setting up a merchandise arrangement, there should 
be a pattern to the arrangement which must, of course 
have balance. A certain amount of contrast in merchan. 
dise, in color and texture is also desirable. These are the 
basic ingredients for good display arrangement. 


Balance does not necessarily mean that objects of 
exactly the same size and color must be placed equi- 
distant from a central point. This is balance, of course. 
but variations are possible which are still in perfect bal. 
ance, but are more dramatic and stimulating to the eye, 
Three small sketches shown on page 80 illustrate the three 
most common kinds of balanced arrangement. 


Sketch A is a perfectly symmetrical arrangement where 
the picture in the center background is flanked on either 
side by exactly the same number of the same size and 
shape of articles—two candelabra, two compotes, two 
place setting plaques. This is perfect equidistant balance 
and is useful for certain settings, particularly those where 
a feeling of dignity and formality is desired. 

‘Sketch B shows an asymmetrical arrangement of a 
similar group of articles. This kind of arrangement is 
achieved by balancing a large object near the center of 
the composition with a smaller object at a greater dis- 
tance from the center—the picture, just off center, bal- 
anced by the place setting plaque placed further to the 
right; the three branch candelabra balanced by the single 
candlestick; the fruit bowl by the compote. This balance 
is just as true as the symmetrical arrangement. 

Sketch C shows a combination of both types of balance 
in one display—the picture and the three place settings 
being in equal balance while the chest of silver and the 
cake dish and compotes are placed asymmetrically. Notice 
that in sketches B and C, the spoons and forks placed on 
the window floor are all slanting in the same direction— 
all at one angle rather than at several conflicting angles. 

Contrast is always attention getting and can be achieved 
in several different ways. Merchandise may be contrasted 
in size or color or use’. . . men’s and ladies’ watches 
arranged in pairs will emphasize the daintiness of the 
lady’s watch and the sturdy masculine lines of the man’s. 
Silverware arrangements will be more interesting if 4 
variety of shapes and sizes are grouped together. 

Color contrast is probably the most obvious form of 
this design principle. It can be achieved by grouping 
merchandise of complementary colors together. but it is 
more apt to be employed when placing merchandise 
against a background of its complementary or contrasting 
color. Texture contrast is also an important considera 
tion. Metallic objects are flattered by placing them against 
soft fabrics or wood. 

You can make your displays more effective by group- 
ing your merchandise according to a price story—0 
according to related uses—or according to fashion et 
sembles—or any other selling emphasis which the mer- 


chandise suggests. 
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East Meets West 


(From page 79) 


to interview recently, Her Royal Highness Princess Chula 
yf Siam, and talk with her about jewelry and fashions. 

When I kept my appointment at their suite in Waldorf 
‘lowers, Princess Chula met me at the door wearing a 
smartly tailored dress of soft gray wool and tailored gold 
jewelry which was dramatically lovely with her golden 
blond hair, blue eyes and delicate English complexion. 
Wound about her wrist she wore two fascinating gold 
bracelets dangling a profusion of unusual charms, all 
given by her husband as mementos of special occasions, 
and naturally one of her choice possessions. 

It is customary to give important visitors a key to the 
city, but in lieu of a key, I welcomed Princess Chula by 
giving her one of the new “Lucky Dollar” pins (Dornee) 
which is made from a real American silver dollar and 
representative of our costume jewelry industry. The 
Princess was graciously intrigued with it and spoke of the 
outstanding craftsmanship of American costume jewelry 
and its fine reputation in every country she has visited. 
She said that Siam also has beautiful jewelry that tourists 
are always eager to buy. It is native, hand-worked niello 
jewelry in which the design appears in blue-black color 
against the bright silver background. Several jewelry 
houses, both manufacturers and retailers, are already 
presenting Siamese inspired designs or more costly direct 
imports of niello work. 


COLORS AND FABRICS NEED EXOTIC JEWELRY 
Have you ever watched colored lightning streaking 





across a stormblack sky, colored flames of a driftwood 
log, or tapers flaring against the impenetrable shadows of 
an underground cave? The Siamese native colors have 
this same flamelike quality about them whether in blue, 
green, yellow, turquoise, red, or shock pink! And this is 
a strong reason, it seems to me, why they will arouse a 
demand for colored stones since a comparable jewel 
radiance is needed for decoration—subdued tones or 
designs will be utterly lost if worn with them. 


GARNET JEWELRY COMPLEMENTS SIAMESE COLORS 


Garnet jewelry especially is due for increasing popu- 
larity because its rich red hue blends and contrasts so 
dramatically with the vibrant Oriental fabric colors. 
Jewelers can add to their sales by suggesting that a com- 
plete set of garnet jewelry is now as indispensable to a 
woman's wardrobe as traditional pearls—it can be the 
ruby of Mrs. Average Woman’s collection. 

Asiatic Art Jewelry Company has a splendid collec- 
tion of glowing red garnets imported from Potsdam, in 
the American occupied zone of Germany. These are the 
finest Bohemian garnets obtainable and are brilliantly 
faceted handworked stones. Mr. Vartanian, president. 
proudly displayed earrings, necklaces, bracelets, brooches, 
rings and crosses superbly crafted by farmers who spend 
the winter months patiently fashioning this jewelry—a 
custom practiced for generations. Each individual garnet 
is set in gold-filled prongs while the ear wires and shanks 
are 1OK gold. Since each jewelry piece is made up of 
many garnets, the total effect is a glowing mosaic of red 
jewels highlighted in gold. (Illustrated on the Siamese 
trousered model.) —> 
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14 Karat Gold with black en- 
amel top, raised design hand 
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side insignia in enamel. 
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I mentioned earlier the “Lucky Dollar” jewelry just 
introduced by Dornee and which will make such me 
gifts for bridesmaids and all occasions requiring beautify] 
and unique mementos. These are real American silver 
dollars set in encircling frames of pearls, rhinestones 
or sterling silver balls. “Lucky Dollars” are available 
as shoulder pins or as bracelets with magnificent Spirals 
of handmade rope chain. There are also matching neck. 
laces. (Dollar pins are illustrated on both suit and purse. ) 

We can’t let June go by without some mention of 
wedding clothes, and although I haven’t found any of 
these fashions which will greatly influence your jewelry 
sales, there is a trend that will bear watching because jt 
reflects practical thinking even in the usual expense-be. 
forgotten approach to a wedding gown. You’ve probably 
noticed the term “convertibility” creeping more and more 
often into the fashion vocabulary? This means the ease 
with which a garment or piece of jewelry can be changed 
about to serve a double purpose. Wedding gowns and 
bridemaids’ gowns are the latest clothes to be touched by 
this wand of practicality. No longer are these expensive 
gowns to be worn once and wrapped away in blue tissue 
like a flower pressed in a book; they are now smartly 
convertible for after-the-ceremony wear. This is usually 
accomplished by the removal of under flounces, brief 
jackets or petticoats. One of these “convertible” wedding 
gowns designed by Christian Dior is shown on our 
fashion page in its two versions. 


DIAMOND AND PLATINUM JEWELRY FASHIONS 


Our diamond and platinum fashions are represented 
this month by the magnificent collection of Jack M. 
Werst, jeweler of Dayton, Ohio, and New York City. 
Mr. Werst is internationally known as the owner of the 
Vanderbilt diamond, the Black Styx, the Hapsburg Crown, 
the Patterson diamond necklace, Diamond Jim Brady’s 
collection and many other world-famous jewels. 


Among the dazzling creations, I noticed the importance 
given to versatile designs which makes this jewelry prac- 
tical for many different type costumes and make a woman 
feel she is geting double her money’s worth. Pins com- 
posed of pear-shaped diamonds, brilliants and baguettes 
in sweeping bow designs fall away in brilliant shower cas- 
cades and show a versatile accomplishment by clasping to 
diamond chokers, thus becoming the major jewels in 
slamorously beautiful necklaces. Other diamond _neck- 
laces flaunt versatility with brilliant diamond festoons 
which remove to double as bracelets! 

There were wide, wide bracelets, flexibly designed to 
encircle the arm like supple diamond ribbons and many 
of them feature a center diamond of large size in an other- 
wise unbroken pavé of diamond radiance. Slender brace- 
lets and necklaces often suspend a single glorious diamond 
dropping pendant fashion like the tear of a goddess. 


The dramatizing of a single jewel is characteristic of 
Mr. Werst’s love of diamonds. While I was selecting the 
jewelry to tell you about, he took me on a quick little 
trip to the diamond cutters where a hundred and sixty 
carat stone was in the process of cleavage, and when we 
left he had tucked into his pocket a diamond just com- 
pleted to his satisfaction—a blazingly beautiful pear shape 
of 22 carats which will soon be seen in one of the beauti- 
ful custom necklaces. (This diamond jewelry is illus- 
trated on the Dior gowns.) 
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Gemology 
(From page 90) 


thin stone will appear to have more “spread,” to be 
larger for its weight than a properly proportioned stone. 
It will also lose a lot of its light through the back and 
will look dull. A less frequent error is that of making 
the stone too deep like many Ceylon “native-cut” stones. 
This may be done to make a stone richer in color, but at 
the same time it will lose brilliance. 

Obviously, there is a right relationship between the 
spread of a stone and its total depth. Experience and arith- 
metic have proved that there is an ideal proportion and 
that that proportion is determined by the angles of inclina- 
tion of the main faces, both above and below the girdle. 
The inclination of those facets should vary slightly depend- 
ing upon the refractive index of the mineral; each sub- 
stance with its unique refractive index has its own set 
of facet angles. An inclination of the back facets that 
would be right for a diamond would be all wrong for 
a sapphire. Since the jeweler has no practicel instrument 
for the measurement of these angles, he usually relies on _ 
his eye and a comparison with other stones of the same | 
variety. With diamonds the correct proportions are very 
carefully measured and adhered to; with the other stones 
the jeweler usually pays little attention to its angles unless 
it is outstandingly bad. 

Common shapes of faceted stones are shown in Figure 
1, Fashion, as much as anything, dictates the shape se- 
lected. However, in general, round and oval stones, 
known as brilliants and oval brilliants are most used when 
the cutter wishes to bring out colored reflections from 
within the stone—spectral colors produced in clear color- 
less stones with high dispersion like diamond and titania. 
When the mineral is low in refractive index and disper- 
sion, color is likely to be the aspect that makes the stone 
a desirable one. These stones generally are cut in rec- 
tangular shapes, “emerald cut,” to bring out the color 
of the material, rather than to emphasize fire. Even so, 
large diamonds are often emerald cut, even though this 
does not bring out much fire, because in larger sizes 
fashion has created more demand for square-cut stones 
than for brilliants. 










The R-935, graceful, elegant 
and with Westminster Chimes, 
retails for $65, plus tax, 




















REFRACTION RELATED TO CRYSTAL SYSTEM 


; The minerals of the jewelry stones as they are found saan ak ae 4 i 
in nature often appear to have already been faceted. The . Westminster Chimes, i. 
retails for $595, plus tax. er ae 





regular shapes actually have been assumed by the com- 
pounds in the process of solidifying in nature. It will 
be recalled that we spoke of different effects on light in 
different directions on the cut stone, which absorbed dif- 
ferent colors, on which made light bend different amounts, 
or be doubly refracting. This is due to the arrangement 
of the atoms in the minerals. Light passing in one 
direction might pass nothing but one arrangement of 
atoms, while light going in the other might have to go 
by several different or closer set atoms. This regularity 
of internal atomic arrangement is characteristic of most 
of the minerals that are used for jewelry purposes. 

Even though the atoms are arranged in definite pat- 
terns, there obviously must be spatial limits to the size 
of the mineral grains. Since the greater number of clear 
minerals have grown in open cavities where they are free - 
to assume any outline, it is to be expected that the outlines 
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that they do assume will be related to that internal ay. 
rangement of the atoms. Minerals that are found with 
these flat surfaces and angles are known as crystals. B 
observation and by mathematical deduction the shapes 
that have been found have been arranged in six different 
groups, known as crystal systems. The names of some of 
these systems will be mentioned in the descriptions of the 
different gems, but the important thing to remember jg 
that the effects noted on the refractometer and the polari- 
scope are related to these crystal systems, one system js 
singly refractive, the remainder are doubly refractive. 


CORUNDUM—RUBY AND SAPPHIRE 


The first specific mineral that we want to discuss is the 
mineral corundum, a mineral that is very important to 
the jeweler though it may sound strange under this name. 
Corundum is the mineral name; to the jeweler it is better 
known as sapphire and ruby. This reason exemplifies why 
there are but 20 minerals in common jewelry use, though 
there are many more different jewelry stone names. This 
particular mineral has two jewelry stones; other minerals 
have more. 

Corundum is aluminum oxide, it solidifies in six-sided 
crystals (Fig. 2), and when pure it is white. Different 
impurities tint it different colors, most often a melange 
of impurity make the crystals gray or brown or almost 
black. Chromium oxide alone gives it a red tint; the 
jeweler knows red corundum as ruby. Iron alone makes 
it yellow, one of the colors of “fancy sapphire.” Iron 
plus titanium makes it blue, the ordinary sapphire of the 
jeweler. Other impurities give other tints and corundum 
comes in all the hues of the rainbow. To the mineralogisi 
they are one, all corundum; and any when placed on the 
refractometer gives a reading of about 1.77 to 1.78, the 
average refractive index for that mineral. The jeweler 
then has to observe the color in order to place his own 
identification—ruby, sapphire or fancy sapphire—upon it. 

Ruby is about the rarest of all gem stones in general 
demand. It is also the most expensive in sizes from 
5 carats or so up. It is found in Burma, in Siam and in 
Ceylon. The best are the stones from Burma, which have 
a rich red hue with perhaps a touch of blue, making them 
most attractive of all. Siamese rubies rarely rival the 
Burmese stones as they are likely to be darker and their 
red by contrast has a touch of yellow. Under ultraviolet 
light the Siamese stones usually do not glow (fluoresce) ; 
the Burmese stones usually do. (Synthetics do too, so 





Summer Layaways Guarantee Price Level 
Ray Jewelers, 104 N. Main St., Elmira, N. Y., pro- 


moted layaway gift buying during the summer months 
with its own “Protecto-Plan” of merchandising which pro- 
tected customers against price gyrations. 

Here are the provisions of the Protecto-Plan: 

“1. Small deposit reserves any item for future delivery. 
Even though our stocks may not be complete later, don't 
worry, your merchandise w ill be saved for you. 

“2. Even though prices go up, don’t worry. You'll pay 
the original low price when you take out your merchan- 
dise. 

“3. And if prices should go down, don’t worry. Ray's 
guarantee to charge you the lowest prevailing price when 
you take our merchandise.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 


























this is no test for genuineness). Ceylon rubies are much 
paler and often are so light in tint that they approach 
pink sapphires. | | 

Small rubies are quite common, calibre stones being 
frequently used in relatively inexpensive jewelry. Large, 
poor quality, flawed stones are sometimes seen, but flaw- 
less, or nearly flawless stones above 5 carats, are extremely 
rare and very expensive. It is safe for the average jeweler 
to conclude that any large clean ruby that he sees is a 
synthetic, though the sure identification of synthetics 


is very simple. 
(To be continued) 





Edueate the Customer 


(From page 100) 


The point around which the system revolves is a sign 
on the diamond counter which gives the classifications 
used by Klein’s, under the heading “PHYSICAL AND 
OPTICAL VALUES.” Below, in two columns, diamonds 


are classified : 


Gem Blue Rare Color 

BW Blue White 

W-1 Finest White 

W-2 2nd Quality White 

W-3 3rd Quality White 

W-4 White with Tinge of Yellow 
Top Cape Best Yellow Grade 

Y Yellow 

OMC Old Mine Cut 


The sign also classifies degrees of perfection: 


Degree of Perfection 


F or P Flawless under 10 power loupe 
VVSI Imperfection is hard to find under 
10 power loupe 
VSI Imperfection is hard to find under 
4, power loupe 

SI Imperfection is slight 
Imp. Imperfection may be seen without 
loupe 


In addition to this information, all diamonds shown in 
windows and along the counters are identified by symbols 
from the two sections of the explanatory sign. Tiny tags 
are used to classify mounted stones, and labels are used 
in the storage sections of trays of uncut stones. Thus, it 
is a simple matter to determine why prices differ on stones 
of apparent similar size and carat weight, as well as the 
advantages of a top-priced, near-perfect stone. 


The process has resulted in far more interest on the part 
of actual and potential diamond purchasers in the Mont- 
gomery store. The signs are carefully studied by 95 per 
cent of the customers sold, and the classification informa- 
tion is kept in mind. Before selling any diamond, the 
salespeople go into a complete explanation of the plan, 
bring out several samples of diamonds to fit the brackets 
on the sign, and invite the customer to study it thor- 
oughly. As a result, the average sale requires more time, 
but this extra effort is compensated for in the higher 
appreciation and understanding which each diamond 
owner has for his purchased stone. 

To implement the “diamond education” which the cus- 
tomer has received, the Klein store has developed a cer- 























A Los Angeles Trade Fair Show Sponsored by the Los Angeles Chamber of Commerce 


G0, 





FOR JUNE, 1951 


3rd Western 


Jewelry & Silverware 
Show 


mauome China & Glass 


August 12-15 


~~ Biltmore Hotel 


(AND INDIVIDUAL SHOWROOMS) 


Los Angeles 


See the leading national lines 
at the official show for leading jewelry stores 


and buyers in the Western States. 


129 








19 DIAMOND 


#B77 —- FULL 

CUT CENTER 
oe 18 fine, white 
Available FREE MATS 
+B88 — FULL AVAILABLE 
CUT CENTER 


26 tine 


haF-lidal-tommelt-Tuslelatek? 


$37.50 


Rings enlarged 
to show detail 


white 


aareliaat-tomtelt-latelatek: 


$45.50 
LIEBER & LERNER 


The House of Values and Promotions 
305 — 47th Street, N Y. 17.N Y 
MUrray Hill 8-2750 





















CCURATE 
EATS ALL 


OMPETITION 


in production & delivery of 








mio BAGS & ROLLS 
e To Protect Your Merchandise hana List 


e To Merchandise Your Product rs... 


PACIFIC SILVER CLOTH © ANTI-TARNISH FLANNELS Vept. K 
ACCUPAC COTTON-LINER PAPER ¢ KIMPAK 


(AMP TI A 1502 










Osh h! OFA 

















150 West 22nd Street New York 11, N. Y. 
Chelsea 2-4880 











#950 JEWELERS PRICE TICKETS 
COMPLETE WITH CONTAINER 


pctuay 


$1750 





WITH EACH SET YOU GET: 


1092 INDIVIDUAL TICKETS 
150 PLASTIC EASELS 

100 TABS 

ROLL OF SPECIAL ADHESIVE 
ORDER YOUR CHOICE 


A—lIvory with Black Figures” 
, B—Black with Silver Figures 

i d t f 
ee '25e to $1000.00. C—Half Black & Half Ivory 


CAN ALSO BE AFFIXED TO WOOD—GLASS—METAL—FABRIC 
AVAILABLE AT YOUR JOBBER OR ORDER DIRECT 


Be Feanklin ING. COR. 


130 





SIZE 





6 of every popular 











tificate, on which all of the information which has been 
developed about a purchased stone is permanently entered. 
Included in the data is the symbol classification, seria] 
number, gradations, with the usual price and date entries. 
On heavy parchment, the certificate has a lot of value to 
the usual customer, who invariably puts it away to back 
any claims about the stone involved. 


Klein & Son, whose diamond volume rivals that of 
larger stores in cities twice the size of Montgomery, 
credits much of the store’s volume to aggressive promo. 
tion. Window display is rated first by this jeweler and 
newspaper advertising is second, on the basis of cus- 
tomers’ comments when buying. Therefore, Klein & Son 
has budgeted far more expense than usual to create un- 
usual, eye-appealing windows which attract diamond pur. 
chasers. 


“We stress color in making every diamond sale,” Mr, 
Harding added, “particularly wherever price seems to be 
a guiding factor. Talking clarity and purity of color is 
the best means of grading the customer up to the top 
quality diamond, once he has a grasp of our classifica- 
tion system, and thus we actually emphasize color first 
and last.” 





Photomicrography 
(From page 94) 


the beginning. Color film might possibly enhance that 
picture to a print that could be considered as something 
a little more enticing, a little more complete. However, 
there are the disadvantages that, aside from being an 
expensive procedure, requiring various filters, etc., color 
films contain only four colors—blue, green, yellow and 
red. And they hardly ever give you the true hue, tone or 
intensity of the color of the gem stone, especially one 
whose rare nuance will even defy description. Therefore. 
you would have to draw on your imagination again for 
the correctness of the particular detail and color—a con- 
sideration of great importance in all gem stones, often 
being the difference between commonness or rarity, 
rejected or sought after, cheap or priceless. You can see, 
therefore, that color should be correct or not at all. A 
poor compromise will not do, for once a false impression 
is created it is very hard to erase. For these reasons I 
shall keep my color experiments in my own morgue 
reference file. 


Figure 12 is a 114 carat diamond set in an octagonal 
box in a basket setting. Being an old stone, it shows what 
appears to be scratches on the table as well as other inter- 
esting inclusions. The problem was whether the scratches 
could be polished off at a cost commensurate with the 
value of the stone. 

Figure 13 shows the same “surface scratches” con- 
siderably magnified, and they prove to be fissures from 
within, coming through the surface, with additional ones 
below and deeper in the stone. Hence, an attempt to polish 
them off would result in a considerable amount of re- 
polishing and reshaping to no particular advantage, in- 
trinsically or aesthetically—and a very obvious waste of 
the customer’s money. 

Figure 14 shows another portion of the same stone at 
the same greater magnification, revealing wisp-like feather 
inclusions somewhat like those found in an emerald. This 
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-; also a very good example of a “fingerprint” that could 
not possibly be obliterated or duplicated in another stone. 

Figures 15, 16, 17 and 18 present the interesting case 
of a beautiful 3-carat diamond mounted in a men S gypsy 
ring which was sold as a perfect stone and, to all intents 
and purposes, it conformed with the F ederal Trade Com- 
mission’s ruling of being flawless to a trained eye under 
10x magnification. The problem: How to get a photo of 
such a stone that could be used for identification anytime 
again in the dim, distant future? Well, that's easy with 
the help of a few gadgets and a little experience. Old 
Mother Nature, as we previously stated, never made two 
gems alike—and as for perfection, that is just a case of 
where you choose to stop. These four photos show the 
stone under various magnifications, 40x to 300x; and off 
io one side, around 9 o'clock, you can see small carbon 
specks and feathers. You have the exact location in rela- 
tion to the culet and the rest of the stone, no matter how 
vou turn the stone around; and once having photographed 
these inclusions, getting their pattern and shape, it would 
not take long to find them again. If the stone should be 
recut in an effort to eliminate this “fingerprint,” it would 
simply mean the ruination of the gem. The irregular edge 
of the stone is where the edge of the mounting is knurled 
over the edge of the stone. 

Figures 19 and 20 present another interesting case of 
a l-carat diamond that was badly flawed in a sort of 
shattered-ice manner, as though the stone had been struck 
a blow from above the table or crushed in a vise; but 
externally the facets were clean and sharp, showing no 
marks or abrasion, and the details were all inside the 
stone! The only outside mark was a fissure on the pa- 
vilion facets in Fig. 20, but upon close examination you 
see that the pavilion facets coming from the girdle do not 
exactly meet the pavilion facets going to the culet. Their 
angles are off just slightly, but in such a manner that no 
cutter possibly could have cut them that way; therefore, 
sometime after the cutter had finished polishing those 
facets, they had separated and moved at the point of that 
fissure—just like an earthquake will cause a shift in the 
earth’s crust. 

What happened, of course, was that the stone had been 
broken or cleaved into two pieces and been very carefully 
cemented together again by an “artist.” However, if he 
had microscoped his job after he had finished, he might 
have done it all over again—or given it up as a bad job. 

In Fig. 19 the bubbles and irregular patches show the 
pattern formed when the balsam dried. Before taking 
these photos I was going to boil out the stone in am- 
monia or alcohol to try to remove some of the dirt that 
had accumulated in the fissure and would not come out 
by ordinary cleaning and brushing. A few minutes’ study 
under the microscope convinced me of the true char- 
acter of the stone and the danger of such a procedure. 
The stone would undoubtedly have fallen into two pieces 
and I would have had trouble on my hands. The moral of 
the story is: Look before you leap—and when you have 
extra-powerful eyes, use them. They will show you a lot, 
save you embarrassment—and perhaps a lot more! 

All makes it increasingly easy to visualize photo- 
micrographs as serving many vital new duties in the 
jeweler’s day. We look forward eagerly to the time when 
the “Gem Fingerprint Department” will be adding to the 
jeweler’s good-will reserves, his standing with Mr. and 


Mrs. Public. 
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by ALBERT S. KESHEN 


Mrs. Bick suggests an antique double 
scallop shell dish for an East Orange 
customer. Most business is done with 
old, established New Jersey families. 


Silver Repair Business 


Brings Steady Traffic of New Customers 


This suburban jeweler has established a business in a thriving community 


where families take pride in old silver which has passed from generation 


to generation. He repairs it, replates it, sells lots of new silver, too. 


Anew JERSEY husband-and-wife team has 
found profit in silverware repairing and replating. Pro- 
motion of the well-equipped maintenance department of 
the Jewelry Craftsmen shop at 603 Central Ave., East 
Orange, N. J., has attracted new customers and new sales 
since Mr. and Mrs. Max S. Bick began their own jewelry 
business in New Jersey ten years ago. 

Located in a thriving suburban area and _catering to 
an exacting clientele, families which take pride in the 
silverware patterns which they have retained for genera- 
tions, this shop has built a selective trade in steady and 
repeat business, both in repairs and in new sales. 

Bick brought many years of jewelry experience with 
him: when he and his wife opened their shop in a small, 
second floor office in East Orange in 1941. At the outset, 
the stress was put on replating, refinishing and polishing 
old silverware. The quality of work which was turned 
out soon attracted a growing trade. Five years ago the 
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business was moved to its present location, where a better- 
equipped silver repair-replate department was added. 

‘An important reason for our success is that we follow 
through on our orders and sales,” said Bick. “We not 
only act as consultants and advisers, but complete the 
job from every possible angle. We do monogramming, 
wrap the order in an attractive box with appropriate 
paper and gift card. In addition, we offer delivery 
service.” 

The store stresses quality merchandise and often has 
turned away certain jobs because the silver would wear 
off and it would not pay the customer to have the piece 
serviced. According to Bick, such a customer is seldom 
irritated and usually accepts the advice in the spirit in 
which it is given and responds by ordering something 
new, discarding the worn-out merchandise unless it has a 
sentimental value. 

(Please turn to page 138) 
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e’'re trying to keep things in balance 


The Poole line has always been a popular one with distributors, retailers and con- 


sumers. So much so that we have often found it difficult to keep up with the demand. 


During the past six months, due to government restrictions plus greatly increased 


demand, this condition has been aggravated. 


While every effort is being made to supply the requests of our distributors, some 
deliveries have of necessity been delayed. We apologize for any inconvenience 
which may have been caused and we are doing whatever we can to keep a balance 


between our orders and deliveries of the Poole line. 





FOR OVER HALF 
A TRADITION IN SILVER ° . CENTURy 


POOLE SILVER COMPANY, INC. 


TAUNTON, MASS. — NEW YORK SHOWROOM — 366 FIFTH AVE. 
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Here’s a striking example of spicing a meal with conversa- 
tion pieces—a good display gimmick for your windows and 
counters. A pineapple serves as a candlestick and the cane 
mats are “slipcovered.” (The linen borders are removable and 
can be varied.) The silver and glassware add a feeling of 
continuity. 








The marine flavor of a seafood luncheon, illustrated in this 
photograph reprinted from a July issue editorial, is pointed 
up with a bouquet of coral and china fish plates set on shell- 
bordered mats of fishnet. The sterling is “Romance of the 
Sea” pattern by Wallace Silversmiths, Wallingford, Conn. 











“For supper on a warm night,” says July House Beautiful, 
“give the table a Hawaiian accent with tapa cloth, driftwood, 
bird of paradise flowers, ices in coconut shells.” Use eye- 
catching displays like this one to stop customers in the aisles 
of your store. 








Here’s another example of seasoning food with eye-appeal, 
from a July issue editorial presentation. In this case, the 
unusual tableware plays up the food’s color and symbolism. 
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... another in House Beautiful’s parade of dramatic presentations designed to stimulate 


consumer interest in better living through variety of atmosphere . . . to spark sales of 


novelty tableware with eye-appeal. Several examples, which appear in full color in 


the forthcoming issue, are reproduced here for your advance information. Use them 


as a basis for displays in your store—they’ll probably suggest any number of your 


own ideas for specific merchandise you carry. And, as an influential authority, quote: 
“House Beautiful says, “Let eye-appeal seasoning be your signature’.” 


IN JULY, it’s brand promotion time. Use these helpful trade 
messages for ideas ... adaptable information from best-sellers 
on House Beautiful’s advertising pages. 


TAPERLITE DINNER CANDLES in the two-pack 
oy are designed for effective display and have 
igh impulse buying appeal. Long profit item. Low 
selling cost. No special wrap. Initial order deals 
include three popular lengths, 15 consumer-tested col- 


STIFFEL COLLECTION LAMP ORIGINALS are pro- 
duced with great care and discretion for persons 
devoted to the best in taste and craftsmanship. De- 
signed by the eminent Edwin Cole to grace the world’s 
finest homes. Stiffel lamps are featured at fine stores 













ors with high turnover. Counter cards, ad reprints. 
mats, decals, stuffers, other tie-ins availab'e. everywhere. 
















IN JULY, put House Beautiiul’s 


influenee as a buying guide to 


Goldsmith Goblets 


work for your store by using 


RVOUR display eards and mats for your 
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as currently seen in $ - @ newspaper advertising. Both are 
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House Beautiful @& 





available free of charge. 

















For the mat, in which product names can easily be 
inserted, check the square indicated. For the mounted 
cards, check any or all of the top-quality products 
below, which are advertised in July House Beautiful. 
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Engraving 





Bugaboo or big Business? 


by GILBERT R. LESSER 





for GIFTS 








Personalized for YOU... 












Cover of Christmas catalog devoted exclusively to engraved and monogrammed gifts. 


= year, a lot of jewelers stage the indus- 


try’s biggest give-away show — to the tune of two-thirds 
of a million dollars; give it to their customers “on the 
house” in paying homage to the antiquated custom of 
“free engraving.” 

And this in the face of an estimated 37 per cent in- 
crease in the cost of engraving in the past two years. 

No wonder many retailers bemoan engraving as “the 
biggest headache in the business!” 

Yes, it can be a headache—if you capitulate to it, 
instead of capitalize on it. But every day, jewelers who 
once considered engraving a necessary evil are not only 
actually finding it a new source of income, but a sales 
stimulant, and what’s more, a speedy service, easily 
rendered. 

The jeweler to whom engraving is a bugaboo rightly 
asks, “What’s in it for me?” But he comes up with the 
wrong answer. “Nothing but headaches,” he says, send- 
ing out for an aspirin and another bottle of red ink. 

Meanwhile, merchants who are making engraving more 
than just a good-will gesture come up with a different 
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answer. “Profitable? And how,” they say, “if you charge 
for it.” According to a survey by the American National 
Retail Jewelers’ Association, 45 per cent of the nation’s 
jewelers did charge for all engraving. Of the remainder, 
the greater majority admitted to charging for “some” 
engraving. 

At a time when engraving costs have risen so tremen- 
dously, a growing number of jewelers realize that they 
can no longer give this service away. 

Well, if that’s the way the land lies. how much should 
one charge for engraving? The safest answer is the 
obvious one: first, establish your engraving costs per 
initial, whether you base them upon the comparatively 
high labor cost of hand engraving, or, in the case of 
machine engraving, on the fixed purchase price of the 
machine plus the lower labor cost for operating it. Then 
add such costs as overhead, handling, etc. To this cost 
figure you must add your own estimation of a fair profit. 

Recently a leading New York jeweler advertised a 
woman’s gold watch fob. The copy boldly announced, 
“Monogram $5 extra.” Such a charge is the exception, 
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but it does point the way to other jewelers and helps to 
educate the public to pay for a service it most assuredly 


wants. 
For the public does want engraving—as indicated by 


the growing trend in “personalized” merchandise. Re- 
tailers are recognizing more and more that personalizing 
is magic in selling, that many a sale is “clinched” when 
engraving 1s suggested. For instance, the supplier of 
L. C. Gale, Brooklyn jeweler, became more and more 
curious as to why in the world this comparatively small 
jeweler was ordering and reordering such huge quantities 
of anklet bracelets. Gale explained that he’d upped his 
volume from five to twenty dozen a month by advertis- 
ing, displaying and otherwise promoting not just brace- 
lets but “anklet bracelets personalized with your own 


name. 

One of New York’s leading department stores pre- 
pared a 32-page Christmas catalog devoted exclusively to 
personalized gifts. “There is no gift more flattering to 
receive than one individualized by the addition of initials, 
name or monogram,” the catalog stated. Then there is 
the highly successful merchandising idea used by both 
Sir John Schenley whiskey and by Mary Dunhill perfume. 
Products are packaged in a personalized bottle bearing 
the initials of the recipient. 


Yes, personalized merchandise is now a formidable 
ally of many a retailer—and in the forefront is the 
jeweler. But beyond its power as a salesman, personaliz- 
ing has long been acknowledged by jewelers as “insur- 
ance’ in eliminating exchanges, refunds and returns. 


Sylvan D. Herskowitz, owner, of Sylvan’s Jewelry, 
Blairsville, Pa., is a man who believes in this “insurance.” 
All during the Christmas rush he vigorously promoted 
“Engraving speedily done on the premises.” After the 
holiday he checked the results. He was pleasantly as- 
tonished to discover that he had reduced his Christmas 
returns over the year before by some 80 per cent! 


“All very encouraging,” says the thumbs-down-on- 
engraving jeweler. “But that still doesn’t end engraving 
bottlenecks for me. Engravers are hard to get, costs have 
risen, and | can’t handle all the engraving demands | 
get now, much less the added ones I’d receive if I pro- 
moted ‘personalizing.’ And then if I send out work, | 
often create ill-will by making my customers wait until 
their order comes back days and weeks later.” 


For this retailer, and indeed for the over-worked hand 
engraver himself, the perfection of the engraving ma- 
chine can be a happy solution, as thousands of jewelers 
have discovered during the past few years. 


Take the case of the well-known Ontario jeweler, 
Robert Brown, Ltd. Says Gordon Brown, secretary, “Our 
engraving machine has proved to be a great asset. We 
have now gone through our third Christmas with it and 
have been able to do rush engraving jobs right up to the 
last minute. Although we also do hand engraving,” says 
Mr. Brown, “We find our machine to be a great time 
saver.” 

So, if you are one of the Bugaboo fraternity, tote out 
your engraving policy and re-examine it in the bright 
light of today’s costs. 
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GOLD 


21 West 46th Street 





Metals of Guaranteed Purity 


PLATINUM 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 


W. solicit your Sweeps bs 


Filings — Scrap Gold and 


Your Old Gold Shipments 


Kastenhuber & Lehrfeld, Ine. 


Tel. LUxemburg 2-2320 


PALLADIUM 


Platinum — Metals 


WILL RECEIVE 
Special A} tention 


New York 19, N. Y. 
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Famous Diamonds of the World 
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THE STEWART 


This was one of the great “river stones” of South 
Africa, a name given by the old prospectors to alluvial dia- 
monds found in the gravel beds of streams. The first 
diamond discovered in South Africa was an alluvial stone. 
For many years, the 228-carat rough known as the Spal- 
ding, later as the Stewart, was the largest alluvial ever 
found. 


The original claim on the Vaal River where the Stewart 
was found belonged to a man named Pepper. As the 
claim was outside the area of good diggings, the owner 
was glad to unload it to a Robert Spalding for $150. 
Spalding turned it over to his partner, Antoine Williams, 
and said, “See what you can do with it.” 

Williams, with a native boy, started to work the dig- 
gings. One day in 1872 he told the boy to shift toward 
the outer edge of the claim. The native, not understand- 
ing Williams, waited to be shown. The latter took a pick 
and began to demonstrate what he wanted the boy to do. 
Suddenly, the pick struck something hard which bounced 
up and struck Williams on the head. Whether from the 
effects of the blow or amazement at the size of the dia- 
mond his pick had unearthed Williams was almost too 
stunned to pick it up. He did, however, and stuffing it 
in his shirt, was helped to a cart and taken to find his 
partner, Spalding. Williams later said he couldn’t eat 
for two days from sheer excitement. 


In the rough, the stone was slightly yellow. The 228- 
carat rough was sold to a merchant named Stewart at 
Port Elizabeth for $30,000 who then resold it for $45,000. 
The stone which retained the name of Stewart, was later 
cut into a fine brilliant of 123-carats. Its present owner 
is unknown. 





When the secretaries of South Dakota Chambers of 
Commerce held a convention recently, they discussed, 
“How to Extend Trade Areas.” The consensus was thut 
business men should promote general sales promotion and 
training, such as improving better service in retail estab- 
lishments, short courses for salespeople, etc. 
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Silver Repair 





(From page 132) 


Besides the standard flatware and hollowware, the shop 
takess in a variety of items for servicing. These include 
stainless steel blades for old knives, insulators for tea ang 
coffee pots, finials, and other household goods which the 
average person might throw away, but which can he 
salvaged by Craftsman Jewelers. 

The Bicks have realized for many years that sentiment 
for old silverware has.a strong influence in building up 
patronage. Because of this fact, they make themselves 
thoroughly familiar with the histories of families in their 
community. A record is kept of family patterns and 
crests and newspapers are watched carefully for items on 
engagements and weddings. Bicks give reminders on the 
importance of refurbishing silverware on those important 
occasions or, as may be the case, they offer to remove 
old initials to replace them with the new ones which the 
situation may call for. 


OLD FAMILIES STRONGLY SILVER CONSCIOUS 


“Most of our clients are old, established families who 
are strongly silver conscious,” said Bick. “They use the 
same plates and dishes throughout the year. When these 
pieces become worn, they prefer to have them restored 
for special occasions or purchase new sets of similar pat- 
terns. Since we can offer either replating service or fur- 
nish brand new merchandise, we have been successful 
in keeping these people on our books for repeat business 
throughout the years.” 

Interior displays, newspaper advertising and club ex- 
hibits are all used for promotional purposes. The store 
buys old silverware and displays it in a separate side-wall 
glass showcase. If a customer is interested in a particular 
old pattern, it is suggested that he permit one of Bicks’ 
craftsmen to refinish it. If he prefers, the customer may 
purchase the piece in its present condition. 

Flatware and hollowware, Bick’s principal types of 
merchandise, are always given prominent display posi- 
tions. New hollowware is displayed in a showcase near 
the old silver displays. Each item, whether old or new, 
is tagged to indicate manufacturer, brand name, pattern 
and price. For reference purposes, a copy of JC-K’s 
“Sterling Flatware Pattern Index” is kept in this section. 

Small placards are posted throughout the shop to re- 
mind visitors of the silverware repair and gift-wrapping 
services offered. Throughout the year, postcards, which 
emphasize Bick’s repairing and replating services, are 
mailed to customers. Direct mail advertising is supple- 
mented by daily advertisements on the society pages of 
the Newark News. Bick’s ads also appear in many Orange 
women’s club and civic group bulletins and pamphlets. 
Frequently, exhibits are presented to these organizations. 

The physical equipment for the maintenance services 
is installed in two rooms in the rear of the shop which 
contain much of the latest machinery and tools, including 
a plating tank with a capacity of more than 100 gallons, 
a polishing lathe, a potash degreaser, a sand box and 
blower to collect flying dirt from the polisher. One silver- 
ware craftsman is always on duty. During the rush sea 
sons, two or three additional men are employed for plat- 
ing and polishing work. 
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Complete records are always available to the store man- 
ager to provide him with information on every silverware 
order which is being handled by the shop. 

According to Bick, promotion of the shop’s maintenance 
service has given a boost to both old and new silverware 
sales, as well as stimulating repair activity. 





Promote Graduation Watches Early 


A good watch is one of the gifts most desired by gradu- 
ates, and many jewelers have found it advantageous to 
start promotions of “watches for graduates” early in the 
spring. Here are a few ideas which you may wish to 
try in your spring promotion this year. 

Last year, the Slavick Jewelry Co. of Los Angeles ran 
an advertisement showing a pair of graduates admiring 
two watches. They stated that these watches would be 


sent on approval anywhere in California or the Western 
’ 





Graduation watch display by Rosenzweig's, Tucson, Arizona. 


states, and could be paid for at the rate of $2 a month, 
a 30-day charge account, c.o.d., or by check, and enclosed 
a coupon which could be clipped in ordering the watches 
on approval. 

Donavan & Seamans Co., “Los Angeles’ oldest jewel- 
ers,’ ran an ad headed “The Graduate you love is hoping 
for a Watch.” Watches were offered both on charge and 
budget accounts. A window showed an open volume in 
illuminated Old English lettering, “Now and Forever— 
Graduation.” The best award for the culmination of four 
years of achievement is one of these fine watches. A 
dozen patterns, both masculine and feminine types, were 
displayed. 

“The young business men of the city put on a big 
Junior Ice Revue for the benefit of the bands of the three 
high schools of the city,” said the manager of the Dia- 
mond Shop, Tacoma, Wash., “and we secured the good 
will of this association, and the students, and greatly in- 
creased our graduation gift business by purchasing a 
number of tickets. For two weeks before graduation we 
offered a pair of tickets with each purchase of a watch, 
and a single one for the purchase of any graduation gift. 

An effective watch-for-graduation display was made by 
Rosenzweigs of Phoenix, Ariz. On the wall was a large 
white satin oval on which were silhouettes of a pair of 
heads in mortarboard hats, and a strip card “Gifts for 
a Graduate.” Another card suggested “Graduation is 
the Day of Days—Give a Fine Watch.” Four nativually 
advertised brands of watches, for both boys and girls, 
were featured, ranging in price from $20 to $60. 
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the whole year through 
wise jewelers find the 


A&G 

















A veritable cornucopia of profit- 
able products is at your disposal 
for day-to-day selling when you 
make full use of the A&G Catalog. 
Use this fabulous book to sell from 
... because A&G’s long tradition 
DISTRIBUTORS OF of dependability and experience 

00 is your guarantee of good service. 


FAMOUS LINES 








New Sunbeam Mixmaster Model #10 


FINE JEWELRY @© DIAMONDS e¢ — TOILET WARE 
A COMPLETE LINE OF FINE STONE RINGS 


: Alsenstein & Gordon, Inc. 


712-714 Sansom Street ° Philadelphia 6, Pa. 
Phone: WAlnut 2-3995 
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ELGIN WATCHMAKERS 
COLLEGE 


WILL ACCEPT 


30 VETERANS WHO APPLY 
NOW FOR G. I. TRAINING 


You must be in attendance by July 25, 
1951 to receive educational benefits un- 


der the G.I. Bill of Rights, Public Law 346. 
Apply now to receive approval for Vet- 





eran Training. Qualified veterans will be 













considered in order of applications re- 
ceived. Earn more as a tine watchmaker 
—learn how at Elgin. Write: E. L. Schmidt, 
Registrar, Elgin Watchmakers College, 
269 South Grove Avenue, Elgin, Illinois. 


First school accredited by both the United Horological 
Association and the Horological Institute of America. 
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Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
and illustrations the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 





Prices 


gladly furnished 





NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: . ESTABLISHED 1671 

















‘Scientific Slant’ 


(From page 84) 


For the customer who is unable to visit the store durin 
the regular store hours, an evening appointment is often 
arranged, a service which this store offers the public ip 
connection with its diamond merchandising program. The 
evening customer is given the same opportunity to selec 
a stone with the assistance of either the gemologist or g 
registered jeweler. It is not unusual for three or foy; 
evening appointments to be arranged in a single week. 
Lester W. Moon, owner and manager of the store, said 
that evening appointments seem to be a well-appreciated 
service, particularly among those customers who haye 
little opportunity to get to the store during business hours, 

Beyond the usual advantages of the diamond room and 
the evening-hour service, the Moon Jewelry Company 
observes extremely strict policies with respect to diamond 
merchandising. The store never holds a sale on diamonds 
and utilizes none of the slogans or claims which have been 
used frequently in jewelry merchandising. 

The display window, which is given over primarily to 
diamond promotion, forms one side of the diamond room. 
This arrangement makes it possible to utilize a larger, 
more valuable diamond display than is usually found in 
stores of comparable size. 

This store’s outstanding volume has been due, chiefly, 
to the long period spent with each customer in the dia- 
mond room and resultant discussion among the local 
residents. 





Cooperative Promotion 
(From page 104) 


tions and prices, so attendants would be able to guide 
visitors reliably according to their preferences and pocket 
books. That the training was needed, was revealed by the 
inability of most service station operators to answer even 
the most common requests for information intelligently. 

At the same time, the committee organized three scenic 
drives covering the main points of interest in and around 
Yakima. The drives were marked with “Skookum Joe” 
metal signs at various points. A cartoon map was printed 
showing all three drives, on a post-card size white card. 
The cards were distributed in restaurants, motels, hotels, 
service stations, and other establishments. 

With the aid of a card, a visitor is able to see all points 
of interest and return to his place of lodging, without get- 
ting lost. A visitor who gets lost while sightseeing in- 
variably blames the city where he is staying, and leaves 
with determination not to repeat his visit. 

The same cards were distributed to the police depart- 
ment, with a printed message from the chief of police on 
the back. In case of a traffic violation by an out-of-state 
car, the officer leaves a card instead of a ticket on the 
windshield. The card informs the visitor he has violated 
a traffic law, but since he is from out of the state, the 
department will overlook it. It invites him to enjoy the 
recreational facilities of Yakima during his visit. 

Another and larger cartoon map is printed on a folder 
which is distributed by the same establishment as the 
cards. This map shows the principal recreation facilities 
which exist outside of Yakima. including some points as 
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far as 150 miles away. The object of the folder is to 
encourage tourists to make Yakima their headquarters 
for their stay in the state of Washington or at least in 
the eastern part of the state. A round trip to all points 
can be conveniently made in a day’s driving time. 

The third point of the Chamber of Commerce's pro- 
motion is designed to advertise Yakima as a desirable 
spot to visit. Two media of advertising are used for this. 

The first medium to be used was a tourist folder. The 
cover features a color photograph of an attractive young 
Indian woman in tribal dress. The text of the folder 
emphasizes the advantages of Yakima as a place to visit 
or to live, as well as the opportunities for business, indus- 
try, and farming. It is amply illustrated with photo- 
graphs and art work. The folder is distributed to bus 
lines, railroads, airlines, automobile clubs, chambers of 
commerce, etc. 

The second medium of advertising is billboards. Two 
large permanent billboards were erected first, near main 
diversion points on two of the principal highways. The 
message is short and simple. It invites the visitor— 
through Skookum Jim—to come to Yakima, “The Fruit 
Bowl of the Nation.” 

The newest phase of this program is erection of small 
boards, only four by eight feet in size, at many more 
points throughout Washington and in some neighboring 
states as well. They are replicas of the large billboards. 
There will be 50 of these altogether by the end of this 
year, some located as far as 400 to 500 miles from 
Yakima. At the end of five years, the committee plans 
to have about 500 of these signs erected. Use of the 
smaller signs enables them to spread their message more 
widely, as 20 small boards can be erected for the cost of 
one large one. The large boards will be used, however, at 
main diversion points, 

The difficult initial phase of the program has now been 
successfully negotiated, the leaders of the program feel. 
As beneficial results have become more readily apparent. 
local support has become comparatively easy to muster. 
Plans for the future call for an expansion of the program 
with some advertising planned in newspapers and radio. 





Get’s the Graduates Coming and Going 


A unique and instant attention getting commencement 
gift ad was run by Davidson & Licht Jewelry Co., Oak- 
land, Calif. Cashing in on the well known fact that 
everybody likes to see his name in print, they took a 
full page, and listed therein the names of all the graduates 
of the six Oakland high schools—some 900 in all. The 
ad was headed “Let’s Talk about Graduates.” At the 
bottom was shown the cut of a book “Memories of Grad- 
uation.” The ad read: 

“We salute you, Graduates of ’49. Awaiting you at 
Davidson & Licht’s is a memento gift—a memory book 
in which you may record the highlights and facts of 
chief interest concerning your high school career and 
activities. Simply call for the copy at your convenience. 
No cost or obligation. We simply want to meet you 
= wish you continued success in everything you under- 

e. 

In addition to giving copies of the book to all the 
graduates they made a similar offer to all those entering 


high school, thus securing the good will of the youngsters 
from the start. 
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FURERA 


Anti-Tarnish Rolls and Bags 


in America's largest color range 
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There is no better or more lasting advertisement for your store 
than to deliver fine silverware in attractive Eureka containers 
imprinted with your store name at no extra charge. 


And Eureka anti-tarnish Rolls and Bags for silverware, made 
of suede-finish Eureka Duvetyn Cloth, are now yours in Ameri- 
ca’s widest range of soft lovely colors and color combinations. 


Here are Eureka’s colors: Wood Rose (our newest shade), Blue 
Grey, Silver Grey, Mouse Grey, Jade Green, Peacock Green, 
Aqua Green, Rose Red, Garnet, Del- 
phine Blue (light), Military Blue, Me- 
dium Blue, Powder Blue, Orchid, 
Champagne, Chocolate Brown, Purple, 
White. We also supply rolls and bags 
of famous seal-brown Pacific Silver 
Cloth — “The cloth that prevents 
tarnish.” 


Write now for free sample in our 
newest color, Wood Rose, and for free 
color strip showing all our colors—all 
of which are in stock for prompt de- 
livery. Leaflet and price list will also 
be sent on receipt of your inquiry. 


Eureka Manufacturing Co., Inc., 5 Maple Street, Taunton, Mass. 





Coordination 
(From page 106) 


the end of each stick and used as a base to display one 
set of rings in a box. 

The general color trim was cerulean blue, and ‘cad. 
mium light red; in other words, all light, bright colors, 
Spotlights against the glass-covered sticks were effective 
Small fans were sxvenged behind each of the palettes 
to slightly move the stelle with the colored lights play. 
ing against them. 

All. diamond goods on display were boxed and tickets 
beside each item gave the price and the terms. 





All displays remained in the windows until 11 o'clock 
oe Now, oer be Sure! each night. Extra insurance—$50,000.00—was pur- 

Don’t delay. . .’It's later than you think!’” Make up an order now chased to cover this risk. 
for the cotton filled, satin lined, set-up and folding jeweler’s boxes, A fluorescent banner was hung all the way around the 
fancy wrapping paper, seals and labels you'll need soon Make store; 225 yards of material were required. The width 
PICTORIAL your one reliable source for all. Defer delivery as was 14 in.; the same shade of red employed in the win. 





desired. Protect against rising prices. Get your choice of sizes, 
designs, colors, before the rush starts. 


a ae 
> WRITE for CATALOG Ge 


Complete information, prices, on the 
PICTORIAL’S complete line.... 
Yours for the asking. WRITE TODAY. ° 


dow display. Advertising copy was printed on the rib. 
bon banner. 


RADIO USED FOR IMPACT ADVERTISING 





All radio stations were contacted and asked to reserve 
air time to facilitate impact advertising. It was felt that 
40 announcements a day for seven days would be more 


PICTORIAL PAPER PACKAGE CORPORATION Ika tRaenenea ie esterase 


15116 MERCHANDISE MART 232 SOUTH LAKE STREET know that something was going on at the Anderson 
| Plans were drawn up for newspaper advertising. Co- 

Build your House 
improve the unit sale: to gain the sale; to try for larger 
The store’s five top salesmen were assigned to the dia- 


CHICAGO, ILLINOIS AURORA, ILLINOIS | Jewelry Company. Ten word spot announcements served 
| ordinated, intensified full-page newspaper ads were run 

e | 

: 3 

ty aic Cpalls down payments; to have the customer who had made the Ff 
iin = | mond department. Each sales person received a | per 


ns NE Tassels os | the purpose. The radio budget was set up at 15 per cent 
‘n the three local newspapers. 
purchase be sold more than a ring, confidence in the 
cent commission. 





























WE CAN HELP YOU... | of the advertising appropriation. 
When customers entered the store, much was done to 
| 
ON A SOLID FOUNDATION! Anderson Jewelry Company. 















| The break-down of sales made is as follows: 
| 1. Lay-a-way Sales ran 15 per cent. 
| 















2. Cash sales constituted 25 per cent of the total busi- 
Price | ness; 
$3 750 | 3. Credit sales, fully terminated, accounted for 60 per 
hn reg. value $59.50 | cent of the business transacted. 
| | The average down payment on deferred accounts was 
Bulova Hand Cabinet . Save $22 _ 19 per cent with the balance deferred an average of 5% | 
Cabinet Contains: Newest Improved Cabinet: | months. | 
¢ 108 prs. blue, gold and ¢ Standard size for stacking | Approximately 20 per cent of the business came from 
oz 4 eeea tine : —— oo outside Salt Lake City. Of this amount 15 per cent was 
. 18 sn ta: Fig ty mons a | response to newspaper ads in which the customer wrote 
Call or Write for Details About this Profit-Making Plan! | and asked to purchase the ring shown. 
. Advertising media results proved that each media as 
JOS. B.BECHTEL & CO. Inc sisted the sale. Radio alone would not have done the 
] ' job, but radio coordinated with newspaper, display, and 
WinwaenLe DSnUTORS oni mail carried tremendous Ave ner e 
bes sree See Pages ra ov The advertising allocation was on the basis of 2% 
per cent of the gross sales. The percentage break-downs 
were as follows: 
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Window Displays, lo per cent 
Newspapers, 60 per cent 
Radio, 15 per cent 


Direct Mail, 10 per cent 
This promotion proved successful beyond Anderson 


Jewelry Company’s greatest expectations. 





Know Your Jeweler 


(From page 83) 


tives of the American National Retail Jewelers Associa- 
tion and the Jewelry Industry Council had the opportunity 
to hear the jewelers themselves tell of their individual 
success with the promotion. Publishers of the two news- 
papers also sat in at the luncheon and agreed with the 
Hartfordites that a cooperative promotion such as “Know 
Your Jeweler” pays dividends to all concerned. 

A surprise touch at the luncheon was the presentation 
of a plaque to Paul Tschudin, representative in the 
United States of The Watchmakers of Switzerland. The 
plaque was headed, “Cause For Applause,” and went on 
to state, “Presented to The Watchmakers of Switzerland 
by the jewelers of Hartford for coordinating the Know 
Your Jeweler Campaign, 1951.” 

Results of the promotion, according to the participants, 
was not only greaty increased store traffic, but customer 
comment was infallible proof that this promotion had 
given the public of Hartford the needed opportunity to 
“Know Their Jeweler” bettter. 





Awards for Best Father’s Day Ads 


Retail jewelers will be interested in the 1951 ad contest 
just announced by the Father’s Day Council. To the 
writers of the best ads, prizes will be given in United 
States Savings Bonds as follows: Ist prize $50; 2nd 
prize $25; 3rd prize $25. The ads can carry any copy 
or illustration. There are no special regulations as to 
that. The judges’ decisions will be final and the judges 
will be advertising executives chosen by the Father’s 
Day Council. The Council will play no part in picking 
the winners but will put up the money for the awards. 

Naturally the ads are to run prior to Father’s Day, 
June 17, 1951, or even on Father’s Day itself, if desired. 

Tear sheets of the advertisements are to be sent not 
later than June 30, 1951, to the Father’s Day Council, 
00 E. 42nd Street, New York 17, N. Y. 

To enter the 1951 Father’s Day ad contest, please send 
the following letter of entry now: 


“I hereby enter National Father’s Day ad contest. I 
shall send you, not later than June 30, 1951, tear 
sheets of ads prepared by me for (insert name of re- 
tail store or manufacturer, and city). 
(Sign your full name and address.)” 


The 1951 Father’s Day free mat and advertising ser- 
vice for stores has just been mailed by the Father’s Day 
Council to every newspaper in the United States. 

This ad service incorporates complete suggested ads 
for Father’s Day, June 17. The copy is flexible so as to 
accommodate all types of merchandise in every field. 

Copies of this advertising service may be obtained by 
addressing Father’s Day, 50 East 42nd Street, New York 
17, New York. 
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¢ Back in 1890, before introduction of Monarch Price- 


Marking Systems, jewelry price-marking was a tiresome 
job, expensive in both time and money. Hand-written 
tickets were subject to blots, smudges and illegible 
crowding of information. Now, stores of all sizes have 
discovered the benefits of neat, accurate Monarch 
price-marking. 

Systems using the Monarch Tri-Marker price- 
marking machine have proved a good investment for 
stores with jewelry items to price-mark. Machine price- 
marking is more lasting, more legible. Considerably 
more information can be printed on a small ticket than 


can be written on it by the most careful penman. 
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The MONARCH 
Marking System Company 


Since 1890—World's Largest Manufacturers and Distributors 
of Merchandise Price-Marking Equipment and Supplies. 
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2. Lowestoft Design 


> 


Silver Salad Set 


















5. New China 
Pattern 








1. Mouseline Glass 








3. Trindle Candlesticks 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|] 1. Wafer-thin crystal glasses with straw stems—the "Marvel" 
and "Miracle" lines of Mouseline tableware, beautifully 
simple in shape and brilliant in quality. Carried in complete 
stemware by Paul A. Straub & Co., 19 E. 26th St., New York. 


[}2. "Willis" pattern in Spode's Lowestoft ware—Oriental in 
styling and done in rich natural colcrs against the subtle 
blue-gray tone of the ware. Design recently added to stock 
by Copeland & Thompson, Inc., 206 Fifth Avenue, New York. 


[ 13. Added to the line this season—these trindle, or three- 
light, candlesticks (32653) which match the “Baroque” 10!" 
handled bowl. Candlesticks retail for $4.50 each, and the 
bowl, $3.50. From Fostoria Glass Co., Moundsville, W. Va. 


[1 4. Modern in styling is this salad set, recently introduced 
by Three Crown Industries. Fashioned in heavy silverplate; 
the fork and spoon are 12" in length and may be retailed for 
$4 a pair. Sold through Sun Glo Studios, 225 5th Ave., N. Y. 


(15. "Spruce"—new dinnerware pattern in Winfield China, is 
available in two color combinations—green on white, gree 
on chartreuse; 5-pc. setting retails for $9.50. From American 
Ceramic Products, Inc., 1825 Stanford St., Santa Monica, Cal. 
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with this Vow Fostoria 


Here’s another Fostoria sales help designed to 
make you the Bridal -Genter in your trading 
area. Briefly, this plan furnishes you with 
examples, ideas and materials to help establish 
a Bridal Registry Service in your store. 


It’s a complete wedding gift program, to reg- 
ister bride’s pattern and gift preferences so 
friends can give wedding presents which have 
been pre-selected. 

You'll profit by increased store traffic, stimu- 
lated stemware sales and the elimination of 
costly returns. Your Bridal Registry Service 
will build good will for your store. 


FOSTORIA GLASS COMPANY + MOUNDSVILLE, WEST VIRGINIA 


REGISTER? 





a 
Inna 


De, 


me, 
me, 
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Bride Registry Service 


Here’s what you get 

A Plan of Action giving complete details and 
illustrated suggestions. 

A Window-Counter Display Card identifying 
your store as one having a bridal registry center. 
Registry Cards for the bride to register her 
selections in glass, china, silver and other 
appropriate gifts you carry. 

A Bride’s Registry Book, with antiqued cover 
for registry cards listing the bride’s preferences. 


Ask your Fostoria representative or drop 
a line direct to... 


0 ae ‘ 


70.) (0) 8! 
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5. Magnetic Coaster-Tray 








3. Modern 
Dinnerware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[| } I. This "Forever Yours" cut pattern in Tiffin crystal glass- 
ware, introduced this spring, appears on the #17507 shape. 
It is made in a complete line of stemware, salad plates and 


finger bowls. Created by United States Glass Co., Tiffin, O. 


[_12. "Finnish Flowers"—floral design in blue or red printed 
underglaze on white faience by Arabia of Helsinki. Made in 
full dinnerware and many accessory pieces; 5-pc. setting is 


$4.50 retail. From Waertsila Corp., 225 Fifth Ave., N. Y.C. 


[| $3. “Encanto,” the new Franciscan china dinnerware shape de- 
signed by Mary K. Grant, has been chosen by Museum of 
Modern Art, New York, for its Good Design 1951 Exhibition. 
Made by Gladding, McBean & Co., 2901 Los Feliz Blvd., L.A. 


| 14. "Putti'' cherub figurine in hard porcelain bisque, de- 
signed by Susi Singer, is made in 12 styles; may be bought 
individually or in sets, with descriptive brochure. Made by 
Walker-Renaker Pottery Co., S. Magnolia Ave., Monrovia, Cal. 


f 
} 


tJ 


5. Magic-Magna coaster-tray set has coasters of magnetized 
plastic which hold glasses to metal tray, even when tilted. 
Red or green tray, 13"'x 17", with 6 coasters may be retailed 
for $6. From Lenart Import Co., 225 Fifth Ave., New York. 
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This great national show offers you a choice selection of original 
saleable merchandise. Over 217 exhibits of the newest wares 
are grouped in orderly, convenient displays for your complete 
shopping coverage at a minimum of time and effort. So cash in 


on a rich market by attending this big show. 











July 15-20 - Hotel New Yorker 


Directed by GEORGE F. LITTLE MANAGEMENT - 220 Fifth Avenue, New York 1, N. ¥. 
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2. Platinum Band 


4. Floral Pattern 


5. Venetian 
Glass 


144D 











1. ‘Cebochon' Glassware 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|} 1. The aptly-named "Cabochon" design in crystal glass ac: 
cessories is shown here in a 7'' cereal bowl, to retail for 
$1.35; 4/2" nappy and plate, $1.25; and 22-ounce creamer, 
$1.75. Manufactured by A. H. Heisey & Co., of Newark, Ohio. 
| '2. "Athens''—classically designed gold encrustation, on the 
Priscilla shape, Theadore Haviland China, is now being pro- 
duced in platinum, too; the 10" plate may be retailed for 
$6.05. From Haviland & Co., Inc., 28 West 23rd St., N.Y.C. 


(13. New Lazy Susan in "Phantasy" pattern—blue-green against 
white crackle background, set on hardwood base; 21" in diam- 
eter, retail $29. One of 8 designs in new line of accessories 
by Hartman Studios, 8246 Santa Monica Blvd., Los Angeles. 


(14. "Zinnia" pattern on "Concord" shape, designed by Belle 
Kogan; hollowware pieces in copper glow and Ming green ac- 
cent colors of decoration on plates; 16-pc. starter set $14 


retail. From the Red Wing Pottery Co., of Red Wing, Minn. 


[15. Venetian glass decorative pieces, modeled in heavy glass 
in various subtle color effects and including such items 9s 
vases, bowls, ash trays, lamp bases and others. Catalogue 


available from Mottahedeh & Sons, 225 Fifth Ave., New York. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





























ee “D- 
Sell more: owl 7 Jeustomers with 
| ‘Libbey — 
_ erystal glass 



























i] 


Wuen folks “don’t know what to give, suggest 
Libbey “Diamond Cut” crystal glass and clinch 
more sales to “don’t know” customers. 


Originated by Freda Diamond, noted fashion 
designer, “Diamond Cut” crystal glass is a brilliant 
new pattern in complete place settings. 


Traditional or modern china?— Libbey “Diamond 
Cut” is designed for use in good taste with both 
settings. And, remember, the extra-fine, chip-resistant 
rims are fully guaranteed: “A new glass if the rim 
of a Libbey ‘Safedge’ glass ever chips.”’ 





Bridal gift consultants take note! Beautifully packed, 
in handsome gift boxes, Libbey “Diamond Cut” makes 
an ideal gift for brides .. . for homemakers . . . for ev ery 
gift-giving occasion. Advertisements in LIFE and 
leading women’s magazines pre-sell quality and eye- 
appeal... help build wide consumer acceptance. 

Make sure you display Libbey “Diamond Cut” crystal 
glass prominently. To order: Contact your near-by 
Libbey Glass Distributor, or write direct, if you prefer em 
to Libbey Glass, P. O. Box 1035, Toledo 1, Ohio. 


oe 


nh 6 Wald Wail 
iy CS A mg We 4 \ wy Ce nic Soy iy 
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te 4 Woz, Soz. 6'/,0z. 4oz. 1 oz. 140z. 1007. 8 oz. 
A Goblet Wine Sherbet Cocktail Cordial Cooler Beverage Bowl 


* 












*Suggested retail prices, 
slightly higher in South 
and West. 


ABBEY GLASS Ditiatie Qluwa, 


ESTABLISHED 18518 





LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo 1, Ohio 
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1. New Cut Pattern 





2. Commemorative Plate 











3. Hors d'Oeuvre Server 


4. 'Mar-tea-ni' Mixer 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


_| 1. A fine unity of design between decoration and shape ap- — 
pears in this "Cretan" cutting on the "Scroll" modeling in 
stemware. Recently introduced, the design retails at about 


$2 each. From the Duncan & Miller Glass Co., Washigggton, Pa. 


a 


2. One from series of 12 Wedgwood Commemorative Plates 
with "Roman Scene" centers taken from etchings of Piranesi, = 
famed |8th Century. artist; on Edme shape. Retail, $3 each, | 
$27.50 a doz. Josiah Wedgwood & Sons, 24 E. 54th St., N. Y. 


3. "“Cock-a-doodle d'Oeuvre'—perky bantam rooster from 
Fred Kaye Ceramics; 5" tall, finished in bright red, green and 
brown; comes complete with package of plastic picks; price 


$9 a doz. Sold by Pryor & Co., Brack Shops, Los Angeles. 


4. Unusual drink mixer—this imported "Mar-tea-ni' pot, hand 
blown in emerald glass, has a capacity of |!/2 quarts and is 
sold complete with heavy glass stirrer; it may be retailed 
for $6.50. From J. Walter Green & Co., 225 5th Ave., N.Y.C. 


[|] 5. "Merrie Dutch" pattern of California dinnerware and ac- 
cessory pieces shows a series of quaint Holland scenes done 
in blue against a white background; 20-piece starter set, 
$12.95 retail. From Hollydale Pottery Co., Hollydale, Cal. 





(J 


5. Dutch 


Pattern 


LJ 
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F star of the David Diamond Production, 

| oo . “I Was An American Spy”, being re- 
Sg oo : leased by Allied Artists, lights up a 
-— ile oo : cigarette, between scenes, with a Zippo 
#10 Table Lighter, furnished by Dave 
Milton, Head of the Studio Prop De- 
partment and Technical Director. 


















This StarPerformer fame 


TO AVOID SHOOTING EXPENSIVE RETAKES!? 





ok 





“With high-priced studio people on our payroll, every minute 
| means money!” says Hollywood Prop Man Dave Milton, of 
: David Diamond Productions. 





“If we had to re-shoot a scene because a cigarette lighter 
failed to light, brother, it would cost us plenty! 


“That’s why, when the script calls for a lighter, I’ve learned 
to supply a Zippo. 


“When the chips are down—when the cameras are rolling— 
no Zippo has ever failed to light!” 








You, too, can count on Zippo performance 
to make friends as well as profits! 


Yes, when you sell a Zippo, you make a friend—be- 

cause no lighter performs like a Zippo! And Zippo 

performs indoors or out! 4 
A Zippo sale brings a customer back ... for profit- 

able fuel and flint sales . . . again and ‘again! And 


no one ever paid a cent to have a Zippo repaired! md f f | 


ASK gtr Bayan HTERS| |  21?PO MANUFACTURING COMPANY, BRADFORD, PA. 
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SALES 
THOUGHTS TURN 
TO THESE 


TROPHY-CRAFI 


CHARMS 








TROPHIES @¢ MEDALS ¢ BALL 





Sales-minded stores always 
think of Trophy-Craft 
because here is a complete 
line that combines 
quality and economy in 
just the right measure. 
These athletic 
reproductions are 
authentic in every 
detail and available 

in every sport. 





But why say more 
when you can see 
the varied and vast 
Trophy-Craft 
selection by sending 
for your free 
catalog today. 


ALLELE 
Se el 


al 








60 PAGE 
ILLUSTRATED CATALOG 





FREE. 


oo 


| TROPHY-CRAFT CO. 





249 N. Reno St. 
Los Angeles 26 


California 
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by MADELINE LOVE 


_— will be no excise tax on china and glass—at 

least for the present. That was just about the only bit 
of good news which the jeweler has heard recently and it 
should have helped to lighten his burden somewhat. Sales 
are not exactly at their peak, and right now, when so 
many more jewelers are turning to china and glass as 
good profit-builders, the addition of a 20 per cent excise 
tax might have had highly unpleasant consequences. The 
industry had, of course, watched the House Ways and 
Means Committee with much anxiety while the proposal 
was under consideration, and it is quite as happy as the 
jeweler that the idea was rejected. Both retailers and 
manufacturers protested as strongly as they could against 
what they both believed would be a disastrous step and, 
to quote one of them: “For once our protests had some 
effect.” 





peer where we sit now, it looks as if prices would be 

decidedly “fluid” during the coming months. English 
potteries are forced by rising costs to advance their prices 
from 10 per cent to 15 per cent, and it seems likely that 
France and Germany may have to follow suit. No price 
advance is scheduled for American potteries and glass 
factories but wage conferences this summer may change 
the picture. Workers in both fields have signified their 
wish for a wage hike again, and if labor costs go up, 
prices will have to go up, too. 

This price situation, unpleasant as it is for everyone 
concerned, would have been even more serious if the 
excise tax had gone through. The consumer is not in the 
mood for excessive buying of non-essentials, the cost of 
food, clothing and shelter being what it is. 


yaks F. pbE BARY has been named sales manager for 


the glassware division of the Hambro House of 
Design, of New York, United States distributors for 


MARK F. 
De BARY 





Kosta, Afors, and Boda glassware from Sweden. Mr. 
de Bary has had wide experience in sales and merchan- 
dising both in this country and abroad. 


teen Viking Glass Co., of New Martinsville, W. Va., 
has appointed the Hopkin-Morgan Co., of Toronto, as 
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its representative in all of Canada excepting British 
Columbia and Alberta. These provinces will be covered 
by the D. E. Sanford Agencies in Vancouver and Calgary. 


pean for buyers are being planned by the 
225 Fifth Avenue Association, New York, to be held 
during the National China, Glass and Pottery Show in 
July and the New York Gift Show in August. Tentative 
dates for the breakfasts are July 18 and August 23, and 
arrangements are being made for speakers at each event. 


DDITIONS to the Gift Show calendar: Allied Gift and 
Jewelry Show September 2 to 7 in the Hotel 
Adolphus in Dallas, Tex.; Denver Gift and Jewelry Show 
September 16 to 19 in the Albany Hotel, Denver; and 
Registered California Gift and Dinnerware Show, to be 
held at the Hotel McAlpin, New York, from August 20 
to 24, during the New York Gift Show. 


—— MANN, of Lipper & Mann, Inc.; New York 
cift house, is on a buying trip in Europe. His part- 
ner, Hal Lipper, who has been making a~buying-trip to 
Japan, is meeting Mr. Mann in England for a tour of the 
potteries. 


yak RYAN, head of the New York giftware house 
of that name, and Marie Manning, manager of the 
Ryan show rooms in Chicago, are making an air tour of 
Europe, surveying the markets in France, Italy, Spain and 
Portugal. They will return home some time this month. 





RNEST SOHN, who has been associated with various 
giftware firms as designer and production head, is 
establishing his own firm—Ernest Sohn Associates, Inc. 
He will open his new showroom in Room 1039, 225 Fifth 
Avenue, New York, late this month. 


ONALD R. NEIL, of Paul A. Straub & Co., Inc., has 
been re-elected president of the China, Glass, and 
Pottery Association of New York. And newly elected to 
office is Lester Retz, who heads the China, Pottery and 
Glass Association of Los Angeles. William H. Fields has 


been re-elected president of Registered California, Inc. 


~ CHRISTIAN of Copenhagen, Inc., importers of gift 

* and jewelry lines from several European countries, 
with offices in San Francisco, opened new showrooms at 
212 Fifth Avenue, New York, with a press cocktail party 
on May 22. Miss Doreen, who has been with the California 
offices, is the Eastern sales representative. 

Included among the lines carried by the company are 
porcelains, glassware, dinnerware, silverware, metals, 
and jewelry from various European countries. 


H I. Payne, president of the Dunbar Glass Corp., of 

® Dunbar, W. Va., has announced that the factory 
has set up its own sales organization. After May 15, dis- 
tribution of the glass through Newland, Schneelock and 
Piek, Inc., of New York, was discontinued. 

















PASCO 


OPEN STOCK 
DINNERWARE 
from 
LORENZ 
HUTSCHENREUTHER 


Pattern 
No. 7792 
Scotch Thistle 


Yay 


<> 


Available in 
94 and 64 
piece Sets 


Immediate 


Shipment 


PAUL A. STRAUB. & CO., INC. 


19 East 26th Street (Near 5th Avenue) 
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New York 10, N. Y. 


pode since 1770 
THE PEINE ENGLISH 


DINNERWARE 





COPELAND 


[RAS 
Fine English Earthenware ee = on 


ENGLAND 





. . SPOUE 
COPELANCS CHINA 
English Bone China Copetancs cn 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
































KNIGHT CERAMICS 


world-famed for fine ceramics, now offers these magnifi- 


cently crafted horse figurines. These pieces are executed 
with painstaking attention to detail and realistic coloring. 
The figurines shown measure 9 inches in height. The 
KNIGHT CERAMICS line features a complete series of other 


fascinating figurines as well as these truly superb horses. 


Hu leon Art Importing we © 


225 Fifth Avenue New York 10, N. Y. 





o™ 
| J \ i 
WORLD'S _g FINEST ; a 


MONOGRAMMING MACHINE 















STAMPS 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 










Napkins i. 
Gift Items 


Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 


extra profit. a 
Pp — 


“THE KINGSLEY PLAN” 





Write for catalog and copy of 


KINGSLE 


STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calit 
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DICTIONARY 


—New, Completely Revised 


* Second Edition * 





‘Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms 
and terminology of the jewelry trade which are 
authoritatively explained in this, the completely 
revised Second Edition of THE JEWELERS’ 
DICTIONARY. 


In one comprehensive volume, THE JEWELERS’ 


DICTIONARY contains an invaluable wealth of in- 
formation—indispensable to the jeweler, watch- 
maker, gemologist, advertising man; in short, to 
anyone seeking information pertinent to the 
jewelry and allied fields. 


$6.00 
Post Paid 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd STREET NEW YORK 17, N. Y. 


Check or Money Order Must Accompany All Orders 
DO NOT SEND CASH 
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NESTED 
ASSORTMENTS 


and | AN 
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COTTON FILLED JEWELRY BOXES 


All boxes made of white booklined board and 
covered in attractive papers. 


IMMEDIATE DELIVERY 


Catalog and Price List on Request 


= os 


QUINCY PAPER BOX COMPANY 
QUINCY, ILLINOIS 








Many jewelers make good profits in 
simple jewelry repairs, like replacing 
spring rings, ear wires, catches, clasps, 
etc. Such work takes little time and 
labor; shows good profits. Best of all, 
good repair service builds goodwill; 
leads to more sales of new jewelry. 


Be ready to handle more repair jobs 
‘“‘on the spot” by keeping on hand an 
assortment of most-needed WRC Find- 
ings. Order a few of each today, from 
your jobber. 


WRC Finpinas of Quality 


Manufactured by W. R. Cobb Company 
Providence, R. I. 
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ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price fur the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 








~~" MADISON AVE. MEMPHIS |, TENN. e 

















Our Reference 
for Credit 
Ratings 
Dun & Bradstreet 
Exclusively 








Since 1940 


WATCH REPAIRING TO THE JEWELRY TRADE 


One week's service on average overhaul jobs 


I, 500 nd baneackan chawndas avtVaneedscaa Se 
iself-winding - $1.00 extra) 

ID GD EE nko a cccccvccccccier cncednn’ ~ Se 

Cleaning and Mainspring ............ cea cake... 


Cleaning and Stem and Crown ............... 3.60 
win caks Kad een esas onesseuwnaevonmwee |. IT 
Shem eme Grows Oly 2. cc ccccccccccccccccsee  Veem 
Mainspring only ......... odscbectsdecketoedns ‘Senn 
Jewels - balance, roller, pallet (with clean) ea. .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 
Pe I) 6a.de codecs) eave eceseneaseenne’ EE 
POUO BIOMED 2... cccccccces ised encda ee a 
Adjust escapement ................- eee a 
Chronographs overhauled (plus parts). ...$8.50 - 10.50 
All customers’ property is fully insured while in our possession by 
our Jewelers Block Policy, issued by the St. Paul Fire and Marine 
Insurance Co. 

We acknowledge all watches upon receipt with a list of your numbers, 
size, maker, jewels, case. 

We have a good staff of competent Watchmakers—NO APPRENTICES. 
All repairs timed on our WATCHMASTERS and carefully checked 
before returning to you. 

If you are interested in FIRST CLASS WORKMANSHIP and repairs 
that we fully guarantee, we can be of service to you. Repairs shipped 
"open"' to well rarea accounts. Terms: Net: 10 days. 


FRED P. SMITH 9 “Chicago 34. illinois, 
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Supreme Court 
Decision — Blow 
To Fair Trade 


The United States Supreme (Court on 
May 21, by a vote of 6 to 3, held that 
state “fair trade” laws could not bind re- 
tailers who refused to sign agreements with 
manufacturers to maintain price mini- 
mums. 





Forty-five of the 48 states have fair 
trade laws. The only exceptions cre Miss- 
ouri, Texas, Vermont and the District of 
Columbia. In general, these laws provide 
for agreements under which manufac- 
turers and sellers may fix minimum retail 
prices. To prevent conflict with the 
Federal Sherman Anti-Trust Act, Congress 
passed the so-called Miller-Tydings aimend- 
ment in 1937. This amendment permits 
states to pass their own laws authorizing 
the minimum price agreements between 
manufacturers and retailers on nationally 
advertised products. 

Under most of these state laws it is 
only necessary for a manufacturer to have 
a contract from one retailer in the state 
who agrees to maintain the specified sell- 
ing price. This one contract automatically 
bound every other retailer in that state 
who sold that manfacturer’s product, to 
‘conform to the minimum price (set by the 
manufacturer) at which that item could be 
sold. 





This decision was made on an appeal 
against the Louisiana fair trade law in 
which a retailer in that state refused to 
sign a “fair trade” agreement with the 
distillers of two lines of nationally adver- 
tised fair-traded whiskey. The retailer 
maintained that since he had not entered 
into an agreement with the distillers, he 
was not bound to sell these lines at the 
firms’ fair trade price. The manufacturers 
secured a court order against the retailer 
to prevent him selling below their fixed 
prices. The retailer appealed his case to 
the Supreme Court of the United Siates, 
which decided in his favor. 

The Supreme Court decision on May 
21 was actually only a decision against 
one part of the Louisiana law—that part 
which provides that a minimum price 
agreement between a manufacturer and a 
dealer arbitrarily includes all dealers sell- 
ing that product, whether or not they 
signed the agreement. It was in no way 


(Please turn to page 176) 
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American and Swiss Watch Spokesmen 
Debate Tariff Issue Before Commission 


Both Groups Presenting Sheaves of Financial Records 
And Reports to Tariff Commission to Support Claims; 
Seasoned Observers Won't Hazard Guess on Outcome 


Washington—The Tariff Commission has 
opened its long-awaited hearings on wheth- 
er tariff duties on foreign-made watches 
and movements should be revised upwards 
in line with the rates of 1934. Domestic 
manufacturers, the Elgin National Watch 
Co. and Hamilton Watch Co., filed a peti- 
tion with the commission earlier this year 
which asked a complete investigation and 
public hearing on the matter. 

In the meantime, a third manufacturer, 
the Waltham Watch Co., now in the proc- 
ess of reorganization and operating within 
a limited scope, has joined in the appeal of 
domestic watchmakers. 

Here was unquestionably one of the most 
dramatic “cases” in the watch industry. It 
opened in Washington May 15th. Two fac- 
tions in the business, the Swiss manufac- 
turers (and the American importers of 
Swiss watches) pitted the strength of their 
reasoning against that of the domestic, 
American watch manufacturers. 

The scene was the hearing room of the 
United States Tariff Commission, to whom 
the American manufacturers were appeal- 
ing for the establishment of higher tariff 
rates on imported movements. 

As the hearings progressed the air be- 
came charged with the tenseness of the sit- 
uation. Yet, though here were assembled 
the biggest men in their respective fields, 
and though both sides were obviously play- 
ing for keeps, the hearings were conducted 
in good humor and with a dignity that was 
of credit to the industry. 

More than three-score representatives of 
the jewelry industry, watch companies, 
trade associations, and labor were listed to 
appear. The hearings continue in progress 
as this issue goes to press. 

Much of the central theme of testimony 
to date is a familiar story to the trade— 
and to the commission. American watch- 
makers claim that the present import levies 
on low-priced movements and watches are 
too low, and that a flood of imports is 
threatening the very life of the domestic 
manufacturers. On the other hand, both im- 
porters and assemblers claim just as stoutly 





that the imports are necessary to meet de- 
mand, are generally good for business, and 
that the troubles of domestic companies are 
largely of their own making. 

Opposing factors are each presenting 
sheaves of financial records and reports to 
support their claims and_ contentions, 
These, of course, are held in a confidential 
status for use of the commission only. How- 
ever, statistics presented earlier this year 
in requesting the hearing gave the follow- 
ing comparisons: 

In 1934, when the tariff. agreement first 
opened the American market to foreign 
watches and movements at a lower duty, 
domestic manufacture was given as about 
780,000, rising to an estimated 1,845,000 
during 1950; for the same period, the num- 
ber of imports rose from 841,000 to 7,841, 
000. Average imports for the past four 
years was about 7,600,000 units. 

Speaking for the American watch manv- 
facturers, J. Bradley Colburn, member of 
the New York law firm of Barnes, Richard- 
son and Colburn, pleaded with the commis 
sion for restoration of tariff rates estab- 
lished in 1930. This, he said, would not re- 
sult in a lessening of quantitative imports 
nor would it prevent jewelers from still 
offering watches to the public in the low- 
priced range. He estimated the average 
tariff increase under the escape clause at 
$1 or less per movement. 

Mr. Colburn said further that restoration 
of the former rates would even up the sales 
ratio. Figures were presented to show that 
last year American watchmakers supplied 
only 19 per cent of the domestic market as 
compared with almost 50 per cent in 1934. 

No tariff changes are asked for move: 
ments with less than seven jewels nor on 
movements having more than 17 jewels. 

In response to the contention that the 
Swiss manufacturers had captured the 
American market while domestic watch- 
makers were devoting their facilities to war 
work, Roland A. Gsell, president of the 
American Watch Association and speaking 
for some 75 firms, said this was a mistaken 
impression. Postwar demand has doubled, 
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he said, and only by importation of move- 
ments could demands be met. . 

Representatives of the domestic industry, 
who have completed their side of the case, 
told the commission that loss of business to 
imported goods in the low-priced field is 
not only making it impossible for the do- 
mestic industry to expand but is gradually 
forcing them out of business. This, they 
point out, would lose to the nation some of 
the skills necessary for defense. 

These claims, Mr. Gsell declared, are 
without foundation or “merit.” Actually, he 
went on, when times are tough imports are 
shown to drop nearly twice as fast as sales 
of domestically-produced watches and are 
also slower to recover. 

Most U. S. watchmaking troubles are of 
the industry’s own making, it was charged, 
and that “modernization” of factory meth- 
ods is the logical alternative to tariff relief. 
By this, it was explained, it was meant that 
American watchmakers had not only ab- 
sorbed smaller companies but persisted in 
manufacturing complete watches “in their 
own plants.” 

But domestic watchmakers insist that 
their factories are modern and efficient. 
The difference in cost, they say, lies partly 
in higher labor costs (estimated at $12.25 
for an American 17-jewel watch as against 





$4.20 for a Swiss-made timepiece) and low 
tariff duties. These elements, the domestic 
companies estimate, give the importers a 
cost advantage of at least $5.50 per unit. 


Swiss watchmakers have added their sup- 
port to the effort to block upward revision 
of duties. In a brief filed by the Watch- 
makers of Switzerland Information Center. 
Inc., it was stated that American produc- 
tion capacity though healthy, could not 
possibly meet American demand for low- 
priced “watches. To reduce imports through 
higher tariffs, it was said, would harm the 
business of 31,000 United States jewelers 
and watch repairmen. 


As THe JEWELERS’ CiRCULAR-KEYSTONE 
closes its forms for this issue, testimony is 
still being presented and witnesses ques- 
tioned. Even the most seasoned observers 
will not hazard a guess as to the outcome 
of the hearing. As the commissioners will 
no doubt visit the plants of the American 
watch manufacturers to get first hand 
knowledge of certain claims made in the 
testimony, no early decision can _ be 
anticipated. — 


The commission’s decision will then have 
to be prepared for submission to President 
Truman who is the only one with authority 
to increase the tariff, if the committee 
should make such a recommendation. 











No Price Charts Required From Small . 


Jewelers Under May 28 OPS Order 


The Office of Price Stabilization, on May 
28th, granted the majority of retail jewel- 
ers relief from the price chart filing re- 
quirements of Ceiling Price Regulation 7. 
This relief was in the form of an amend- 
ment which gives retail jewelers who do 


less than $100,000 in total store volume or — 


retail jewelers who do $60,000 annual 
volume in the specific types of goods cover- 
ed by CPR 7 (and its amendment 2), the 
option of determining price ceilings under 
either CPR 7 or the General Ceiling Price 
Regulation. Prior to the May 28th amend- 


ment, retail jewelers who did $20,000 or 


more sales volume at retail on the merchan- 
dise categories listed in CPR 7 were re- 


quired to file price list charts with the 
OPS. 


This latest change in CPR 7 (Amend- 
ment 5) relieves those retailers who do less 
than the specified minimums in sales 
volume from the necessity of filing pricing 
charts with the OPS if they so desire. 
Dealers deciding to remain under GCPR 
do not have to file price list charts with 
OPS, nor do they have to notify OPS of the 
decision to remain under GCPR. 


This change, it is understood, is a tempo- 
rary order designed to relieve small retail- 
ers from the necessity of filing pricing 
charts. It will remain in effect while a new 
order is being written especially for the 
small retailer. This pending order is ex- 
pected to be patterned after CPR 7 but 
with many of the complex chart require- 
ments removed. 
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In addition to the raising of sales volume 
minimums, the OPS at the same time also 
issued Supplementary Regulation 29 to the 
General Ceiling Price Regulation. This 
change in GCPR now allows retailers, 
pricing under this order, to apply to re- 
placement merchandise the same _ percent- 
age markups they had when their ceiling 
prices were established. For example, a 
retailer got a 50 per cent markup on an 
item costing him $5 during the base period 
from December 19, 1950, to January 25, 
1951. On a reorder from his supplier today, 
that same item now costs him $6. The re- 
tailer under the terms of this new order is 
allowed to apply his same 50 per cent 
markup to the higher cost of the item. 
Under the terms of the original GCPR, the 
retailer was not allowed to pass this in- 
creased cost along to his customers. 


As mentioned above. the smaller retailer 
now has the option of filing price charts 
under CPR 7 or of staying under the origi- 
nal price freeze order, GCPR. Retailers 
operating under the GCPR do not have to 
file price charts with OPS but they do 
have to maintain records in their stores 
showing their ceiling prices as established 
above, as well as the supporting invoices 
on which their selling prices were based. 


Retailers who have already filed price 
charts with OPS and, who now as a result 
of the changed order wish to remain under 
GCPR, may request their price charts be 
returned by OPS. They must make this re- 
quest before July 2nd. 





JVC Submits Trade 
Practice Rules on Pearls 
At FTC Meeting in N. Y. 


The Federal Trade Commission received 
a proposed set of trade practice rules 
for the pearl, cultured pearl and imitation 
pearl industry at a trade practice con- 
ference in New York on May 15. The 
proposed rules were submitted by the 
Jewelers Vigilance Committee. FTC rep- 
resentatives heard suggested additions and 
amendments to the JVC proposals by 
members of the industry who attended 
the conference. 

James Mead, chairman of the FTC, 
opened the meeting, which was held at 
the Waldorf Astoria Hotel. James A. 
Blalock, attorney for the FTC bureau of 
industry cooperation, conducted the meet- 
ing. Mr. Blalock said that the commission 
will distribute soon a tentative set of 
rules to all interested parties. He stressed 
that the purpose of the conference was 
not to draft a final set of proposals. 
Rather, a future conference will be an- 
nounced by the FTC at which further steps 
toward the adoption of rules for fair trade 
practices in the industry will be taken. 

Byron L. Shinn, spokesman for the JVC, 
stated that the JVC proposals were intend- 
ed to promote public confidence in the 
trade. The JVC, which was the original 
applicant for the trade practice confer- 
ence, is attempting to get a set of FTC 
rules which will apply only to the jewelry 
industry. Members of the JVC committee 
which drafted the proposals were Ernest 
Heller, L. Heller & Son; Henry Rosenblatt, 
Coro, Inc.; Leopold Nathan, S. Nathan & 
Co.; Jack J. Felsenfeld, Jack J. Felsen- 
feld, Inc.; and Walter Eitelbach, -all of 
New York. 


FURTHER SUGGESTIONS ASKED 


The JVC submitted a set of definitions in 
its proposals and industry representatives 
made suggestions for changes in and ad- 
ditions to the JVC definitions. Mr. Shinn 
pointed out that JVC proposals were sub- 
mitted as recommendations, that further 
suggestions should be made to the FTC 
by members of the industry. These rec- 
ommendations should be sent to James A. 
Blalock, Federal Trade Commission, Wash- 
ington, D. C., who will consider such rec- 
ommendations in the draft of the tentative 
set of rules which will be presented at the 
second conference. 

The JVC proposals included rules which 
would prohibit misuse of the words “Orien- 
tal,” “Real,” “Genuine,” “Natural,” 
“Pearl,” “Cultured Pearl,” “Reproduc- 
tion,” “Synthetic,” “Replica,” and “Gem.” 

Representatives stated individual opin- 
ions as to when each of these words should 
be permitted to be used to describe pieces 
of pearl jewelry. Other JVC proposals 
would prohibit misrepresentations of 
product, character of business, and aiding 
or abetting use of unfair trade practices. 
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U. S. Grants Tariff Cuts 
On Imports of Jewelry 


The United States Government has re- 
duced tariff duties on many _ imported 
jewelry store items. Reductions have come 
about as a result of the recent eight-month 
Torquay trade conference, which was at- 
tended by representatives of 30 nations at 
Torquay, England. 

Most tariff concessions on jewelry items 
were granted by the United States to 
France, but the same reduced rates will 
apply to all imports to the United States. 
Under the Reciprocal Trade Agreements 
Act, which was enacted by the United 
States Government in 1934, any tariff con- 
cession which is granted to any govern- 
ment is automatically extended to all gov- 
ernments who export goods to the United 
States. The power to exclude any nation 
from United States concessions is held by 
the President of the United States. 

A tariff reduction of 25 per cent was 
made on gold and platinum jewelry, includ- 
ing such items as cigarette cases, ladies’ 
mesh bags, powder and vanity cases, pins, 
and watch bracelets. Formerly imposed at 
a 40 per cent rate, the 25 per cent reduc- 
tion brings the rate on these items to 30 
per cent ad valorem. (An ad valorem duty 
on imported goods is fixed at a percentage 
of the customs value as stated on the in- 
voice. ) 

The tariff rate on certain other jewelry 
items, not made of either gold or platinum, 
has been reduced still further. Cigarette 
lighters, made of neither gold nor platinum, 
was taxed at a rate of 110 per cent ad 
valorem before the conference agreements. 
The new rate is 55 per cent, a 50 per cent 
reduction. Rosaries, chaplets, and similar 
articles of religious devotion received a 70 
per cent tariff reduction, from 50 per cent 
to 15 per cent ad valorem. 


Ladies’ compacts, powder cases and 
vanity cases of metals other than gold or 
platinum were given a tariff reduction from 
45 to 35 per cent ad valorem. 

Tariff duties on German clocks and clock 





parts have, in some cases, been reduced 
appreciably. Most clocks and clock move- 
ments are taxed at a specific rate plus an 
ad valorem rate. Both specific and ad va- 
lorem rates on these items have been 
reduced. In many instances, the reduction 
is as much as 50 per cent. 

Rates on certain china and_ porcelain 
table pieces have been cut from 60 per cent 
to 35 per cent ad valorem. Rates on many 
earthenware table articles have also been 
reduced. A reduction of 124% per cent was 
made on non-prismatic French opera and 
field glasses, from 20 per cent to 17% per 
cent ad valorem. ° 

Tariff rates on some imported jewelry 
store items have not been reduced. Imita- 
tions of both precious and semi-precious 
stones are still imported under a 10 per 
cent tariff. There is no domestic production 
of such stones, the United States being 
supplied entirely by imports. The chief 
supplier to the United States is Austria. 
No concessions were granted on polished 
diamonds. The imported diamond duty re- 
mains at 10 per cent. 

Gold and silver plated flatware and 
hollowware tariff rates were not changed 
by conference concessions. Sterling _flat- 
ware and hollowware, likewise, are not 
effected. Two hollowware articles which 
have had tariff reductions are copper and 
brass candlesticks and candelabras, the 
rate reductions being from 30 per cent to 
20 and 15 per cent respectively. 

Six nations have already ratified the 
agreements. Reduced rates on exports to 
Belgium, Netherlands, Luxemburg, France. 

anada and the Dominican Republic will 
go into effect on June 6, 1951. Others are 
expected to be put into effect between 
June and November of 1951. New rates 
become effective one month after ratifica- 
tion. Under the United States Reciprocal 
Trade Agreements Act of 1934, ratification 
by the Congress is not necessay, the power 
of ratification, with limitations, being held 
by the President. 

Trade agreement changes are now being 
considered by the 82nd Congress which 
will include Iron Curtain countries from 
United States concessions. 





CANADIAN AND N. Y. WATCHMAKERS MEET IN BUFFALO 





Members of the New York State Watchmakers Association and the Ontario Watchmakers 
Association held their first joint meeting May 6th at Castle Inn, Buffalo, N. Y. Reports by 
officers from both groups on current activities showed that both associations are currently 
sponsoring watchmaker licensing legislation. A general discussion of problems affecting both 
American and Canadian watchmakers preceded the dinner which concluded the get-together. 
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ANRJA Members to Vote 
On Changes in By-laws 


Important changes in the by-laws of the 
American National Retail Jewelers Aggo. 
ciation will be voted upon by members of 
that group at their forthcoming annual 
convention in New York. At the direction 
of the Executive Committee, copies of the 
revised set of by-laws have been sent to aj] 
presidents and secretaries of state associa. 
tions, in advance of the general mailing to 
the membership. 

Kenneth I. Van Cott, ANRJA president, 
stated that the Executive Committee has 
been studying the question of organization 
and operation of the association for severa] 
years past. As a result of this study, the 
Executive Committee is recommending to 
the membership a change in the by-laws 
which provides that all members of the 
Executive Committee be retail jewelers, In 
addition it is also recommended that the 
power of employment of all paid associa- 
tion employees be given to the Executive 
Committee. Under this latter provision the 
salaried secretary would be appointed by 
the Executive Committee and no paid 
executive would serve as a member of the 
Committee. 

The Executive Committee also proposes 
to consider the basis for the retirement of 
Charles T. Evans from the position of 
secretary and to provide a_ continuing 
income for him. “Charlie,” as he is 
affectionately known, has served the as- 
sociation faithfully and well for 23 years. 
(It is the intention of the Board to con- 
tinue Boyd Evans in the organization.) 

In accordance with the provisions of the 
proposed by-laws, it is the intention of the 
Executive Committee—upon their adoption 
—to employ another man with the title 
of Executive Vice President to actively 
take care of all the details involved in for- 
warding the interests of the national asso- 
ciation. This post would be subject to the 
control of the Executive Committee. The 
Committee hopes to engage the services of 
a person with thorough knowledge of the 
Washington maze, a full understanding of 
retailing, and a background of education 
and broad experience that will revitalize 
the association. 

Mr. Van Cott said that the Executive 
Committee believes that proposed plans 
will increase the organization’s effective- 
ness and service to its members and add 
to its stature among the national retail 
associations. 


Gump's Close Honolulu Store 


S. & G. Gump Co., Inc., jewelers of San 
Francisco, Calif., closed their branch store 
in Honolulu on March 22nd. In comment- 
ing on the closing, Richard B. Gump, 
stated, “It was with deep regret that we 
found it necessary to close our famous 
Waikiki branch.” 

A $500,000 liquidation sale of the entire 
stock was held to settle the estate of A. L. 
Gump. The Honolulu store had been open 
for 22 years under the management of 
Alice Spaulding Bowen. It was one of the 
famed landmarks of the Islands and served 
for years as an artistic link between the 
United States and the Orient. 
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Material Shortages Delay 
Opening of New Hamilton Office 


The opening of the Hamilton Watch 
Company's permanent New York sales 
office scheduled for June Ist has been 
delayed by material shortages needed for 
building and furnishing according to a 
report from Lowell F. Halligan, vice presl- 
dent and sales manager. 

The new offices in the Sinclair Building 
at 600 Fifth Ave. will open for business 
about July 1st. In the meantime, the com- 
pany’s metropolitan sales office will re- 
main at its temporary location, 55 W. 42nd 


St. 


Rosengarten 
Appointed 
at Ronson 


NATHANIEL S. 
ROSENGARTEN 





The appointment of Nathaniel S. Rosen- 
garten as sales manager of the Lighter 
Accessories Division of Ronson Art Metal 
Works, Inc., was announced recently by 
John F. Des Reis, vice president in charge 
of sales. 

Rosengarten joined Ronson in 1939 upon 
graduating from the Wharton School of 
the University of Pennsylvania. Previous 
to his appointment, he held the position 
of assistant sales manager. 





NPA Temporarily Relaxes 
Ban on Platinum Use 


Two restrictions on the use of platinum 
have been relaxed until July 1, according 
to a recent news release from the Precious 
Metals Jewelry Manufacturers Committee. 

Manufacturers who have platinum in 
their inventories, which they are per- 
mitted to fabricate under M-54, are now 
permitted to use the services of casters 
to cast jewelry for them, with the under- 
standing that the manufacturers’ platinum 
is to be returned in cast form. The second 
allowance permits manufacturers to use 
the services of refiners to mix platinum 
with alloys, with the understanding that 
their own platinum is to be returned to 
them in alloyed or solder form. Both 
changes in the original M-54 order will 
continue in effect until July 1. 

In a report from the Miscellaneous 
Metals & Minerals Division of the Na- 
tional Production Authority, an NPA 
spokesman said, “The intent of the order 
was to prohibit the use of platinum in 
Jewelry after April 1, 1951, but au ex- 
ception was made to allow jewelers to use 
up the inventory of metal in their posses- 
sion at that time.” 

The Precious Metals Jewelry Manufac- 
turers Committee interprets the NPA 
statement to mean that manufacturers 
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may have platinum reclaimed from filings, 
sweepings and scrap. The PMJMC state- 
ment declares that such platinum should 
be sent to refiners to enable the work to 
be done within the permitted time. 

Refiners should, in every case, request 
permission to return. such _ reclaimed 
platinum to their customers from the Na- 
tional Production Authority, Miscellaneous 
Metals & Minerals Division, Washington 
25, D. C. The request should list the 
names of the customers and the approxi- 
mate amounts of platinum involved. 


In its statement, the PMJMC pointed 
out that in the above operations, jewelers 
are having work done on platinum owned 
by the jewelers, and that the jewelers will 
receive the metal when work is completed. 
Ownership of the platinum does not 





change because performance of these 
operations is a rental of services. 


Evening With Ladies 


Harry Rodman, chairman of the Enter. 
tainment Committee of the Golden Circle 
Sales and Executive Club of New York 
City, announced at the May 2lst meeting 
of the group that an evening with the 
ladies had been prepared for June 18th. 

The event—a _ dinner-dance—will take 
place at the Tavern on the Green, 66th 
and Central Park West, on the evening of 
Monday, June 18th. It will be for mem- 
bers only, who should advise Harry Rod- 
man at 580 Fifth Ave. of their intention to 
attend the dinner. 
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The achievements or promises of per- 
formance of the Jewelers Vigilance Commit- 
tee have never been heralded by trumpet 
blasts, members of that organization were 
told at their annual meeting in New York 
on April 24th. 

The speaker was G. H. Niemeyer, JVC 
chairman, who added that because of the 
confidential nature of much of the Com- 
mittee’s work, very little about its activi- 
ties is publicized. 

“During the years it has represented the 




















JVC Officers and Committee Chairmen Report | 
On Past Year's Activities at Annual Meeting 


jewelry industry,” said Mr. Niemeyer, “it 
has established a reputation for fearless 
and unbiased challenge to unfair competi- 
tion, false stamping and advertising, smug- 
gling, seekers of special privilege gener- 
ally and government discrimination includ- 
ing taxation.” : 

In his report he described in detail the 
work of the JVC’s legal office, the Protec- 
tive Bureau, and the Jewelry Industry Tax 
Committee. Mr. Niemeyer concluded with 
a plea to all branches of the industry to 
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support the efforts of the JVC so that jt 
can continue to carry on its important 
work. 


W. Waters Schwab, chairman of the 
Finance Committee, reported that the JVC 
had operated at a deficit the past year, 
He pointed out that some branches of the 
industry have lent their continued support, 
whereas others have failed utterly not- 
withstanding the fact that JVC activities 
have resulted in benefits to the industry as 
a whole. “If the work is to continue,” 
Mr. Schwab said, “the industry must sup- 
port it wholeheartedly.” 


A brief report on the work of the Pro- 
tective Bureau during the past year was 
made by Walter N. Kahn, chairman. Mr. 
Kahn urged all members of the industry 
to pass on any information or clue that 
might come to their attention, indicating 
possible smuggling, bearing in mind that 
by helping the Protective Bureau, they 
help themselves. 


Byron L. Shinn of Lipper, Shinn & 
Keeley, counsel for JVC, reported on the 
activities of his office, summarizing the 
work handled during the past 12 months 
involving the misbranding and false ad- 
vertising of jewelry and kindred articles. 
He dwelt at some length on the value of 
Trade Practice Rules to the industry. Mr. 
Shinn called attention to the hearing held 
last month on Trade Practice Rules in 
connection with natural, cultured and imi- 
tation pearls. He also stated that a pro- 
ceeding to establish a code governing the 
marking and advertising of articles made 
of karat gold is pending, and that steps 
are being taken to formulate Trade Prac- 
tice Rules relative to watch bracelets. 


NPA CONTACTS MAINTAINED 


A report on the work done in Washing- 
ton with various governmental agencies 
was made by P. Irving Grinberg, executive 
vice chairman. He stated that close con- 
tacts had been maintained with the Na- 
tional Security Resources Board prior to 
its dissolution, and now with the Defense 
Production Administration and National 
Production Authority with regard to reg- 
ulations and orders of those departments 
affecting the industry. He specifically men- 


.tioned the material orders relative to. cop- 


per, nickel and platinum. 

In the absence of Leon J. Engel, chair- 
man of the Jewelry Industry Tax Commit- 
tee, Mr. Grinberg earlier in the meeting 
reported briefly on developments during 
the past year with regard to the excise 
tax on jewelry. 

Members voted at the meeting to change 
the date of the annual meeting from the 
first Tuesday in April to the second Fri- 
day in January of each year. It was also 
announced at the meeting that the New 
York headquarters of the JVC would be 
located at 45 West 45th St. after May 18th. 

Officers elected for the ensuing year at 
the meeting include: G. H. Niemeyer, 
chairman (president); Walter N. Kahn, 
vice chairman (vice president) ; Herman 
L. Baskin, treasurer,.and Leo L. Kaplan, 
secretary. 

Elected to serve on the board of direc- 
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tors for the coming year were: Alexander 
H. Arnstein (Jewelers Security Alliance), 
New York; Edgar E. Baker (president of 
New England Manufacturing Jewelers & 
Silversmiths Association), Providence, 
R. L; Herman L. Baskin (treasurer 0! 
JVC), New York; Walter H. Butler (E. W. 
Reynolds Co.), Los Angeles, Calif.; 
Charles H. Church (Church & Co.), New- 
ark, N. J.; Leon J. Engel (president of 
National Wholesale Jewelers Association), 
Baltimore, Md.; George Fine (president 
of Diamond Manufacturers & Importers 
Association of America), New York; H. A. 
Goldberg (Cooper’s), Portsmouth, Va.; 
Edward J. Gross (president of Jewelry 
Crafts Association), New York; Roland 
Gsell (president of American Watch As- 
sociation), New York; James H. Hetzel 
(Eisenstadt Mfg. Co.), St. Louis, Mo.; 
Eliot P. Hirshberg (Finlay-Straus Inc.), 
New York; Walter N. Kahn (vice chair- 
man of JVC), New York, and C. M. Ken- 
dig (president of American Jeweled 
Watch Manufacturers Association), Lan- 
caster, Pa. 

Also, Victor A. Lambert (chairman of 
Jewelry Industry Council), New York; 
William F. McChesney (president of 
Sterling Silversmiths Guild of America), 
Providence, R. I.; Jacob Mehrlust (presi- 
dent of: Platinumsmiths Association), New 
York; Howard Michaels (American Na- 
tional Retail Jewelers Association), New 
Haven, Conn.; Frank Milhening (J.. Mil- 
hening, Inc.), Chicago, Ill.; Mead Mont- 
gomery (president of Chicago Jewelers As- 
sociation), Chicago, Ill.; G. H. Niemeyer 
(chairman of JVC), New York; William 
B. Ogush (William B. Ogush, Inc.), New 
York; Herman Ostrin (president of Asso- 
ciate Jewelers), New York; A. O. Packer 
(Educational Jewelry Manufacturers As- 
sociation), New York; H. Victor Paul 
(American National Retail Jewelers Asso- 
ciation), Newark, N. J.; Dudley E. San- 
derson (Oneida, Ltd.), Oneida, N. Y.; W. 
Waters Schwab (J. R. Wood & Sons, Inc.), 
New York; Edward A. Starke (president 
of American Stone Importers Association). 
New York, and Wilson A. Streeter (Bailey, 
Banks & Biddle Co.), Philadelphia, Pa. 





Jewelry Prices Not Inflated 
JIC Release Tells Consumers 


In a recent release to the nation’s news- 
papers, the Jewelry Industry Council 
pointed out that jewelry store items had 
not been affected by inflationary pressures 
as had other commodities in the past 12 
years, 


According to the JIC statement, such 
items as diamonds, watches, simulated 
pearls and karat-gold or gold-filled jewelry 
have experienced only mild price increases 
at the retail level since 1939. 


Although most items in jewelry stores 
have increased slightly in price, the total 
Jewelry store price increase has not ac- 
companied the inflationary spiral of non- 
Jewelry store commodities. 

The JIC release states that the price? 
on men’s watches have not, in some cases, 
shown any price increase. In other in- 
stances, price increases of one-fifth to 
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one-fourth over those of 12 years ago are 
reported. Prices of simulated pearls to- 
day are exactly what they were in 1939. 
Jewelry which has semi-precious or syn- 
thetic stones is priced only 10 to 15 per 
cent higher than its 1°39 level. In 1939, 
quarter-carat diamonds sold at a retail 
price of $85 to $185. 

The release points out that a ten-karat 
gold neck chain has advanced only 13 per 
cent in price during the past 12 years, 
while some items, such as gold-filled key 
chains, have actually dropped in price as 
much as six per cent. 

Other jewelry store items, such as 
sterling and plated flatware, have in- 
creased slightly more in price, but still 
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retail for only one-third to less than one- 
half more than their 1939 levels. 





Reichel's Close Union City Store 


After serving the public for 64 years, 
Arthur C. Reichel, retail jeweler located at 
4007 Bergenline Ave., Union City, N. J., is 
retiring from the jewelry business and is 
closing his store. The 86-year-old jeweler 
stated that he is discontinuing the business 
because of the recent death of his son, 
Arthur H. Reichel, who has acted as store 
manager for the past 30 years. 

Mr. Reichel has continuously operated 
the store since he founded it in December, 
1886, when Union City was known as 
Union Hill. 








Model GT—A larger all purpose engraver. 
It accepts everything from the smallest lady’s 
watch and other jewelry items up to a large 
trophy cup 6” in diameter or a 12” wide tray or 
platter. In other words, it will engrave every- 
thing model GM can, and large objects as well 


Diamond cut— 
. . . Brilliant as hand engraving! 


Tracer guided— 


. - . Anyone can operate it! 


Send For Free Catalogue G, ''How to Make 
Money with Tracer Guided Engraving." 

















- B. Sm, 
Charlotte. N. oe clers’, 


40d more than 6000 agree! ¢ 
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All Officers of Wisconsin RJA Re-elected 


At 45th Annual Convention in Milwaukee 


Over 400 members and guests of the 
Wisconsin Retail Jewelers Association con- 
verged upon the Pfister Hotel in Milwau- 
kee to attend the 45th annual convention 
of the group on April 29, 30 and May 1. 

The convention was called to order on 
Sunday afternoon, April 29, by C. S. Hub- 
bard, president of the association. Ad- 
dresses were given by the Hon. Robert 
Mayer, State Senator, 4th District Mil- 
waukee, and Dr. H. J. Thornton, Depart- 
ment of History, State University of Iowa. 

The Monday morning program presided 





over by Harmon McCarthy, vice presi- 
dent of the organization, developed into 
an all morning open floor discussion on 
Amendment 2 to Ceiling Price Regulation 
7. Messrs. Casey and Alexander of the 
Office of Price Stabilization, who were in- 
vited by the association officers to conduct 
the panel, were on the spot for several 
hours attempting to answer the many and 
complex questions put to them by retail- 
ers from the fioor. It was the unanimous 
opinion of all members that the pricing 
regulation works a tremendous and un- 














Get Your Share of Lighter Repair 


WE NOW HAVE REPAIR KITS AVAILABLE FOR IMMEDIATE DELIVERY 









ATL Al iakes OF € with X-300 or X-500. 
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2" INCOME WITHOUT 
~ ADDITIONAL OVERHEAD 


$1 Plastic 3 color counter 
display sign, S-800 FREE 











$10.00 Net X-100 
This Kit contains an assortment of 
285 parts to fit Ronson. 

THESE PARTS listed at $17.86 will bring in 
$25 to $50.00 — In Resales and Repairs 


Plastic storage chest, 4!/ x 


FREE! 8/4, with 33 compartments. 


* Window Display Streamers. 








$50.00 Net X-300 
This Kit contains an assortment of 578 
parts to fit Ronson, Evans, Thorens and 
other lighters. 


THESE PARTS listed at $84.57 will bring in 
$200 to $300—JIn Resales and Repairs 
Plastic Counter Display S-800 
| Plastic Storage Chest 6!/2"'x! 1" 
= with 60 compartments. Win- 

dow Display Streamers. 








ca Each Kit is packed in a beautiful clear 
plastic storage chest. 


* Guide Chart in lid tells where each part 
Is located and suggests retail price. 











$25.00 Net X-200 


This Kit contains an assortment of 
388 parts to fit Ronson. 


THESE PARTS listed at $42.20 will bring in 
$80.00 to $100 — In Resales and Repairs 
Plastic storage chest, 4!/, x 

FREE! 81/4, with 34 compartments. 
* Window Display Streamers. 











*” Parts for re-stocking your kit 
* $-800 Beautiful 3 color counter display 


Send check In advance; save postage 
and C.O.D. Fees. 


LIGHTER PARTS, Inc. * 


-4 EAST STOCKTON AVE., DEPT. K 


$50.00 Net X-500 


This Kit Contains an assortment of 
719 parts to fit Ronson. 


THESE PARTS listed at $88.16 will bring in 
$200 te $300 —=JIn Resales and Repairs 
Plastic Counter Display S$-800 


FREE | Plastic Storage Chest 6!/2"'xI1" 
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with 60 compartments. Win- 
dow Display Streamers. 


can be obtained af all times. 
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necessary hardship on the jewelry field, y 
C. Kirkberg, vice president, Centra] Re. 
gion, American National Retail Jeweler 
Association, assisted in the question and 
answer session on the pricing controls 
using charts to illustrate his talk. 

First speaker at the afternoon seggjon 
was William H. Rice of Foote, Cone ¢ 
Belding, representing the Watchmakers of 
Switzerland, who gave an excellent talk on 
“Introducing the Retail Jeweler to the 
Public.” Tracing the sales history of the 
retail jewelry field since 1946—the top year 
—when jewelers managed to get over one 
per cent of every consumer dollar spent, 
Mr. Rice pointed out that despite the fact 
that personal income has increased in each 
year, jewelry store sales have decreased 
to the point where they received only .06 
per cent of every consumer dollar in 1950, 
The explanation, according to Mr. Rice, 
was quite obvious. In 1946 selling was 
easy for jewelers as competitors in other 
fields were short of merchandise and con. 
sumers had .plenty of money to spend, 
Since that time dealers in appliances, 
homes, furniture, television, etc., all have 
re-entered the market and have aggres- 
sively sought their share of the consumer 
dollar. To overcome this competition Mr, 
Rice said jewelers must advertise and 
promote the advantages they alone possess. 





B. W. Heald (right), who was re-elected 
secretary of the Wisconsin RJA at its 45th 
annual convention, is shown examining some 
of the merchandise that was on exhibit at 
the three-day conclave. Looking on are 
H. C. Kirkberg (left), vice president, Cen- 
tral Region, ANRJA, and C. S. Hubbard, of 
Kenosha, who was re-elected president of 
the Wisconsin RJA. 


A talk by Carl Graeber, industrial con- 
sultant of Milwaukee, gave listeners some- 
thing to think about in connection with 
our national scene. 

Harry W. Yaseen of Chicago Heights, 
Ill., presented a most interesting color 
slide program of his invaluable collection 
of rare and antique watches, some dating 
back hundreds of years. 

A question box into which jewelers had 
been invited to drop notes on problems 
they wished discussed was opened at the 
Monday evening session conducted by Vice 
President McCarthy assisted by Sam 
Dalin, West Allis, J. Spiegel, Manitowoc, 
H. C. Kirkberg, Ft. Dodge, Iowa and Ben 
Heald, association secretary. This was an 
off-the-record open floor discussion at 
which many topics of vital interest were 
covered. 

The evening business session was fol- 
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lowed by a delicious buffet luncheon at 


which plenty of good Milwaukee beer was 


dil available. ’ 
ae B. Renwich of the Milwaukee 


Better Business Bureau opened the Tues- 
day morning business session with his 
talk on “How the Better Business Bureau 
Helps the Retail Jeweler.” He answered 
questions from the floor regarding ways 
and means for jewelers to combat ques- 
tionable business practices in their own 
communities. 

A special luncheon for all members and 
guests was arranged at the Miller Brewing 
Co. in connection with a tour of the brew- 
ery. The lunch was excellent and the 
surroundings seemed to add to the flavor 
of the famous High Life brew 

The following officers were a 
re-elected at the afternoon business ses- 
sion: C. S. Hubbard, Kenosha, president; 
Harmon McCarthy, Neenah, vice _presi- 
dent; B. W. Heald, Milwaukee, secretary, 
and Orville E. Oestreich, Horicon, trea- 
surer. All seven directors were also re- 
elected to office. 

The report of the resolutions committee, 
containing nine resolutions adopted by the 
association at the convention, was ac- 
cepted. The suggestion of Secretary Ben 
Heald that a copy of one of the resolu- 
tions dealing with Amendment 2 to Ceil- 
ing Price Regulation 7 be sent to the 
OPS at Washington, all Wisconsin Sena- 
tors and Congressmen, and the secretaries 
and presidents of each state jewelers asso- 
ciation, was unanimously approved. Mr. 
Heald will request each state association 
to take the same vigorous action. 

The convention closed on Tuesday eve- 
ning with the annual banquet at which 
over 400 persons enjoyed the food, music 
and floor show. 


W. A. Burpee Named President 
Of Bailey, Banks & Biddle Co. 


W. Atlee Burpee, Jr., vice president and 
treasurer of the W. Atlee Burpee Co., has 
been elected president of the Philadelphia 
jewelry firm of Bailey, Banks & Biddle Co., 
Inc. He succeeds Wilson A. Streeter, who 
was made chairman of the board. 


W. ATLEE 
BURPEE, JR. 


Elected 
President of 
Bailey, Banks 
& Biddle Co. 





The company also announced the fol- 
lowing changes in personnel: Joseph E. 
Fulcoly, secretary of the firm, was elected 
executive vice president and_ secretary; 
E. H. Lippincott was re-elected vice presi- 
dent and treasurer, and Clifford W. Hare, 
a member of the sales staff, was elected 
vice president. 

Named to the newly created positions 
of assistant secretaries were August C. 
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Klamt and Clarence W. Smith. Albert 
M. Clarke was made assistant treasurer, 
also a new position. 


New York Watchmakers View 
Marine Chronometer Exhibit 


An unusual display of over 75 different 
makes of marine chronometers and models 
highlighted a recent meeting of the Horo- 
logical Society of New York. Over 275 
members and guests attended the meeting 
to view the exhibit which was loaned to the 
Society by the Horological Institute of 
America. The members were permitted to 
handle the precision timepieces and were 
given first-hand information on them by 





the staff of experts in attendance. In addi- 
tion to the chronometers, large models of 
their escapements, odd forms of the chro- 
nometers, working lever escapement mod- 
els, antique watches of the HIA collection, 
and student models were also shown. 
Guest speaker at the meeting was For- 
rest E. Peters, executive director of the 
HIA, who was introduced to the large audi- 
ence by James J. O’Shaughnessy, president 
of the New York Society. Mr. Peters ex- 
plained the work of the HIA and the asso- 
ciation’s plans for broadening its educa- 
tional program. He also lectured briefly on 
the chronometer, citing its history and de- 
velopment. A question and answer period 


followed his talk. 
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YOU CAN'T LOSE! 


When you run a LANDAU “FLAT SALE” not an auction, you get the 
experience gained through running proven successful sales for over 
25 years! You get the best and biggest soles organization in America 
behind your sale —LANDAU has what it takes to increase your 
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. taxes would simply spell out runaway ever, that the “jewelry tax base” should 

House Tax Unit Approves inflation. New and heavier excises and be broadened to include cigarette anq 

enge higher personal and_ corporate income cigar lighters, fountain and ball-point 

Increases of $38 Million levies are the only answer to the public’s pens, and all mechanical pencils. The 

mounting buying power, according to Mr. a arene a Rey enlarged 

| | Truman’s advisers. “jewelry tax base” wou e $38 millio 

In Excises on Jewe ry But Congress is inclined to think the annually, according to committee we 

The forecast by Senator A. Willis White House has over-rated the situation. lations. 

Robertson (Virginia Democrat) that the Insiders now believe the total new “take” As for watches and clocks, the com. 

over-all tax bill now being debated would will probably be between $5 billion and mittee has turned down the proposal tg 

result in only $6 billion in new revenue, $6 billion, and excise levies, particularly increase the excise rate on lower-priced 

including adjusted excises on, jewelry, in- those on jewelry and electrical appliances, watches and alarm clocks. The Treasury 

stead of the $10 billion requested by will be considerably under what Mr. Tru- had suggested making the 20 per cent rate 

President Truman may be a relief to the man demands. (which now applies only to watches selling 

buying public, but it is bad news for the For example, the House Ways and for more than $65 and clocks selling fo, 
Treasury Department. Means Committee rejects the Treasury's more than $5) apply to all clock and 
The White House has insisted «11 along idea of making any changes in existing watch sales. The lower-priced goods are | 

that anything short of $10 billion in new excise rates on jewelry. It does feel, how- therefore slated to continue to be taxed 


at the existing rate of 10 per cent. 

The committee also rejects the proposal 
to impose an excise levy on china, glass. 
ware, silverplated flatware, and sewing JF 
machines. . 

Suggestions that higher rates be imposed 
on electric, oil and gas appliances, re. 
frigerators, and air-conditioning units also 
have been turned down. 

The committee does, however, approve 
raising from 10 per cent to 15 per cent 
present excises on radio and TV ieceivers, 
phonographs, records, musical instruments, 
and sporting goods (except for sales to 
schools). It also has approved a new flat 
rate of 20 per cent for photographic ap. 
paratus, film, etc., in lieu of the present 
rate of 25 per cent on apparatus and 
equipment and 15 per cent on film. 

A number of congressmen have pro- 
posed exemption from federal excises of 
all vacuum cleaners, washing machines, 
power tools for use in home workshops, 
and house trailers. This proposal also was 
defeated, leaving existing rates intact. 
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IMPORTED CHINA 
ly LY BOUDOIR FIGURINE 
a gees —AN IDEAL GIFT ff 

eA Lamp No. 8011/916.—Imported E = 
Bisque China Figurine Lamp. 








. ” : Alexander Harris (left), president of 
Height 24”. Plated Metal Mounting. = {con Art Metal Works, Inc., and vice 
Male and female figure to the president Alexander H. Aronson (right) 
pair. Taffeta Swirl 4 95 congratulate James E. Duddy, export man- 
Shade NET ager of Ronson Products Ltd., on the 0c: 

; EA. casion of the reception accorded him 
COMPLETE May 3rd at the Essex Club in Newark, 


MINIMUM ORDER: 6 pair Assorted N. J. Mr. Duddy was on the last leg of 


a journey which had taken him around 


@ WRITE FOR INFORMATION ON OUR COMPLETE LINE OF the world. 
FIGURINE, TABLE AND PLANTER LAMPS. Leaving London on the Sth of March, 


he traveled eastward through Rome, 

T e Cc oO i ad C Basra . (Iraq), Karachi, Bombay and on 
be AV } ‘ & y ia } ae ° to Ceylon, Indonesia, Australia and New 
General Offices and Factory: 1401 West Jackson Boulevard, Chicago Zealand. Spanning the Pacific, he touched 
Permanent Display-Rooms — Chicago: 1270 Merchandise Mart; Dallas: 304 the Fiji Islands and Honolulu, landing in 


Santa Fe Building, 2nd Unit; San Francisco, Cal.: 579 Western Merchandise the United States at San Francisco. 


. ; . 309 S.W. The purpose of Mr. Duddy’s trip was 
oar New mc pe Broadway, Room 604; Jolailelale man @la=te (ele en i eet ee ae 
r venue, Room 


ers and accessories throughout the world. 
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t. Heller & Son to Present 
Eqgshion Show at NWJA Confab 


This year’s convention of the National 
Wholesale Jewelers Association, which will 
be held June 4 and 5 at the Ritz Carlton, 
Atlantic City, N. J., promises to be one 
of the most interesting and unusually in- 
structive meetings in recent years. In 
addition to the well rounded business ses- 
sions which are scheduled, this year’s con- 
vention will be highlighted by a fashion 
show which L. Heller & Son, Inc., are 
sponsoring. 

Pearls for every gift-giving occasion 
will be featured at the special presentation 
which is appropriately titled “The Gift 
Parade.” The showing will be held on 
Monday afternoon, June 4, at 5:00 P. M. 
Cocktails will be served before and dur- 
ing the show. 





This Deltah simulated pearl necklace is but 
one of the many items from that line that 
L. Heller & Son will show at the fashion 
show they are presenting at the forthcom- 
ing NWJA convention. The three-strand 
necklace has a rhinestone clasp and a non- 
detachable rhinestone side ornament. 


The showing will be divided into four 
sequences to effectively dramatize the ap- 
propriateness of a gift of pearls for the 
various events in a woman’s life. The first 
scene will be devoted exclusively to pearls 
for Christmas gifts. “Oscars in Every 
Woman’s Life,” as the second scene is 
called, will show the appropriate pearls 
that can be given as gifts on such occa- 
sions as birthdays, Mother’s day, anniver- 
saries and graduations. Pearls for Easter 
will be shown during the third scene, and 
the fourth and final scene will be devoted 
to pearls for weddings. 

L. Heller & Son promote their La Tausca 
line at fashion shows held every spring 
and fall for jewelry buyers of department 
stores and specialty shops. Their Deltah 
line will be promoted for the first time 
at a fashion show during the forthcoming 
NWJA convention. 


Vogel's Mark 100th Anniversary 


The 100th anniversary of the founding 
of Vogel’s Jewelry Store, 380 Main St., 
Catskill, N. Y., will be celebrated on 
June Ist. 

The business, one of the oldest retail 
Jewelry stores in the state of New York, 
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was established by the late Charles S. 
Willard in 1851. It has been in operation 
and has served the community continually 
for one hundred consecutive years. 

The present head of the firm is Edward 
Vogel, who has owned and operated the 
firm for the past 22 years. 


Kilb-Beck Co. at New Location 


In order to consolidate all of their opera- 
tions on one floor and gain additional 
space, the Kilb-Beck Co. of Milwaukee, 
Wis., moved early in April to new quarters 
at 623 N. Second St. The firm was form- 
erly located at 213 W. Wisconsin Ave. 





Elgin Military Contracts 
Reported at $8,000,000 


Elgin National Watch Co., on May 20th, 
reported it holds approximately $3,000,000 
in military contracts at plants in Elgin, 
Ill., and in Lincoln, Neb. 

J. G. Shennan, president, said large 
scale production of ammunition com- 
ponents was expected to begin soon in 
both plants, following preliminary tooling 
and training. 

He added that Elgin also has a large 
number of developmental contracts cov- 
ering precision timing instruments for the 
armed forces. 
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Fvery day the B A & Co. Catalogue is at 
hand ready to be of service when something 
needed is lacking in stock. Through the 
years it has kept pace with the require- 
ments of changing demands. Make it a 
helpful friend during 1951. 


Benj. Allen & Coa 


Silversmiths Bldg. - 10S. Wabash Ave. - Chicago 3, IIl. 
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Over 125 Firms Reserve Exhibit Space 
At NACJ's Jewelry Fair and Convention 


More than 125 manufacturers, wholesal- 
ers, importers and others selling to retail 
jewelers have, as of May Ist, reserved 
space to display their new lines at the 
1951 National Jewelry Fair, according to 
a recent announcement by the Convention 
Committee of the National Association of 
Credit Jewelers. The Fair, sponsored by 
the NACJ, will be held one month earlier 
than last year, opening Sunday, July 29th, 
and closing the following Thursday, Au- 
gust 2nd. As for the past five years, The 





Stevens Hotel, Chicago, will house all Na- 


tional Jewelry Fair exhibits. 


To date exhibitors have reserved ap- 
proximately 200 display spaces in two 
booth areas, and on two sample room floors. 
participa- 
ballrooms and private dining 
rooms on the third floor of the Stevens 


Other display spaces including 
tion suites, 


have also been assigned. 

With approximately 79 per cent of all 
booth space sold in the Exhibition Hall 
and 75 per cent in the Grand Ballroom 
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Jewel-Re-Clean is compounded by trained 
chemists under exacting scientific condi- 
tions in our own modern laboratories. This 
assures you of uniform quality at all times. 
Now, with the addition of Anorcene—magic 


New Jewel-Re-Clean is packaged in an at- 
tractive new box which has special appeal 
for the feminine shopper. Included in each 
box are a stainless steel ring holder, a 
plastic-handled brush, 100 tissues for dry- 


With Jewel-Re-Clean, you get a counter dis- 
play, circulars, imprinted jar labels, and 


DEPT. J 
CHICAGO 80, 
28 DISTRIBUTORS 





MR. JEWELER 


NEW JEWEL-RE-CLEAN 
WITH ANORCENE 


Jewelers everywhere have been purchasing NEW 
JEWEL-RE-CLEAN WITH ANORCENE since it 
was placed on the market in March. Sales response 
has been highly gratifying, and we thank the 
jewelry trade wholeheartedly for their splendid 
support. 


MADE IN OUR OWN LABORATORIES BY SKILLED CHEMISTS 


ESPECIALLY DESIGNED FOR THE JEWELRY TRADE 


SALES AIDS FURNISHED FREE 


your supply, do so today. 


The First Complete Jewelry Cleaner 


Fs 28 42 82 2 OC 82 08 82 Oo Se Oe 8 8 O62 Oe? 6 2 8 6 © 8 26 4 Oo BS 


post cards ... FREE. You'll want this im- 
2 dozen jars, in individual 2-color boxes. . 
| gross jars, in individual 2-color boxes. . 


No. JI8503A—Your selling price..... 


C.F. MARSHALL CO. 


1445 JACKSON BLVD. 
ILLINOIS 


AND 
PRINCIPAL CITIES THROUGHOUT THE JU. S. A. 


For Buying 


new cleansing ingredient —New Jewel-Re- 
Clean actually outshines all other cleaners. 
Many jewelers report increased store traffic 
and good will as a result of Jewel-Re- 
Clean's superior performance. 


ing jewelry, and a traffic-building thank 
you card. And it is designed to look like 
a JEWELRY STORE PRODUCT... not just 
another variety store item! 


traffic- builder on your jewelry 


por'iant 
If you have not already ordered 


counier. 
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area, the NACJ Convention Committee ap. 
ticipates that the 1951 National Jewelry 
Fair will equal the participation figure set 
for the 1950 Fair. 

Although a year of shortages, restrictions 
and governmental orders, many appliance 
firms and those seriously affected by short. 
ages of vital metals have been assigned 
space. 

Providing added comfort for Visiting 
jewelers, all booth areas will again be 
completely air conditioned. This service 
was inaugurated for the first time in the 
Exhibition Hall last year, and won ep. 
thusiastic acceptance from attending jewel. 
ers as well as exhibitiors in that area. 
The Grand Ballroom area has been air. 
conditioned since it was first utilized by 
the National Jewelry Fair as a booth area 
in 1948. 

The complete, accurate directory service 
will again be available without charge to 
retail jewelers who register. Names, ad- 
dresses, booth locations and a brief descrip- 
tion of each exhibitor’s product will be 
printed in the directory. 

The highly-successful press service for 
retailers will be continued for the 195] 
Fair. Inaugurated in 1950, each retailer 
was given the opportunity, at no charge, 
to send a story of his visit to the Fair to 
his home-town newspaper editor. Hun- 
dreds of jewelers availed themselves of 
this service last year. 


ADVANCE REGISTRATION UNDERWAY 


As in the past, there will be no charge 
for registration of jewelry-retailing repre- 
sentatives. An extensive advance-registra- 
tion program is already underway, and in- 
vitations to register in advance have al- 
ready been sent to thousands of retail 
jewelers throughout the United States in- 
cluding the members of the National Asso- 
ciation of Credit Jewelers. 

A one-day NACJ .convention session 1s 
planned for the 1951 Fair to conserve the 
time of the busy jeweler. A full account 
of the clinic sessions, speakers scheduled, 
exhibitiors, etc., will appear in the July 
issue of THe JeweLers’ CircuLar-Key- 
STONE, 

The Convention Committee urges all 
jewelers to make early reservations with 
the Stevens or Congress Hotel to secure 
accommodations. Sleeping rooms have 
been set aside by these hotels for jewelry 
buyers attending the National Jewelry 
Fair. Jewelers are requested to mention, 
when writing for sleeping room reserva- 
tions, that they are attending the Fair. 
This will assure them reservations. 

The Convention Committee, appointed 
by H. A. Goldberg, NACJ president, is 
headed by Clarence Olsen of Olsen & 
Ebann Jewelry Co., Chicago. Committee 
members include: Irving J. Wolfgang, Cole 
& Erwin, Inc., Detroit, Mich.; A. E. New: 
mark, Newmark’s, Chicago; William Wag: 
ner, NACJ executive secretary, New York; 
Norman Kernis, Norman Jewelers, Inc. 
Chicago; Fred B. Dreifus, Dreifus Jewelry 
Co., Memphis, Tenn., and Irving N. Chay- 


ken, Armstrong’s, Hammond, Ind. 
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Diamond Industry Opens 
Drive to Halt Smuggling 


Members of the Diamond Manufacturers 
& Importers Association of America, at a 
meeting held May 2nd at the Waldorf- 
Astoria Hotel, New York, voted to start an 
intensive drive to help Federal officials 
stamp out diamond smuggling. 

Louis Frankel, general counsel of the 
association, explained that the meeting was 
called because the industry is determined 
to fight the “insidious type of competition” 
it faces from organized smuggling. He 
pointed out that while in 1950 an estimated 
$50,000,000 worth of polished diamonds 
had been legitimately imported into the 
United States, another $10,000,000 worth 
had been smuggled into the country with- 
out payment of the usual 10 per cent cus- 
toms duties. 

Mr. Frankel explained in detail what ac- 
tion the association had taken in the past 
few years to assist the U. S. Government in 
its fight against the smugglers. He stated 
that the association has unearthed much 
evidence and turned it over to customs 
officials. 





Frank J. Parker (right), United States At- 
torney, and Louis Frankel, general counsel 
of the Diamond Manufacturers & Importers 
Association of America, exhibit shoes worn 
by smuggling carriers who recently were 
convicted and sentenced to prison terms. 
The shoes were used to conceal diamonds 
which the carriers attempted to smuggle 
into the United States. 


One of the most serious aspects of the 
problem, it was said, is a suspicion that 
substantial amounts of the contraband dia- 
monds are being brought into this coun- 
try in diplomatic pouches from Europe 
via South America. An appeal for help 
has been made to the State Department. 


A new and vigorous program was 
adopted at the meeting for smashing the 
diamond smuggling rings. Included in the 
program is a provision for organization of 
a special division by the association for 
dealing with the smugglers; a proposal for 
militant action by the International Dia- 
mond Manufacturers Association at its 
meeting in Europe, and closer cooperation 
with Government agencies. 

The association acted after talks by 
James H. Page, Chief of Customs Agents; 
Kenneth B. Linden, an agent on his staff; 
and Frank J. Parker, United States At- 


torney. 
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OPS Order Affects Wholesalers, 
Importers of Foreign Goods 
On May 4 the Office of Price Stabiliza- 


tion issued Ceiling Price Regulation 31 
which limits wholesalers and importers of 
imported commodities to dollar and cents 
markups on these goods based upon prices 
in effect during a base period extending 
from July 1, 1949 to June 30, 1950, in- 
clusive. 

This order covers retailers of imported 
goods as well, but only on those items 
which are not subject to Ceiling Price 
Regulation 7. As the latter order covers 
all merchandise sold in the jewelry store, 
the retail jeweler is thereby not subject 
to this order. 





In general, if you are an importer, your 
ceiling price for the sale of any commodity 
covered by this CPR 31 shall be the landed 
cost of the commodity, plus a dollar and 
cents markup based on sales by you of 
that commodity during the base period as 
given above. Illustration of the method 
of computing this dollar and cents markup 
is given in the order, copies of which may 
be secured from any District OPS office. 

If you are a wholesaler, your ceiling 
price for the sale of any commodity shall 
be the cost of acquisition plus a base 
period dollar and cents markup based 
upon sales by you of that commodity dur- 
ing the base period. 

Effective date of this regulation was 
May 9, 1951. 
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Matched 


Wedding Rings 


This is the display tray that has increased jewelers’ sales every- 
where. With your first order of 20 sets of rings the tray costs 
you nothing. It is covered with rich grain leather and lined with 
luxurious velvet in perfect keeping with the high quality of the rings. 


DOES AWAY WITH COSTLY INVENTORIES 


You carry no stock... orders are sent to us and in 24 hours rings 


ordered are on their way to your store. . 


your customer wanted. 


. just the style and size 


QUALITY THAT GETS AND HOLDS CUSTOMERS 
Elegance and simplicity of shapes and designs give RINGS-O-BLISS 


unmatched beauty. 


Write for catalog and complete details 


Ibis ing Co. 


29 W. Madison St. 
Chicago 4 


Manutacturers of a complete line of Fine Rings 
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TRADE LEADERS ATTEND UJA DINNER IN NEW YORK 








Prominent at the speakers’ dais during the annual dinner of the Jewelry Industry Division 
of the United Jewish Appeal at the Essex House recently were the above trade leaders 
They are, left to right: Irving Abel, Longines-Wittnauer Watch Co.; Sidney Fiddelman of 
J. Fiddelman & Son, Henry Peterson, of the Feature Ring Co., and Jacob H. Schaeffer, of 
Shiman Brothers, all three chairmen of the Manufacturing Jewelers Committee; Norman M. 
Morris, of the firm that bears his name, a past chairman of the division and this year's 
chairman for watches; Harry D. Henshel, of the Bulova Watch Co., a division co-chairman: 
Milton Weill, of the Arrow Manufacturing Co., veteran leader in the industry's philanthropic 
efforts, and Benjamin Lazrus, of the Benrus Watch Co., also a co-chairman. 


This year’s campaign for the United 
Jewish Appeal of Greater New York got 
off to a rousing start on May 2nd when 
industry leaders attended a fund-raising 
dinner at the Essex House, New York. 
Contributions totaling over $700,000 were 
pledged, far exceeding the amount col- 
lected at last year’s similar function. 

Guest speaker at the dinner was Rabbi 
Irving Miller, head of the American Jewish 
Congress, who made an eloquent plea for 
funds for overseas rescue, relief and re- 
settlement, the upbuilding of Israel as a 
haven of refuge for all who wish to enter 
and a stronghold of democracy in the 
Middle East, and refugee aid and the 
safeguarding of human rights at home and 
abroad. Other dinner speakers included 
Dave Kay, 1951 general chairman of the 
Jewelry Industry Division, Benjamin Laz- 
rus, Max Jellinek, and Harry D. Henshel. 

Several other dinners were held by the 
New York jewelry trade to raise this year’s 





jewelry division quota of $1,250,000. The 
Downtown East Side Jewelers Division of 
the United Jewish Appeal held its annual 
dinner for UJA on May 16th at Garfein’s 
Restaurant, New York. Ben Orgel is 195] 
chairman of the division, with Louis Flyer 
as co-chairman. 

A dinner with a dual purpose was held 
by the Costume Jewelry Division on May 
22nd at the Hotel Pierre, New York. In 
addition to raising funds for the UJA 
appeal, costume jewelry leaders honored 
Carl Rosenberger, who celebrates this year 
the 50th anniversary of his helping found 
the firm of Coro, Inc. 

Officers of the Diamond Dealers Club, 
which is celebrating its 20th anniversary, 
proudly note that it has contributed a total 
of $200,000 to UJA as treasury gifts during 
the past four years, to which should be 
added a quarter of a million dollars given 
by individual members each year. 





Other head table guests at the UJA dinner were, left to right: Dave Kay, 195! general 
chairman of the Jewelry Industry Division, who presided at the dinner; Rabbi Irving Miller, 
head of the American Jewish Congress, who was guest speaker; Max Jellinek, president of 
the Diamond Dealers Club; Charles Gutwirth, of Lipschutz & Gutwirth, honorary chairman 
of the club's UJA Committee; Henri E. Kleinberg, chairman of the Diamond Center UJA 
Committee; Charles Wolf, Charles Wolf & Sons, and Alexander H. Arnstein, of Arnstein 


Brothers, chairman of the Diamond Committee and also a past chairman of the drive. 


— 





Over 315 Kreisler Employees 
Eligible for Pension Benefits 


More than 315 employees of the Jacques 
Kreisler Manufacturing Corp., North 
Bergen, N. J., are now eligible to receive 
the company’s full pension plan benefits, 
it was announced recently by Toby Stern, 
president. 

Calling attention to the fine employment 
record of the company, Mr. Stern pointed 
out that workers in the pension plan repre- 





sent 40 per cent of those regularly em- 
ployed by Kreisler. He added that 110 
employees have been with the company 
over ten years. 

The Kreisler pension plan, which has 
been in effect for eight years, is completely 
paid for by the company and entitles those 
eligible to (1) life insurance benefits, and 
(2) retirement income ~* 65, which aver- 
ages approximately $@) 8 month. This, 
coupled with social securi‘y benefits, will 
give an employee an average of $140. 
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q George Kramer, manufacturers’ repre- 
sentative, located at 565 Fifth Ave., New 
York, announced recently that he is moving 
his office and showroom to new quarters 
at 580 Fifth Ave. Mr. Kramer represents 
the French Jewelry Co., Inc., and Semca 
Clock and Watch Co. 

q David Ludel of Miller and Veit, diamond 
importers and cutters at 630 Fifth Ave., 
New York, left May 19th via Sabena Air 
Lines to visit the diamond markets in 

Antwerp and Amsterdam. Mr. Ludel ex- 
pected to remain abroad several weeks. 

q Chime Jewelers Corp., at 1247 Broadway, 
Brooklyn, N. Y., took over recently the firm 
of Queens Tishman, ‘Inc., located for the 
past 24 years at 217-02 Jamaica Ave., 
Queens Village. Nathan Tishman, former 
owner of Queens Tishman, has retired from 
the trade. 
¢ Stanley Zoobris, watch repairer for the 
trade, has opened new offices at 31 West 
47th St., New York. He was formerly 
located at 60 West 47th St., where he 
shared quarters with the Uptown Material 
House. 

q Wedding bells rang out at New York’s 
Waldorf-Astoria Hotel on May 6th when 
Wallace Berrie married Miss Joyce Braun- 
stein. Mr. Berrie is the son of Mr. and 
Mrs. Nathan Berrie of the Naomi Jewelry 
Co., Inc., 37 West 26th St., New York. 
The couple spent their honeymoon in 
Bermuda and the West Indies. 

q Loren Rings, Inc., manufacturers of en- 
gagement and wedding rings, have opened 
showrooms and factory at 47 West 47th St., 
New York. Morris Reubenfeld is president 
and Jack Goldstein, vice president. 

4 Leo Nessebroth of the Globe Ring Co., 
manufacturers of original designs in ring 
castings, announces the removal of the 
firm’s offices and plant to 81 Willoughby 
St., Brooklyn. The company, which was 
formerly located at 136 Lawrence St., 
Brooklyn, has doubled its former floor 
space. Increased facilities at the new 
quarters will enable the firm to better 
take care of its expanding business. 

q The American Rolex Watch Corp., form- 
erly located on the 15th floor at 580 fifth 
Ave., New York, is now situated in more 
spacious quarters on the ninth floor. One 
of the outstanding features of the new 
location is the firm’s unique and large 
watch repair department which occupies 
the most desirable spot on the floor. The 
department is situated right next to the 
windows which face on Fifth Ave. and 
also on 47th St. 
qA. Feinberg of A. & J. Feinberg, dia- 
mond importers at 62 West 47th St., New 
York, will leave via Sabena June 15th to 
visit the diamond markets of Europe. Mr. 
Feinberg expects to remain abroad until 
August. 

4 Harold Islon, a former partner in the 
Fortis Watch Agency, sailed April 25th on 
the S. §. Liberte with Mrs. Islon for a 
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trip to the watch and clock manufacturing 
centers of Switzerland and Western Ger- 
many. Upon their return July Ist, they 
will re-open their former watch business 
under the name Harold Islon Co. at 48 
West 48th St., New York. 

4q One of the highlights of the May meeting 
of the, Horological Society of New York, 
at the Capitol Hotel, was the talk given 
by Harold J. Loevy, executive of the Zenith 
Manufacturing and Chemical Corp. Mr. 
Loevy spoke on the subject “How to Get 
the Most Out of Your Watch Cleaning 
Equipment,” covering every aspect of thie 
work in detail. 

q On May 2nd, a two-alarm fire on the 
top floor of a six-story building occupied 
by Black, Starr & Gorham, Inc., 594 Fifth 
Ave., New York, destroyed large quantities 
of stationery stock, a printing press and 
a die-stamping machine. The cause of the 
fire was not immediately determined. 

q Harry Smolin, importer and cutter of 
precious stones located at 62 West 47th 
St., New York, sailed April 25th on the 
S. S. Liberte to visit the precious stone 
markets in Paris and London. Mr. Smolin 
was expected to return early in June. 

q Mrs. Ralph De Rosa announced recently 
the engagement of her daughter, Elvira, to 
Frank P. DeMario of Brooklyn, N. Y. 
Miss De Rosa, daughter of the late Ralph 
De Rosa, is an executive partner of Ralp' 
De Rosa Co., 404 Fourth Ave., New York. 
Mr. De Mario, who is at present with 
Robert De Mario & Co., will shorily join 
the Ralph De Rosa Co. 





Detjen Retires From Trade 


W. Edward Detjen, vice president and 
secretary of the Longines-Wittnauer Watch 
Co., Inc., 580 Fifth Ave., New York, re- 
tired April 30th after 45 years service in 
the jewelry industry. 


W. EDWARD 
DETJEN 


Vice President 
and Secretary, 
Longines-W ittnauer 
Watch Co., Inc. 





Mr. Detjen has a wide circle of friends 
in the industry and has always evidenced 
keen interest in trade affairs. Last January 
he was tendered a testimonial dinner at the 
Belmont Plaza Hotel in New York by 100 
old friends and associates. 

Fellow employees presented Mr. Detjen 
with an Atmos clock, suitably engraved, 
as testimony of the high esteem in which 


he is held by all. 
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Opals 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
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ENCRUSTERS 


STONE ENGRAVERS 
COATS-OF-ARMS ° 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 7, N. Y. 











DIAMONDS 


All Sizes - All Qualities 
Order the quantity, size and quality you 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for Price List No. 18 ef May 1951. 


H. SORIN 22S sity 




















SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 
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CATALOGUE 


MAILED FREE 
UPON 
REQUEST 


MANUFACTURER 
TO RETAILER 


SPECIALISTS IN RHINESTONE 
Jeweled Creations. Hand Polished Prong set. 


Fantasy of Jewels 


MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 7,N.Y. 














Diamond Cutters 
Recutting and Repairing for the Trade 


Expert diamond cutting for the 
Best jewelers in the country for 
the past 35 years. 


Estimates gladly furnished 
EMPIRE STATE PURCHASING CO. 


(Jack Blauweiss — Wm. Sluyter) 
64 W. 48th St. New York 19, N. Y. 
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‘ ® contracts 
ee "e receipt books, etc. 
=e FREE samples 


S. |. surnamer co. 
ma..4 WY. 


370 /th Ave., 











JEAN NAFTULE 


Importer of Synthetic & Semi-Precious 
STONES 


Specializing in Calibre 1!/%, 134-2 mm 
Round Machine Cut 1 to 10 mm 


35 Maiden Lane, New York 38, N. Y. 
BOwling Green 9-8973 











WATCH CASE REPAIRS 


BEZELS, BACKS, ETC., MADE TO 
ORDER—IN ANY METAL 


MICHAEL KAHANE 


36 West 47th Street, a York 19, N. Y. 
Judson 2-453 














LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service dl ,Better Workmanship! 
**‘Send Me Your Next Packag 

M. J. STERN 


Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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Obituaries 





Erwin J. Erpier, 59, of Ann Arbor, 
Mich., died following a heart attack on 
April 21st. Mr. Eibler was associated with 
his brother in the John B. Eibler jewelry 
store, 308 S. State St., Ann Arbor. A 
former city supervisor from the First Ward, 
Mr. Eibler joined his father, John B. 
Eibler, in business in 1908. He continued 
in the same business with his brother, 
R. J. Eibler, after his father’s retirement 
in 1935. He served as city supervisor in 
1927-28 and in 1932-34. He is survived by 
his widow, a son, his father, and three 
brothers. 


ALFREDO Esposito, Sr., 63, founder. of 
Esposito Jewelry, Inc., Providence, R. I., 
died April 24th after a long illness. He 
had been general manager of the company 
since its organization in 1909. Mr. Esposito 
was born in Naples, Italy, and had resided 
in Providence 42 years. Surviving are his 
four daughters, two sons, a sister and four 
brothers. 


GEORGE FALKENSTEIN, 51, well known 
jeweler and businessman of Washington, 
D. C., died April 2nd. Born in New York 
City, Mr. Falkenstein lived in New Jersey 
for some time before moving to Washing- 
ton in 1939. He had been connected with 


_ the jewelry business most of his life, fol- 


lowing in the footsteps of his father, Hugo 
Falkenstein, who was first president of the 
Bronx Retail Jewelers Association. Mr. 
Falkenstein was one of the founders of 
the Greater Washington Retail Jewelers 
Association and served as its second presi- 
dent. Recently he left the retail jewelry 
field to enter into the  dial-refinishing 
business. 


J. Hersert HAL, chairman of the board 
and founder of J. Herbert Hall Co., Inc., 
Pasadena, Calif., died in that city on 
May 3rd. A native of Canada, Mr. Hall 
moved to the Southern California city in 
the 90s and established a small jewelry 
store in 1899. In recent years, his illness 
had necessitated a less active part in the 


J. HERBERT HALL 





firm and his brother Walter has served 
as president while Earle has taken over 
as vice president. Long active in fraternal 
organizations he was a past commander 
in Knights Templar and a Past Master of 
the Masonic Lodge. He was equally active 











rr, 


in trade associations and was a past presi. 
dent of the California Gold and Silversmith 
Association. In addition to his two brothers, 
Walter and Earle, he is survived by a sister. 


SAMUEL E. HEFFERN, 74, co-founder of 
the Heffern-Neuhoff Jewelry Co., St. Louis, 
Mo., died April 15th of heart disease, A 
native of River Falls, Wis., he settled in 
St. Louis at an early age. Mr. Heffern 
began his career in the jewelry business 
in November, 1890. He and George L. 
Neuhoff, Jr., founded their own business 
in March, 1913. Surviving are his widow, 
a son, two daughters and two sisters, 


Wittram A. LAms, 77, vice president 
and director of the George H. Fuller & 
Son Co. of Pawtucket, R. [., and West 
Coast representative of that firm for the 
past 25 years, died at his home in Los 
Angeles on April 13th. Mr. Lamb was a 
member of the Jewelers’ 24 Karat Club of 
Southern California, The 24 Karat Club 
of the City of New ‘York, the Golden 
Roosters of Chicago, the Chicago Jewelers 


Club, and the Masonic Lodge. He is 
survived by his widow. 
Georce C. McCormick, retired sales 


representative of R. L. Griffith & Son Co., 
Inc., died recently in Providence, R. I. 
He is survived by his son, Nelson C. 
McCormick, who is associated with the 


Plainville Stock Co., Inc., Plainville, Mass. 


Harry LEVINSON, 68, prominent jeweler 
of Youngstown, Ohio, died April 14th in 
Miami Beach, Fla. A native of England, 
Mr. Levinson moved to Youngstown in the* 
790s and established a small jewelry store 
in 1907. Due to illness, he was compelled 
to retire from active participation in the 


’ business in 1935 and the store was sold in 


June, 1950. Surviving are his widow and 
a son. 


DuKE Peasopy, 56, who wag associated 
with the silverware industry for 35 years, 
died April 16th. Mr. Peabody was New 
York representative for the Poole Silver 
Co. of Taunton, Mass., until he retired on 
January Ist of this year because of ill 
health. He was a member of the Boston 


Jewelers Club. 


WittiAM Present, who for the past 34 
years has operated a retail jewelry store 
in Pontiac, Mich., died April 20th. Mr. 
Present was born in Rochester, N. Y. 
where his family has been prominent in 
the wholesale jewelry business for over 50 
years. In addition to his widow, he is 
survived by a daughter, two brothers and 
two sisters. Also surviving is a nephew, 
William A. Present, president of Daniel’s 
Jewelry Co., Lansing, Mich. 
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Over 250 Jewelers and Their Guests 


Attend Convention of Pennsylvania RJA 


Nine prominent trade leaders, including 
two Office of Price Stabilization executives, 
addressed various sessions of the annual 
convention of the Pennsylvania Retail 
Jewelers Association held April 22 and 23 
at the Berkshire Hotel in Reading. More 
than 250 delegates, delegates’ wives and 
guests attended the two-day conclave. 
The convention got underway Sunday 
afternoon, April 22, with a business meet- 
ing, during which time the wives and 
families of delegates were taken on con- 
ducted tours of the city. A cocktail party 
was held that evening and the first day’s 
program closed with a Pennsylvania Dutch 
buffet dinner and entertainment. 

The Monday morning session opened 
with the reading of reports by Karl A. 
Schwemmer, of Reading, president of the 
organization, and Kenneth L. May, of York, 
secretary-treasurer. Appointments to nomi- 
nating, convention and resolutions com- 
mittees were also made at this session. 





with new developments affecting their busi- 
ness. Only through membership in such 
an association can this information be sup- 
plied expediently, the speaker asserted. 

The advantages of belonging to the 
American National Retail Jewelers Asso- 
ciation were also stressed by Charles T. 
Evans, secretary, who reported on the 
work of the organization during the past 
year. 

At the afternoon session, the delegates 
were addressed by G. Robert Crowning- 
shield, director of Eastern headquarters of 
the Gemological Institute of America; W. 
Staunton Moylan, director of the consumer 
goods division of the Office of Price Sta- 
bilization in Pennsylvania and Delaware, 
and Edward A. DeCindis, attorney-ad- 


visor to the Philadelphia OPS regional office. 

Mr. Crowningshield spoke on “How to 
Detect Gems,” and gave an informative 
talk on the value and purposes of each of 
the well-known kinds. 


In addition. he 





Seats at the convention sessions of the Pennsylvania Retail Jewelers Association were about 

as difficult to find as the proverbial "needle in a haystack." This capacity crowd attended 

the afternoon session on April 23rd at which two OPS officials brought the jewelers up-to-date 
on government price controls affectina the industry. 


Principal speaker at the Monday morn- 
ing meeting was H. E. Blackburn, sales 
manager of the Seth Thomas Clock Co., 
Thomaston, Conn., who spoke on “The 
Clock Business and the Retail Jeweler.” 
In his discussion he presented a clear 
understanding of the size of the clock 
industry, the amount of business retail 
jewelers are doing in clocks in relation to 
the clock industry business and suggestions 
as to how they can obtain a larger portion 
of this business. 

Other speakers at the morning session 
included Paul W. Monohon, sales and ad- 
vertising manager of B. A. Ballou & Co., 
Inc., Providence, R. I., and Wroe Alderson, 
a partner in Alderson and Sessions, nation- 
ally known firm of consulting economists 
and market analysts. 

At a noon luncheon, Oscar Kind, Jr., 
vice president, Middle Atlantic Region, 
American National Retail Jewelers Asso- 
ciation, stressed the importance of member- 
ship in the national organization. He set 
forth the advantages of such an association, 
stressing that in times like these, when the 
government has instituted price controls, 
it is important for jewelers to be in touch 
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explained the relative hardness of different 
gem minerals; how to identify different 
precious stones and tests to determine their 
genuineness. 

The two OPS representatives brought 
the jewelers up-to-date on government 
price controls affecting the industry, and 
conducted a question-and-answer forum to 
clarify the law. 

The meeting concluded with the elec- 
tion of officers at which all officers were 
unanimously re-elected. They are: Presi- 
dent, Karl A. Schwemmer, Reading; Vice 
Presidents: Charles H. Heine, Philadel- 
phia; Charles H. Shaffner, York; Walter 
C. Stoeckel, Scranton; Milo R. Williams, 
Butler; Edward L. Carlson, Kane, and 
Frank A. Ruff, Johnstown; Secretary- 
Treasurer, Kenneth L. May, York, and 
Executive Secy., Carl L. Snyder, Reading. 

Reappointed to the board of directors 
were: William H. Diller, Reading; A. 
Lester Sauter, and Edwin K. Welch, both 
of Philadelphia; C. L. Thomas, Kennett 
Square; Samuel C. Boyer, Carlisle; 
Charles W. Fenton, Sunbury, Fred Esch- 
bach, Milton, Oliver Kunsman, Beaver, 
and Ford E. O’Dell, Erie. 





Nes SS a 


Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 

81 Warren St. Newark 2, N. J. 
Market 3-3618 














JEWELRY SALESMAN 


Represent well advertised line 
DIAMOND RINGS, WEDDING RINGS, 
MOUNTINGS, STONE RINGS, 
WEDDING RING SETS, ETC. 
Must be well known among retailers 

eredit jewelers in 


and 
GEORGIA, ALABAMA, FLORIDA, LOUISIANA, 
TEXAS 


We are well established in this territory and we 
are only interested in man used to earning 
commissions of 


$15,000 OR MORE PER YEAR 


Must have all details and referenees In first 
letter. Our men know of this ad. 


Box "'A., 1636,"' Care 
Jewelers’ Circular-Keystone 

















Learn 
DIAMOND CUTTING 
Earn Big Pay! 


Enroll now at the Only School in America training 
men in this profession. Become an expert in this 
highly paid profession in only 14% months. A fas- 
cinating, highly-skilled field offering high income and 
always a demand for your services. 

Our courses, under personal instruction, prepare you 
for several lucrative flelds: Diamond Cutter, Gem 
Cutter, Stone Buyer, Wholesale Jeweler and Importer, 
Jewelry Grader and Appraiser. 

Enrollment Limited—So don’t delay. Write now for 
full details. Approved for G. I.’s. 


STEWART GEM & DIAMOND CUTTING INSTITUTE 
565 Main Avenue Passaic, W. J. 














WATCH MATERIALS—— 


Florida's largest watch material house 
Serving the Nation by mail. 


Prompt mail service 
Write for Price List C 


DEAN COMPANY 


72 N. Atlantic Ave., Daytona Beach, Fia. 

















ACON 


THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 
Sold Through Jobbers & Mfrs. 
50 ELDRIDGE STREET NEW YORK 2, N. Y. 















er 
565 FIFTH AVENUE NEW YORK 17, N. Y. 
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— wae CUTTER 


to the Brerauer 
YOUR INQUIRIES PROMPTLY SERVICED 


NEW YORK DIAMOND IMPORTING CORP. 
wholesale jewelers 
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The extensive national advertising of the 
new synthetic jewelry stone Rutile in news- 
papers and consumer magazines has 
brought about a growing public interest 
in this stone which is reflected In rapidly 
increasing sales. The local jeweler is bene- 
fiting from this national advertising. An 
increasing number of people are coming 
to see him to get firsthand information 
about this beautiful stone. 


With a higher refractive index than dia- 
monds, Rutile has more fire than any other 
jewelry stone. Its color is similar to a 
canary diamond. But it is not to be com- 
pared to any other stone, it can stand on 
its own merits. It has proven its sales 
ability. 


Memo shipments on request. 








HENRY 


LAPIDARY, INC. 


73. WEST 47™ ST. PHONES: PLAZA 7-4815 
NEW YORK 19, , eo & PLAZA 7-4816 











Genuine 


BOHEMIAN GARNET JEWELRY 


made by the finest 
Artisans in American 
occupied Germany. 


The most fashionable 
and popular jewelry 
today —is made in 
attractive earrings— 
bracelets—rings and 
necklaces—at reason- 
able prices. 





Memo approval packages sent to 
rated jewelers — 


ASIATIC ART JEWELRY CO. 


225-5th Ave., New York 10, N. Y. 














TAKE ORDERS FOR RELIEFAGRAF 


WEDDING 
INVITATIONS 


CALLING CARDS - INFORMALS 
PERSONAL STATIONERY .. . 


Jewelers and Fine Stationers feature our 
Reliefagraf (no plates needed) products 
as the finest available. Orders taken from 
Sample Book with yo stock to carry. 
Extra sales and good profits are assured. 


Write for details. 


TURNER & PORTER, INC. 


BUFFALO 9, N. Y. Established 1892 
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| | Minnesota Jewelers and Watchmakers Attend 
~Joint Annual Convention in Minneapolis 


H. C. Kirkberg (left), vice president, Central Region, ANRJA, and Maurice Adelsheim 
(center), ANRJA treasurer, were guest speakers at the recent three-day Minnesota RJA 
convention in Minneapolis. Newly elected officers of the Minnesota RJA shown with the 
ANRJA officials are from left to right: Mr. Kirkberg; Cort G. Lippert, secretary-treasurer. 
Julia Hauberg, director; Arnold Brophey, president; Mr. Adelsheim; R. A. Ashmun, director: 
William P. Stiles, vice president; A. W. Schultz, director, and Morton A. Sauer, director. 


Approximately 1400 jewelers and their 
suests attended the 47th annual convention 
of the Minnesota Retail Jewelers Associa- 
tion held April 8 through 10 at the Hotel 
Nicollet in Minneapolis. Retailers from 
many adjoining states as well as Minnesota 
attended the three-day confab. 

Products of 35 manufacturers and whole- 
salers were displayed at exhibits which 
opened on Sunday, April 8. Most of the 
first day was given over to luncheons and 
meetings of both the Minnesota RJA and 
the Minnesota Watchmakers Association 
who held their annual meeting in conjunc- 
tion with the convention. 

President Arnold Brophey welcomed the 
guests at the opening business session 
which followed luncheon on Monday, and 
introduced the first speaker, Maurice Adel- 
sheim, treasurer of the American National 
Retail Jewelers Association. Mr. Adelsheim 
pointed out that the buying spree indulged 
in by many retail jewelers in the summer 
of 1950 has left them inventory rich and 
cash poor. He stressed the necessity of 
intelligent buying and striving for a more 
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Two charming young ladies from S. H. 
Clausin & Co., pioneer wholesale jewelers 
of the Northwest, welcomed delegates and 
their friends to the firm's exhibit between 
sessions of the Minnesota RJA convention. 
One of the girls, pictured above, shows a 
pearl dinner ring to an interested couple. 











liquid position. Mr. Adelsheim feels that 
the retailing picture in the nation has 
clarified and improved, particularly inso- 
far as the supply situation is concerned. 





Members of the Minnesota Watchmakers 
Association elected the officers shown 
above at their recent annual convention in 
Minneapolis. They are, left to right: Carl 
O. Peterson, Brainerd, chairman, board of 
examiners in Watchmaking Advisory Com- 
mittee; E. A. Kellenberger, Morris, presi- 
dent; Lester Gish, Virginia, vice president, 
and Mitchell Keller, Minneapolis, secretary. 
Absent when this picture was taken were 
H. A. Witte, treasurer, and Wm. C. West- 
phal, historian. 


Leslie B. Halper, sales promotion man- 
ager for The Gorham Co., cautioned the 
jewelers on the increasing difficulty they 
will encounter in getting their share of the 
consumer dollar. Pointing out that six 
billion dollars will be spent this year in 
advertising of various consumer products, 
Mr. Halper warned that jewelry retailers 
must advertise to get and keep business. 
He quoted names of various jewelry stores 
throughout the country who are doing ag- 
gressive advertising and promotion jobs 
and getting business as a result. 

The next two speakers, R. A. Connoy 
and John Ledbetter, officials from the Office 
of Price Stabilization, spoke on the timely 
subject “Price Controls and the Retail 
Jeweler.” Copies of both CPR 7 and 
Amendment 2 were distributed after the 
business session concluded. 

The Monday evening sales clinic fea- 
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tured a spirited open floor discussion. 
William P. Stiles, secretary-treasurer of 
the association, acted as moderator for 
the panel of experts which included John 
Ledbetter, OPS official; Leslie B. Halper, 
The Gorham Co., and John McManemin, 
field merchandising coordinator for the 
Watchmakers of Switzerland. 

H. C. Kirkberg, vice president, Central 
Region, American National Retail Jewelers 
Association, gave an excellent talk at the 
final business session on Tuesday. Mr. 
Kirkberg, a successful retailer himself, 
suggested a policy of cautious optimism. 
He declared that while business for the 
retail jeweler should be generally good, he 
could not see easy selling days ahead. 


Election of officers found Arnold Brophey 
of St. Paul back for another term as presi- 
dent; William P. Stiles of Wells, vice 
president, and Cort G. Lippert of North- 
field, secretary-treasurer. Ten district di- 
rectors were also elected for the ensuing 
year. Wm. C. Walsh, who has done such 
a marvelous job for the association for 
many years, remains as executive secretary. 


The exhibits closed and business out of 
the way, members relaxed for several hours 
to prepare for the highlight of the con- 
vention, the annual banquet. Preceded by 
a most successful cocktail hour, the ban- 
quet was a fitting climax for the three-day 
activity. A wonderful dinner, an excellent 
seven-act floor show, and dancing to good 
music gave the overflow crowd a night to 
long remember. 





Jewelers Mutual Fire Insurance 
Re-elects Officers, Directors 


Policyholders of the National Jewelers 
Mutual Fire Insurance Co. attended their 
38th annual meeting on May 2nd at the 
Hotel Pfister, Milwaukee, Wis. 


An election of officers was held and all 
present officers were re-elected to serve 
for another year. They are: E. R. Fuchs, 
president; Sam Dalin, vice president, and 
I. W. Andersen, secretary-treasurer. G. M. 
Jeffery was re-elected underwriting man- 
ager. 

Re-elected as directors for a term of 
three years were: Sam Dalin, Dalin 
Jewelry Co., West Allis, Wis.; William J. 
Kilb, Kilb-Beck Co., Milwaukee, and R. 
J. Treiber, Sr., Pitz and Treiber, Jewelers, 
Appleton, Wis. 


Reports of the officers, President E. R. 
Fuchs (Alfred W. Fuchs Co., Jewelers, 
Milwaukee) and I. W. Andersen, Secre- 
tary-Treasurer, Neenah, showed most fa- 
vorable progress. Business in force in- 
creased $3,370,000 to the new high of $38,- 
704,000. Assets increased to $516,302.90. 
Surplus to policyholders was reported at 
72.02 per cent of assets or a most unusu- 
ally strong position. 


Since organization the Jewelers Mutual 
has collected $2,887,992.65 in premiums 
and has paid out $975,398.30 in dividends 
and $736,770 in losses. Currently paying 
30 per cent dividends on all business in- 
cluding Jewelers Block Insurance. the 
Company returned $44,280 to its policy- 
holders in 1950. 
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Junghans Westminster Chime Mantel Clock. 


# 17/1772 Keystone $72.00 


LARGEST DIRECT IMPORTERS OF 


@ Black Forest Cuckoo Clocks 
@ Westminster Chime 
Mantel Clocks 


Sole U. S. Agents for ATO Junghans 1000-Day Clocks 
All Clocks Guaranteed 
SEND FOR NEW CATALOG AND PRICE LIST 


Visit Our Showrooms 


HENRY COEHLER CO., INC. 


1524, MERCHANDISE MART, CHICAGO ° 


Genuine Walnut. Hand Polished. 


@ 400-day Clocks 
in various styles 
@ Traveling Alarm Clocks 


220 FIFTH AVE., N. Y. 1 
























Only the REX COLE Sight Saver has: 
@ Adjustable height from 36” to 46” 


position 


users and others in room 


for all seeing-working purposes 


use. 
e@ Light weight, easily portable 


225 Fifth Avenue 


™ REX COLE 


FOR EVERY SEEING PURPOSE 


An Ideal Gift for Every Occasion! 


@ Reflector swings horizontally toe any convenient lamp shift 
@ Glare-proof design protects eyes of 


@® Comes with 100 watt reflector bulb to 
provide correct, comfortable intensity color combinations suitable for any 


Ventilated reflector keeps lamp cool library green, ivory-and-beige 
and comfortable—even after hours of © Individually packed in eompact ship- 


Suggested Retail $17.95 each 
In West $18.95 — Cost $7 G.80 ts less. 


Burton C. Meyer 





Sight Saver 


THE ONLY 
“ALL FUNCTIONAL” LAMP 


IN THE HOME OR OFFICE 


Reading Hobbies 
Writing Sewing 
Typing Bedside 
Studying Ironing 
Televiewing Games 


Watch Repairs 


® Generous, 10-foot waterproof cord for 


Conveniently located reversible switch 
Sturdy, stable metal construction, can 
“take it’’ 

Choice of three durable baked enamel 


decorative scheme: mandarin maroon, 


ping carton—five to master carton 
@ One year guarantee 


(Add 50¢ 


New York 10, N. Y. 
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NEW PATTERN 
IN 14Kt Gold 





Also Available in 


Cuff Links Tie Clips 
Bill Clips Belt Buckles 
Photo Lockets 


LOUIS TAMIS & SONS 


Manufacturers of 


Gold Cases Novelties 
Fountain Pens Pencils 
36 West 47th St. New York 


Los Angeles Representative: 
Herbert Wood, 649 S. Olive St. 











REPAIRS and PLATING 
in GOLD and SILVER 


33 Years of Continuous 
Service to the Trade 






from 
Coast 
to 

F Coast 
(Before) (After ) 

Highest 

Quality 
Workmanship 





i 


HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & C€O., INC. 


Mastercraftsmen—-Silversmiths 


17 West 45th St. New York 19, WN. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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Members of Kansas RJA 
Elect Resnick President 


Members of the Kansas Retail Jewelers 
Association elected new officers for the 
coming year during a highly successful 
three-day convention held at the Allis 
Hotel in Wichita April 14-16. 

Heim Resnick of Wichita was elected 
president of the group for the ensuing 
year. He succeeds Preston Loomis of New- 
ton who was named chairman of the board 
of directors. 

Ed Marshall, Anthony, was named first 
vice president; W. E. Sellers, Emporia, 
second vice president, and R. L. Trombla, 
El Dorado, secretary-treasurer. 


HEIM RESNICK 


New Kansas 
RJA President 





J 


Elected to the board of directors were: 
Mrs. Theresa Brasfield, Wichita; Harold 
Walker, Kingman; Vance C. Meador, 
Hutchinson; K. N. Komarek, Great Bend; 
J. E. Newfield, Parsons; Robert C. Nease, 
Pratt; C. R. Morrison, Hays; Frank Esch- 
man, Topeka, and Harry D. Knapp, Win- 
iield. 

Speakers on the convention program 
included Alfred L. Woodill, executive di- 
rector of the American Gem Society, Los 
Angeles, Calif.; Richard T. Liddicoat, Jr., 
assistant director of the Gemological Insti- 
tute of America, Los Angeles, Calif.; Pat 
Friday, Continental Casualty Co., Chicago, 
Ill, and H. L. (Nick) Carter, vice presi- 
dent, Northwestern Region, American Na- 
tional Retail Jewelers Association. 





Precious Jewelry Metals 
Discussed in New Booklet 


The Platinum Metals Division of The 
International Nickel Co., Inc., is distribut- 
ing a new pocket-size booklet called “The 
Eight Precious Metals” as part of its con- 
tinuing series of informational literature 


to the jewelry trade and the public. 


The 20-page publication, bound in a 
durable cover, is described as a digest of 
the outstanding characteristics of the eight 
precious metals used in the manufacture 
of precious jewelry. These are gold and 
silver and the platinum metals group, com- 
prising platinum, palladium, rhodium, 
ruthenium, iridium and osmium. 

The booklet provides retail clerks with 
a sound working knowledge of these metals 
as an aid in dealing with the consuming 
public. “The Eight Precious Metals” will 
probably interest other segments of the 
industry. 

The data includes brief descriptions of 
each precious metal in its pure elemental 
form, and explains how they are combined 








with one another, or with base metals, tp 
obtain alloys and materials used in many. 
facture. Principal sources and approxi- 
mate annual production figures of the eight 
metals are also listed. 


Elgin Shareholders Told 
Of Increasing Military Output 


Shareholders of Elgin National Watch 
Co. were told April 25th at their annual 
meeting that manufacturing facilities are 
being expanded to handle rapidly increas. 
ing production of timing instruments for 
the armed services. 

The statement by J. G. Shennan, pregi- 
dent, pointed out that auxiliary World 
War II facilities at Elgin have been re. 
opened, and that the company plans to 
enlarge its plant in Lincoln, Neb. 

Thus far, he added, the company has 
been able to undertake a large number 
of military contracts without major dis. 
turbance to civilian watch production. 

Consolidated earnings were reported 
for the first time covering Elgin and its 
two wholly owned subsidiaries, Wadsworth 
Watch Case Co. of Dayton, Ky., purchased 
last December 19, and Canadian Elgin 
Watch Co. Consolidated net earnings for 
the first 12-week period of 1951 were 
$381,487 on consolidated sales of $8,798. 
404. Shennan said that the percentage of 
earnings to sales for the parent company 
was approximately the same as for the 
comparable period last year. 

All officers of the company were re. 
elected. 











TITANIA GEM STONES 


(Rutile) 


SEMI-PRECIOUS STONES 


CUT ROUGH 


Amethysts — Aquamarines 


Topaz — Tourmalines — Garnets 


direct from our cutting plant in staeral 
Widest selection in stock, including ring 


sizes, round stones, heart shapes, etc. 


Iuter-Ocean Crade Co. 


Leoding Producers and Importers 
48 W. 48th Street. New York 19, N. Y. 


Phone: Circle 6-9431 











TRAVELING CLOCK CASES #!!4—Sheepskin case Black 
— ; 


Dark Brown, Dark Blue, R 

 '/?_ ee $7 
#22) Genuine Morocco Leather 
case—Wine, Red. Black, Blue, 
Brown, Green ......... it K 
#35J—Genuine Calf Leather 
with gold tooled border, Black, 
Brown, Tan, Red and Light 
| DF Srer $13 K 
234” and 254” for Swiss and 
Z Waltham. Immediate Delivery. 
my) ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 


- 

















Importers of 
CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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Temporary Officers Elected 
For New Boston Association 


Members and temporary officers of the 
newly-formed Jewelers Association of 
Greater Boston, composed chiefly of occu- 
pants of the Province Building, 333 Wash- 
ington St., met at the Parker House on 
April 18th. At the meeting the new by- 
laws were read and voted on, and the pur- 
pose of the organization was reaffirmed. 

Organizational meetings, which have 
heen held on several occasions, were well- 
attended and had resulted in the naming 
of the following temporary officers: Max 
Mandelstam, proprietor of the East Boston 
Loan Co., president; Saul Levitan, H. 
Levitan Sons, Inc., first vice president; 
Harold Fagan, Province Jewelry Exchange. 
Inc., second vice president; Miss Miriam 
McDonald, A. Datz & Co., recording sec- 
retary; M. in Hill, treasurer, and Victor 
Darnholtz, Sager Bros. & Co., financial sec- 
retary. According to tentative plans, per- 
manent elections will take place shortly. 

The following were also named as tem- 
porary members of the board of governors: 
William Goldman of the company of the 
same name; Frank Samparie, D. C. Wood- 
man, Inc.; Joseph Turco, Turco Brothers; 
Archie Kasarjian, Gem-Ell Jewelry, Inc.; 
Ralph Cohen, Regent Watch Repair Co.; 
and Gerard Place, Joseph T. Place & Sons. 

Officers of the newly-formed association 











THE KANSAS CITY SCHOOL 
OF WATCHMAKING 


Now Offers 
Home Study Courses 


WATCHMAKING & ENGRAVING 


Step-by-step Procedure Adapted from the 
School's Outstanding Resident Training. 


Write for Information 


Kansas City School of Watchmaking 


Tracy & Admiral, Dept. HS Kansas City 6, Missouri 














WANTED 


If it’s ‘‘Hard-to-Get’’ material that is 
wanted, try POLTOCK—a complete Supply 
House specializing in obsolete parts for Swiss 
and American Watches. Write Dep’t. J for 
FREE Ligne Gauge, Catalog and Stationery. 
JOHN A. POLTOCK & CO., 15 MAIDEN 
LANE, NEW YORK 88, N. Y. 
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TRY OUR FAST, ACCURATE 
AND EFFICIENT 

@ STAFFING 

@ JEWELING 

@ VIBRATING 
Unmatched in Quality 


HAIRSPRING VIBRATING CO. ainsi noes mentee 


HARLES THOMA 
P.0.Box 330 $06 32nd St. Union City,N.J, 





















WATCHMAKERS 


Genuine American or Swiss material 
guaranteed to fit 


HARD TO GET PARTS 
Staffs & Jewels fitted Same Day Mail Service 
Request price list 


AMLET WATCH CO. 


116 Nassau S#. New York 38 
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met again in May and drew up plans for 
an association plaque which will be dis- 
played by all members in their places of 
business. Other matters were taken up by 
the officers, but for the most part they con- 
cerned themselves with organization work 
which is proceeding apace. 





Veteran Waltham Employee 
Marks 50th Year With Firm 


Edward H. Manning, head shipper for 
the Waltham Watch Co., was tendered re- 
cently a testimonial dinner by fellow em- 
ployees and presented with gifts in observ- 
ance of his fifty years of service with the 
firm. His promotion to foreman of the 
shipping department was announced by 
the management. 

Mr. Manning started with Waltham on 
April 1, 1901, as an office boy of thirteen. 
He attended evening school and rose to 
various positions in the sales end of the 
firm. 





In recognition of his faithful service with 
the company Mr. Manning (center) was 
presented with a gold watch, suitably en- 
graved. The watch was presented by H. 
Russell Williams (left), assistant to the 
president of the Waltham Watch Co. Wil- 
liam H. McMorrow (right), vice president 
of Waltham, extended congratulations to 
the long-term employee. 

In addition to the watch, Mr. Manning 
was presented with a wallet containing a 
substantial sum of money. He also was 
given a large decorated cake, as well as 
candy and flowers for his wife. 





Members of Michigan RJA 
Re-elect Shumaker President 


William Shumaker of Kalamazoo was 
re-elected president of the Michigan Retail 
Jewelers Association at the closing session 
of the group’s three-day convention held 
at the Pantlind Hotel in Grand Rapids 
April 15 to 17. 

Other officers named at the 44th annual 
meeting were: James Groom, Flint, and 
Chester B. Hodges, Hastings, vice presi- 
dents; Deane Mattison, Lansing, secretary, 
and Deane Herrick, Plymouth, treasurer. 

One of the principal topics taken up at 
the convention was the recent OPS Amend- 
ment 2 to CPR 7, which affects jewelry 
stores. In line with the discussion on this 
topic, the merchants learned about new 
pricing charts, procedure and rules govern- 
ing price regulations. 








Two New 


Eastern Star 
Rings 


Created by Gran 





HERE ARE TWO new exquisitely fashioned 
Eastern Star Rings for quick turnover. 
They are made with jewelled synthetic 
stone points radiating the 5 colors on a 
14K white gold Rhodium finished top 
which is encircled with rosettes that 
form a brilliant reflecting pattern. 
Shanks are 14K yellow gold. 

Also available with center plate for 
setting a diamond or alter. Gavels too 
can be applied for making them attrac- 
tive Past Matron rings. Your inquiry 
will receive prompt response. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 














Solves Tarnish Problems 


—— | RIM Protectors 


Crystal-clear vinylite protectors 
for silver ana china services... 
envelope and roll-types... proof 
against tarnish, moths, dust and 
moisture. 

For use in storage, displays and 
for re-sale. Marvelous tridal 
item in assorted sizes. 


Literature FREE 


The TRIM Company 


2669 }CK Cascade Springs Drive 
Ada, Michigan 
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Style 21869 


Fall Styles... 


Alice earrings . . . the famous line 
with guaranteed finish . . . intro- 
duces a whole new Fall selection 
of distinctive tailored styles, each 
bearing the unmistakable stamp 
of Alice quality. Write for sam- 
ples . .. and be sure to see the 
new ‘‘Hoop-la”’ line. 


Thru your wholesaler $190 
JEWELRY CO. 
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THE 


Yiher SPORTS LINE 
CHARMS AND MEDALS 


ALL EVENTS 
7O YEARS OF 


QUALITY AND SERVICE 


i 


~~ 





THROUGH THE WHOLESALER 
i) 





SPORTS CATALOG ON REQUEST 
J. M. FISHER COMPANY 
MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 








Fine STERLING 
HOLLOWWARE 


and 
\74 AUTHENTIC ANTIQUE 
ae REPRODUCTIONS 


72 © STREET 
O. BOSTON, MASS. 











“a = 
Sold only direct ro Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
igs (Os) as (OE CONTA 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 























<q Members of the New England Guild of 
the American Gem Society met for “Pearl 
Night” at the new Museum of Science, 
Science Park, Boston, on May 9th. G. 
Robert Crowningshield, director of GIA 
Eastern headquarters, lectured and demon- 
strated how to test pearls. A laboratory 
session followed the lecture. 

q Roy Masters, master diamond cutter who 
has plied his trade in London and Johannes- 
burg, was at the Thomas Long Co. during 
“Diamond Month” where he demonstrated 
the art of cutting and polishing diamonds, 
and answered the many questions put to 
him by a large number of visitors attracted 
to the store. 

q Gordon Conrod of Conrod & Ryan, New- 
ton Center, Mass., has bought out Mr. 
Ryan’s partnership in the jewelry store 
and will now operate as Gordon Conrod. 
q Some 250 Connecticut jewelers attended 
an Office of Price Stabilization clinic 
sponsored jointly by the Connecticut State 
Jewelers Association, the State Education 
Department, and the Hartford Chamber of 
Commerce in Hartford on April 23. Two 
resolutions were adopted by the jewelers. 
One sought an extension of one month 
from the April 30 deadline for the filing 
of financial statements with the OPS. In 
the other, the jewelers opposed any cut in 
funds allocated for distributive education. 
q Harry L. Taylor of Randolph, Mass., has 
been recalled by the Navy as a Chief Petty 
Officer and is stationed in Green Cove 
Springs, Fla. Meantime, Mrs. Doris Taylor 
is carrying on the business. 

q Mrs. Nathaniel I. Goodman of the firm 
of the same name, 1006-7 Jewelers Build- 
ing, was back at her desk after an exten- 
sive Western trip just long enough to get 
set as Past Chief Companion delegate of 
the Brookline-Allston Order of Foresters 
at their convention at the New Ocean 
House, Swampscott, Mass. On April 27, 
N.I.G. employees presented “the boss” with 
a big birthday cake at the office. 

q Harold W. Battis, 701 Washington Build- 
ing, is back home from _ hospitalization, 
recuperating for a future operation later 
in the summer. 

q Elliott M. Lansky, son of J. M. Lansky, 
903 Jewelers Building, and brother of 
Selma at the same address, and for some 
time associated with Chester W. Cook & 
Co., jewelers, of Lynn, Mass., has been 
recalled as Chief Electrician with the 
U. S. Navy. 

q Henry Sanders, 701 Washington Build- 
ing, has joined the Boston jewelers cruising 
club, having got “boat fever” while on a 
winter vacation trip to Fort Lauderdale, 
Fla. He is adding four feet to a cruiser 
at Wakefield, Mass., and expects to launch 
it in June, after which he will sail the 
“Jean IV” from the Dennis, Cape Cod, 
Yacht Club. 

q Meantime, two other yachting jewelers 
have been busy getting their boats in shape 
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for the summer season. Roy S. Brooks of 
Mauran Watch Co., 712 Jewelers Building 
had to get his yacht “Marilyn” out of the 
Quincy Adams Yacht Club yard early to 
provide for the laying there of the keel 
for a minesweeper. Roy L. Spring, of 79 
Jewelers Building, launched his “Flo-Roy” 
on May 12 from the Quincy Yacht Clyb, 
q Robert “Bob” Johnson of the Parker 
Pen Co., who always has been interested 
in Boy Scout work, has been appointed 
Chief Scoutmaster in Winchester, Mass, 
and plans as part of his vacation this 
summer to take the entire troop of that 
city on a major hike to Newfound Lake, 
Bristol, N. H. 

€q Miss June Gray, of the Roy L. Spring 
Co., 706 Jewelers Building, is to be mar. 
ried June 16 to Robert Taylor. Following 
their honeymoon, “Mrs. Taylor” will be 
back with Roy Spring, as head bookkeeper. 
q Harry S. Ruddock of Greenfield, Mass., 
opened a new jewelry store on Main St. 
across the street from his former location, 
on May 4. More than 1,000 roses were 
distributed to women visitors on the open- 
ing day. 

q Quimby & Quimby, Inc., of Claremont, 
N. H., are preparing for the opening soon 
of a new and up to date store near their 
old location. 

q Lawrence H. Pearlstein of 502 Jewelers 
Building, who has just taken on a new 
line of platinum diamond watches, is to 
give up competitive tennis, and play here- 
after for fun. A member of the Newton 
Squash and Tennis Club, he will partici- 
pate for the final season in the Middlesex 
Bowl championships during the first week 
in June. 

q Clinton Berrie, formerly of Belfast, 
Maine, and his twin brother, Al. Berrie, 
formerly of Presque Isle, are now to open 
a new store in Rumford, Maine, to be 
known as Berrie and Berrie. 

q Herbert J. Ferguson of Norwich, Conn., 
is opening a new store soon near the old 
location on 189 Main St. 
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Send for our Brochure, featuring 
19 beautiful antique reproductions 


of Rings and Crosses; each a 
masterpiece of Beauty and Work- 
manship. Low Prices; Prompt 
Service. 


ANTIN’S 


Antique Reproductions 
114 Baronne St. New Orleans 12, La. 
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4 Lloyd M. Brown of Presque Isle, Maine, 
recently installed a.r-conditioning units in 
his store. 

q James Bridges of Smith & Zaff, 309 
Jewelers Building, “broke the winter’s ice’ 
‘1 Maine for Boston traveling jewelers. 
He found the roads in pretty bad condition 
as far as the Canadian border, but got in 
a bit of good fishing as the season opened. 
q Jack C. Sawyer, of Laconia, N. H., spoke 
to the Plymouth, N. H., Rotary Club re- 
cently on the subject of gemology. 

4 Mr. and Mrs. Al. Topham of Topham’s 
Watch Shop, Plymouth, N. H., are just 
back from a Nassau trip, and found the 
store completely remodeled and new cases 
installed during their absence. 

4 Benjamin Finn, Boston jeweler, recently 
purchased Carter Brothers Co., Inc., 521 
Congress St., Portland, Maine. New officers 
named to manage the store include: Ben- 
jamin Finn, president; Samuel Finn, 
treasurer; and Matson Tinker, assistant 
treasurer and manager. 

q The mother of Bill Schwind, of R. C. 
Jewelry Co., Rumford, Maine, is in the 
hospital there. 

q Mrs. Oscar Behr, of Ellsworth, Maine, 
has been out of the store for a month on 
account of illness. 

q Eric W. Allain, of Sanford, Maine, has 
plans all drawn up for the complete re- 
modeling of his store. 

q Rogers Jewelry Store, 385 Washington 
St, which recently was completely re- 
modeled, held a “Carnival of Value” sales 
promotion which tied up with the Boston 














CASTING 
S | LVER 


WITH TIN RESTRICTED, leading 
costume jewelry manufacturers 
are turning again to sterling 
silver for the production of high 
style costume jewelry. 


SINCE WORLD WAR II, impor- 
tant advances have been made 
in the ‘lost wax"' casting process. 
For new equipment for large 
volume production, and for op- 
erating supplies, call on us. 


WE COVER THE ENTIRE PROC- 
ESS of casting from the rubber 
mold to the final polishing. 


LET-US KNOW your require- 
ments. We will send you a 
detailed estimate covering equip- 
ment and supplies needed. 


ALEXANDER SAUNDERS & CO. 


95 Bedford Street New York 14, WN. Y. 
WAtkins 4-8880 
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appearance of the Ringling Bros. and 
Barnum & Bailey Circus. 

q Joseph Place of the memorandum de- 
partment, and Donald Boudreau of the 
shipping department, D. C. Percival & Co., 
2nd floor Jewelers Building, have both 
gone into the U. S. Army. 

q William Tuttle, for 51 years with the 
Smith-Patterson Co. in the diamond de- 
partment, is recuperating from an opera- 
tion at the New England Deaconess 
Hospital. 

q Miss Ruth McLaughlin, advertising man- 
ager of the Thomas Long Co., is back at 
work after several weeks absence for an 
operation. Roger Gills of the wholesale 
department of the same store has joined 
the U. S. armed forces. 

q Mr. nd Mrs. Wallie P. Wilson, jewelers 
of Mars Hill, Maine, were in New York 
City recently on a vacation trip. 

q Robert Aizley of Holmberg & Douglas, 
jewelers, Brookline, Mass., has joined the 
Air Force and has left for Sampson, N. Y. 
q Mark Davis, of I. Alberts’ Sons, 8th 
floor, Jewelers Building, has been recalled 
as a First Lieutenant in the Army Air 
Force. 

q Majoric Noury of Manchester, N. H., is 
back in his store after a prolonged illness. 
q Mr. and Mrs. Harold S. Pollack of Wey- 
mouth, Mass., celebrated the confirmation 
of their son, Robert, on May 20th with a 
party at their home which was attended 
by one hundred guests. Mr. Pollack was 
for 16 years associated with Washington 
Jewelers before establishing his own busi- 
ness, Weymouth Jewelers, Inc., in Wey- 
mouth. 

q William C. Dorrety, Dorrety of Boston, 
recently marked 55 years in the same lo- 
cation in the Washington Building. 





CLOWNING AROUND 








When two Smiths get together with a cou- 
ple of star clowns, there's bound to be a 
circus. Bernie Smith (left), of Smith & Zaff, 
Boston, and Everett M. Smith, New England 
correspondent for THE JEWELERS' CIR- 
CULAR-KEYSTONE, are both circus fans. 
When the latter went along to cover the 
Boston engagement of the Greatest Show 
on Earth, the combined Ringling Bros. and 
Barnum & Bailey Circus, Bernie went along, 
too. He was introduced to Al White (cen- 
ter) and Ernie Burch (right), starring with 
the show this year, and they promptly took 
him in hand, as shown above, while Everett 
snapped the picture. 
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Manufacturer of platinum and gold 
jewelry. Importer of diamonds, 
cultured pearls and gem stones. 


805 Sansom Street 
Philadelphia 7, Pa. 
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LOU IS Co LM ES ¢ Joseph Simon of M. Simon & Co., 1222 Mrs. Alvares is now planning to enlarge 
Market St., and his wife, are vacationing the store to include two rooms in the rear 
The this month in 0 ; = h will ae an ween 18 feet of 
Carl A. Morlock, who for 24 years oper- oor space and to improve the appearan 
JEWELERS’ AUCTIONEER wie a jewelry shop at 740 P ase _ of the store front. rr 
died at his home, 423 Fanshawe St., Friday, q Mrs. Beirn, who has always had a flair 
No Sale April 27th, after a lengthy illness. for writing, is putting it to profitable use 
q April’s “dancing window,” interpreted these last few months by writing inviting 
Too Large with multicolored butterflies alighting on copy which must be credited with ap 
No Sale chartreuse maribou branches, has _ been otherwise une xplainable increase in bus; 7 
followed by May’s lady fair illustrated with ness. Mrs. Beirn is the widow of the late 
Too Small an exquisitely dressed (in satins and lace) James A. Beirn. a a his name 
. doll on a flower bedecked pedestal, at S. on the door of the shop at the Commercial] 
Entire Jewelry Kind & Sons on Chestnut St. Trust Building. 
Stores Bought q Walter S. Hansen of 39 S. 18th St., has € Mrs. Abraham Feinman returned recently 
for Cash stepped up promotion of clocks with a from a visit with her son, David A. Fein. 
striking display of small clocks bearing the man, who : ban - : Lt. j.g. in the §& 
trade-names of nationally known manufac- Navy. David has had little opportunity to. 
Se ce mg eo turers. The background for the display is a get to know the jewelry business. His ex. ff 
20 years of concentrated experience huge balance scale with a weight on one pected association with the store at 3]3] 
in this field. side hidden by a sign lauding the brands. N. I ront St. was prevented by World War 
' On the other side, apparently completely II in which he served, then by courses at 
— wot a balanced by a small, light cardboard sign, Yale University where he earned two de- 
canaanen methods of endatiinss sales have is a stack of a dozen small clocks, all — - apne to the service imme. 
proved that when the auetion is over you boxed except the top one. Many of the iately after graduation. 
ne et ge tn agg erg = A other eleven clock boxes are open to show ¢ Gillies Jewelers are now celebrating their 
will be permanently increased. that there are clocks inside. The store’s first year at 113 York Road in Jenkintown. 
LOUIS COLMES ag wag has been the we of a a ap ao htop - 
ively display tor over a year. water- eenwoo oads gs e 
_  aalimnadiaraeaiadane aaa aes resistant watch is submerged in a fish bow] “main” street of Jenkintown in the newest 
of water with the usual goldfish and fern business development, has increased direct 
to dress it up. Every day passers-by watch mail advertising and has given displays in 
a member of the sales staff raise the watch window and store the spacious treatment 
carefully, wind it in full view, then return not possible at the older address. A display 
WRITE FOR it. The watch is placed so that observers of fabulous diamonds in April soon to be 
viewing the display can see that the time followed by equally dramatic showings of 
Our New is accurate. A daily spot announcement glassware, silverware, lamps and _ clocks, 
over radio station WFLM is helping to aims at the highest tyge of suburban cus- 
COMPLETE CATALOG arouse interest in the display. tomers. In keeping with this policy of 
Materials, Tools, Watch q A recent J. E. Caldwell & Co. window promoting the finest pieces, said a spokes- 
Cases and Dials, Watch display drew traffic-blocking groups of on- man for the store, no novelty giftware or 
Attachments, Jewelry lookers on Chestnut St. The display fea- other very inexpensive items will be car- 
tured Radnor Hunt Club and National ried. 
TILMORE WATCHES Hunt Club trophies which were awarded q Edward Miller has closed his jewelry 
May 12th at the annual Radnor Hunt in store at 218 Green Lane. 
CENTRAL WATCH MATERIALS Radnor, Pa. Trophies presented by both q Joseph Weinhofer is “taking advantage 
& SUPPLY CO., Inc. clubs and by the firm of J. E. Caldwell of the weather” to earn a well deserved 
- Wholesale Jewelers were shown against a backdrop of signs rest by closing his store at 5217 N. 5th St. 
134 So. 8th St. Phila. 7. Pa. announcing the event and a drape with a three nights a week and Wednesday after- 
) hunting scene print. Merchandise to the noons during the summer months. He has 
right and left of the trophies, which occu- been operating all winter on an_all-day- 
pied most of the space, consisted of small and-half-the-night schedule. 
LEARN WATCHMAKING | | traveling clocks and sport watches on linen € Could it be that the OPS has spoiled 
REPAIRING - ENGRAVING place mats decorated with more hunting the fun? The Sansom Street Business 





At Old-Established School—Eet. 1894. Approved scenes. Plates, cups and figurines were also | — — 
for P.L. 16 Veterans & 346 displayed on these hunt-scene linens. 


rela. cass eLEeE OF HOROLOGY q Mrs. Alfred Alvares has increased ad- L a A i N AT bed Oo M E ! 


Somerset St., Phila. 























here Dept. “K” Iil’d Oataleg vertising in both local church newspapers 
BAldwin 9-1376 and by direct mail. Those clever little post- STONE SETTING © JEWELRY 
arthur T. Johnson, Principal cards she has printed are credited by her REPAIR AND MANUFACTURING 
for drawing the record-breaking number of Same Course Residence students receive! 
customers into her store at 6400 Callowhill Contains 26 illus. lessons & valuable .data. 


inet Per lesson cost less than 75¢. Offer lim- 
St. Mrs. Alvares is the wife of the late ited. Write us NOW! 


Alfred Alvares who passed away eight || — ° ov tose * 


Sue we eve cece.._| Alired Alvares who passed away eight |f 
TECHNICAL SCHOOL months ago. Since her husband’s death, 


COURSES FOR Mrs. Al h hased the build: } RESIDENCE COURSE IN WATCHMAKING, JEWELRY } | 
WATCH MAKERS ~ ENGRAVERS Fs. Aivares has purchased the building REPAIR, ENGRAVING, AND GUNSMITHING — } 
) 


D JEWEL in which the store is located and has con- Request Catalog. 


“ aRADUATES. Pass ceRTIFIED nny centrated her efforts on promoting the busi- PAP 


oth URE eames o ness. The giftware department, which had A. W. THACKER ACADEMY FOR JEWELERS 


John r | ROWUAG Dect LANCRUEIE a, been a bit neglected during the long years || 117 Fourth Ave. Pittsburgh 22, Po. 
of Mr. Alvares’ illness, has been expanded. 
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Men’s Association has cancelled plans for 
a picnic in June and substituted a meet- 
ing at which a representative from the 
Office of Price Stabilization has -been in- 
vited to speak. 

q At the special April meeting of the 
Retail Jewelers Association of Philadel- 
phia and Eastern Pennsylvania, which was 
held at a conference room in the Lincoln 
Liberty Building, everyone was invited to 
attend to hear an OPS representative dis- 
cuss CPR 7. Over 200 jewelers crammed 
into the room designed to hold 70 people. 
In self-defense, members only were invited 
to attend the supplementary meeting on 
Tuesday, May 8th. 

q At this writing the details of the June 
picnic, which is the final official activity 
of the season ior the Retail Jewelers Asso- 
ciation of Philadelphia and Eastern Penn- 
sylvania, have not been made public. It is 
tentatively scheduled for about the middle 
of the month at Green Valley. The organi- 
zation reports a greatly increased member- 
ship this season and is making plans to 
accommodate more members in the Fall. 


Western N. Y. 24-K Club 
Elects Gingold President 


Marvin B. Gingold was elected president 
of the Jewelers’ 24-Karat Club of Western 
New York at a recent meeting of the group 
held at the Hotel Stuyvesant. Other new 
officers are: Howard Duysters, vice presi- 
dent, Milton H. Levy, treasurer, and Austin 
J. Horton, secretary. 

Named to the 16-man board of directors 
were: David S. Arnold, John G. Butter- 
worth, Stanley A. Dedo, Morris H. Fried, 
Harry Gamler, Jack Goldstein, William R. 
Hoover, Ira Levitz, Harry Lippman, Mrs. 
Grace Massman, John M. O’Dea, Stuart 
Packard, Leonard J. Priore, Max M. Sugar- 
man, Stanley P. Spisiak and Morris Tiebel. 

Guest speaker at the April 17 meeting of 
the club, held at the Park Lane Restaurant, 
Buffalo, was Vincent Kiebala of the legal 
staff of the Buffalo Office of Price Stabili- 
zation. He discussed in detail the filing of 
OPS charts by jewelers and other retailers. 


Hamilton Bans Factory Tours 
Till End of Present Emergency 


Since the Hamilton Watch Co. was 
awarded a large defense contract in March, 
the company has had to close its doors to 
visitors until the end of the present na- 
tional emergency, according to an an- 
nouncement by L. F. Halligan, vice presi- 
dent and sales manager. 

For many years Hamilton has cooperated 
with horological schools by arranging con- 
ducted tours through its Lancaster, Pa., 
plant for students and instructors. And 
each year during the summer vacation 
period, hundreds of jewelers and watch- 
makers stop at the factory for the purpose 
of touring the plant. The company’s “Wel- 
come Mat” has always been out to receive 
visitors from the jewelry trade but since 
obtaining the defense contract, Hamilton 
has been required by military authorities 
to adopt wartime security measures. 

Under existing plant security regulations 
the company is not permitted to admit 
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visitors. Present regulations require that 
plants engaged in production of essential 
civilian or defense material must maintain 
an identification system admitting only the 
company’s employees to the plant’s prem- 
ises. Plant security governing Hamilton is 
enforced jointly by Army and Navy district 
offices and actual supervision of security 
at the factory is the responsibility of R. A. 
Preston, Director of Industrial Relations. 


(0 ADMITTANCE § 
WITHOUT 
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Factory tours, which in past years have been 
very popular with jewelers and watchmakers 
visiting the Hamilton Watch Co., have been 
discontinued until present defense contract 
commitments have been fulfilled. Until 
then, security regulations require that only 
authorized personnel with company passes 
can be admitted to the factory. Above, 
Hamilton guard checks employee's identifi- 
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Just Released! 


"('Lent Jeacher” 
HOME STUDY 





This ENTrrELY New MetTuHop of 


teaching Engraving is an innovation in 
Home Study Training. 

With the help of the “Silent Teacher” 
you can now learn the fine techniques of 
Engraving at home—in your spare time. 

The “Silent Teacher” enables you to 
see your errors, and correct your own 
work ; it helps you progress faster and 
more accurately. 

The “Silent Teacher” Method is under 
the direction of a staff of Expert In- 
structors; it is written in clear, easy- 
to-understand lan- 
guage ; each project f° ij 
is illustrated. | 






Write for Information 


Gustave Van Erp | 


Master Engraver— 
originator of the — 
“Silent Teacher” 

Method 
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Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missouri 
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cation pass at entrance to factory property. 
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“The Meeker line gives us every- 
thing desired in the newest of styling, 
in quality, and in workmanship; 
that’s why we are discontinuing all 
other lines of leathergoods. Your 
national advertising, display mate- 
rial and attractive boxing really sell 
Meeker leathergoods.”’ 


—A Minnesota Dealer 
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MEEKER 


The big-selling MEEKER 749 Billfold. 
Various leathers, $36 per doz. and up 


They'll Make Money for 
YOU Because of Their 


@ Long-Established. Quality 
@ Smart New Styling 

@ Latest Features 

@ Expert Craftsmanship 

@ National Advertising 


THE MEEKER CO.,INC., JOPLIN, MO. 


New York: 347 Fifth Ave. — Chicago: 36 S. State St. 
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q “Bigger than before, better than ever” 
is the way that Jay G. Engel of J. Engel 
& Co., Baltimore, describes the Engel 
caravan of holiday gift merchandise. He 
stated that a number of new lines and 
items have been added and that the cara- 
van will show in all the principal spots 
of the company’s territory. As in previous 
years, Melvin Strauss will be in charge 
of the caravan. 

q Fred J. Peusch, who for the past 40 
years has been in the employ of Leon Levi, 
Inc., jewelers at 316 W. Lexington St., 
Baltimore, was honored late in April at a 
testimonial dinner tendered him at the 
Phoenix Club. Among those present were 


James H. Levi, president, who presented 








Mr. Peusch with an inscribed gold wrist 
watch, Oscar Levitt, general manager, who 
acted as toastmaster for the evening, and 
Helen Hinder, secretary. 

q Through an error in the notes in the 
April issue, it was indicated that the Army 
Jewelry Co., 121 W. Houston St., San An- 
tonio, Texas, had been sold by the Landers 
interests to M. M. Bergel, owner of the 
Bergel Jewelry Co., 1905 N. Braunfels 
Ave., that city. This is not so. THE 
JEWELERS’ CIRCULAR-KEYSTONE has_ sub- 
sequently been informed that the Army 
Jewelry Co. is owned and managed by 
Sheppard and Hugo Scharlack and shall 
continue in this joint partnership. 

q The formal opening of the newly re- 
modeled Way-Fil Jewelry Store, Booneville, 
Miss., was held on April 2nd. The firm, 
which has a branch store in Macon, Miss., 


offers a complete line of jewelry, watches ~ 


and gifts. 

q John Darden, well known jeweler of 
Conway, S. C., has been elected president 
of the Conway Lions Club. 

q Fred Vining, Inc., McGehee, Ark., has 
been granted a charter by the Secretary 
of State to operate a jewelry store. Author- 
ized capital stock was listed at $50,000. 
Fred Vining, Minnie Belle Vining, Paul 
Vining and Raymond Vining, all of Pine 
Bluff, were listed as the incorporators. 

q Carl’s Jewelers, Richmond, Va., headed 
by Carl Wallnau, has leased the property 
at 712 Main St. and will occupy the 
premises around July 1. The building will 
undergo extensive remodeling, including a 
new front. Mr. Wallnau was formerly con- 
nected with Smith-Williams Jewelers in 
Richmond. 

q Smith-Fox Jewelers, Inc., Rockingham, 
N. C., has been chartered with capital 
stock of $50,000 to operate a jewelry store. 
Incorporators: Irvin Fox, W. C. Pittman 
and J. Elsie Webb, all of Rockingham. 

q Gene Goldthorpe has been promoted to 
merchandise manager of Arthur A. Everts 
Co., jewelers, Dallas, Tex., according to 
announcement by Myron Everts, secretary- 
treasurer of the firm. Mr. Goldthorpe has 
been with Everts three years and in the 
jewelry business thirty years. Formerly he 
was associated with C. D. Peacock’s Jewel- 
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ers and Marshall Field & Co. in Chicago 
and with Traub Brothers & Co., Detroit. 
q The Ellis Jewelry Co., Richmond, Ky,, 
has been granted a charter by the Secre. 
tary of State, listing authorized capital 
stock at $5,000. The incorporators were 
Jack, Boris and Max Litwin. 





Texas RJA Elects Slagle 


R. J. Slagle of Houston was eiected 
president of the Texas Retail Jewelers 
Association at their annual convention held 
at the Adolphus Hotel in Dallas on April 
22 and 23. This will be his second term 
as president of the association, having held 
it the first time in 1937. He has also had 
several terms as a director. 

Other officers elected were: Tim Welch, 
Dallas, first vice president; Mrs. Stace 
Westmoreland, Huntsville, second vice 
president, and L. G. McCray, Denton, 
secretary. 





Court Rules on ‘Fair Trade’ 
(From page 152) 


a decision against the Federal law nor the 
state statutes as such. 

In commenting on the Supreme Court’s 
action, the Bureau of Education on Fair 
Trade on May 23rd stated that the decision 
immediately invalidates only the non- 
signer clause of the state fair trade laws, 
with respect to interstate commerce. 

The Bureau outlined the areas in which 
the fair trade laws are still legally valid. 
The statement says: 


“1. The Court’s decision does not invali- 
date signed fair trade contracts in inter- 
state commerce. What is left of the Miller- 
Tydings Act, as interpreted by the Court, 
remains constitutional until otherwise held 
by the Courts. 


“2. The decision does not of itself, auto- 
matically invalidate the state fair trade 
laws and their non-signer clauses, now on 
the books in 45 states. Fair trade contracts 
covering intrastate commerce in these 4 
states are still presumed to be binding on 
the distributors who have signed them. 
Non-signing distributors ‘with notice’ are 
still required, under the state laws, to ob- 
serve fair trade minimum prices on fair- 
traded products moving in intrastate com- 
merce. The Supreme Court’s decision, how- 
ever, offers no guidance in distinguishing 
between interstate and intrastate com- 
merce. 

“The practical effects of the Court’s de- 
cision are still to be determined.” 


> 
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Industry Leaders Address 
N.Y. State RJA Convention 


American businessmen can help raise 
the national standard of ethical conduct 
by insisting on complete integrity in all 
phases of their work, members of the New 
York State Retail Jewelers Association 
were told at their annual convention in 
Rochester April 29-May 1. 

The speaker was W. D. Evans, general 
sales manager for Elgin National Watch 
Co. He warned the jewelers gathered in 
the Powers Hotel that unethical practices 
violate the principles of good management 
and therefore are not profitable in the 
long run. 

“Today, when America has a real fight 
on its hands,” said Mr. Evans, “integrity 
is more important than ever. This is why, 
whatever our line of business, the time has 
come to make certain we obey the letter 
and spirit of the law.” 

Oscar Kind, Jr. of Philadelphia, vice 
president, Middle Atlantic Region, Amer- 
ican National Retail Jewelers Association, 
told the convention that self-confidence is 
as important to America today as it is in 
any business venture. He said the national 
association was cooperating “fully” with 
the Office of Price Stabilization, and said 
_that retailers must accept controls as a 
necessary factor in current economics. 

G. Robert Crowningshield, director of 
Eastern headquarters of the Gemological 
Institute of America, declared it was im- 
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portant for jewelers to know the principles 
of gemology in order to protect themselves 
and their customers against deception. 

Highlight of the convention was a trade 
forum on “The Outlook for 1951” which 
was conducted by four leaders in the 
jewelry industry. The outlook for watches, 
silver, diamonds and distributors were 
subjects considered. 

A social highspot was a buffet supper 
at which Garth A. Shoemaker of Elmira, 
N. Y., president of the State Citizens 
Public Expenditure Survey, spoke on 
“Freedom is Your Business.” 

Jewelry exhibits were set up on two 
floors of the hotel for inspection by con- 
vention delegates. 

The group of 200 delegates made a tour 
of the city on the final day of the conclave 
and concluded with a banquet at the hotel. 


HARRY R. GERBER 


Elected 
President 
of N.Y. 
State RJA 





Harry R. Gerber of White Plains was 
elected president of the association for the 
coming year, succeeding Malcolm Camp- 
bell of Canandaigua. 

Other officers elected were: Vice Presi- 
dents—E. Werner Gross, Long Island City; 
Paul Rosiert, New York City; Austin J. 
Horton, Buffalo; J. Francis Thibault, 
Utica, John J. Naughton, Albany; Sherman 
Butler, Elmira; Meyer Wilson, Scarsdale; 
E. M. Belman, New York City; W. J. 
MacDonald, Perry; Henry Pedroni, Sar- 
anac Lake; Samuel Scudder, Kingston, and 
Thomas Murfeld, Syracuse. Boyd Evans, 
assistant secretary of the American Na- 
tional Retail Jewelers Association, was 
re-elected treasurer, and E. Lathrop Sun- 
derlin of Rochester was re-elected secretary. 





Fischels Mark Golden Jubilee 
Mr. and Mrs. Carl Fischel of New Castle, 


Ind., will celebrate their golden wedding 
anniversary on June 17th, marking a half 
century of married life. Their children, 
erandchildren and friends will be with 
them on that day to help celebrate the 
event. 
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Mr. Fischel, who for many years owned a | 


store in Mannheim, Germany, is still an ac- 
tive watchmaker at the age of 79. Recently 
he has been admitted to the “Half-Century 
Club” of the Horological Institute of Amer- 
ica, which is composed of watchmakers 
with 50 years or more experience in repair- 
ing and servicing of timepieces. 

Three of Mr. Fischel’s sons, Albert, 
owner of Fischel Bros. of New Castle, Ind., 
Ludwig, a watchmaker at Pogue’s, Cincin- 
nati, Ohio, and Kurt, also a watchmaker, 
but now engaged in defense plant work, 
have followed the profession of their father. 
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Even though our star salesmen 
won't call on anybody, we're 
mighty proud of the way they sell 
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1. High Dividends. Currently 


30%. ° 


2. Sound Protection. Few 
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A post card will bring you 
complete information . . . brought 
to you by our only ‘“‘representa- 
tive’ who will ring your bell — 
the postman. 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


Jewelers Insurance Bldg., Neenah, Wis. 


Offices in 
New York, Chicago, Milwaukee 
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q Paul H. Samuels, president of the Paul 
H. Samuels Co., Inc., 55 E. Washington 
St., announced recently the appointment 
of Phillip M. Graham as West Coast rep- 
resentative for his firm. Mr. Graham has 
opened a new office in Room 207, 209 Post 
St., San Francisco. 

q James W. Fitzpatrick, diamond appraiser 
at 190 North State St., died after a short 
illness on April lst. The business, which 
has been located at its present address 
for the past 28 years, will be continued by 
his widow, Mrs. Alyce M. Fitzpatrick. 

q One of the highlights of Chicago’s recep- 
tion for General and Mrs. MacArthur 
April 26th was the presentation to Mrs. 
MacArthur of a specially designed brooch. 
The piece, which was given in the name 
of the city, was hand carved by the Fred 
Seltzer Co., manufacturing jewelers at 30 
W. Washington St. It was completed in 
two days. The brooch is a five star pin set 
with perfectly matched diamonds, duplicat- 
ing the insignia pattern worn by five star 
generals of the Army. The stars are five- 
eighths of an inch in diameter and ar- 
ranged in the outline shape of a pentagon. 
q Emil Noel, jeweler in the Heyworth 
Building for 45 years, celebrated his 76th 
birthday and 45th wedding anniversary on 
April 29. His family feted him at the 
Country Club restaurant with a gala cele- 
bration. 

q His many friends in the jewelry trade 
mourned the death of Billy Lamb at his 
Los Angeles home on April 13. Billy, who 
had been in semi-retirement in California 
for about five years, was more than 70 
years old. Before moving to the West 
Coast, he served with George H. Fuller 
and Son Co. of Chicago, selling jewelry 
materials, for more than 40 years. Billy 
is remembered in Chicago as a friendly, 
colorful person who was well liked in 
jewelry circles. 

q Nearly fifty members of the Jewelers’ 
Club of Chicago enjoyed an informal club 
night Wednesday, May 6. 

q Pakula and Co., 5 North Wabash Ave., 
announced the appointment of Sig Crohn 
who will cover the Wisconsin and Minne- 
sota territory for the firm. Mark Reznek 
was promoted to position of sales manager 
with the firm. Part of his previous duties 
as ring buyer have been taken over by Bob 
Crosswhite. 

q Al Hofeld of Barclay Jewelry, Inc., 36 
South State St., was vacationing with his 
wife and daughter in Miami Beach, Fla., 
during April and May. Seymour Primer, 
salesman with the firm, planned to spend 
two weeks in Minnesota during May. 

q G. H. Matson of Matson’s, Inc., 55 East 
Washington St., reported that he has taken 
over the diamond appraisal and purchasing 
business of Fred Yerk in the Pittsfield 
Building. 

q J. M. “Tiny” Baskin, representative for 
Rubenstein Bros. Jewelry Co., 5 S. Wabash 
Ave., appeared on the “Chicago at Night” 
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program, April 26, over radio station 
WGN, which was broadcast from the Chez 
Paree. Mr. Baskin was in town with Dean 
Martin and Jerry Lewis, two of his many 
customers in the movie, stage, and radio 
world. 

q Harry Josephson of Josephson and Co,, 
jewelers, 29 East Madison St., is the com. 
poser of a viola-piano sonata which was 
introduced by Milton Preves and George 
Schick in Fullerton Hall, Chicago, on May 
3. Mr. Josephson, who is a professional 
musician as well as jeweler, studies music 
at DePaul University and plays engage. 
ments on the cello throughout the Chi- 
cago area. Recently, he had a cello con- 
certo introduced at Northwestern Univer. 
sity in Evanston, III. 


Roosters All Set to Crow 


The annual initiation and summer outing 
of the Golden Roosters of Chicago will be 
held June 26 at the Chevy Chase Country 
Club which is located one mile north of 
Wheeling, Ill., on Milwaukee Ave. (Route 
21). Well over 100 members are expected 
to take part in the day-long frolic. 

Chevy Chase is well known to many 
Roosters as it was one of the organization’s 
favorite “barnyards” several years ago 
when it was known as Bon Air Country 
Club. The club is a perfect locale for the 
summer outing. It is located on spacious 
grounds and offers an outdoor swimming 
pool as well as an excellent 18-hole golf 
course. Al. Lauschke and Rudy Samuels, 
co-chairman of the entertainment commit- 
tee, have arranged a full day of fun to be 
topped off with steak dinners. 

The names of the most important mem- 
bers of the cast were not yet available as 
this issue of THE JEWELERS’ CIRCULAR- 
KEYSTONE went to press. Charley Brown, 
chairman of the board of governors, and 
Sol Cogan, chairman of the membership 
committee, have their groups scanning a 
long list of applicants to membership. The 
co-chairmen of the Wrecking Crew, Art 
Broenen, George Mason and Art Ober- 
lander, have their squads well drilled and 
in excellent physical condition. All that re- 
mains to be known are the names of the 
“lucky” fellows who are selected to be the 
“eggs” that will be incubated on June 26. 
It seems likely that approximately nine 
resident and five non-resident members will 
go through the paces and that large group 
should provide enough excitement for 
everyone. 





Talk on Price Regulations 
Highlights Jewelers’ Meeting 

The May 2nd meeting of the Jewelers 
Association of Greater Chicago was de- 
voted mainly to a discussion of price ceil- 
ings and their effect on the jewelry trade. 
More than 200 jewelers attended the gath- 
ering, held at the Morrison Hotel. 

The chief speaker was Michael Howlett, 
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A portion of the group attending the meeting of the Illinois Watchmakers' Association 
meeting in the offices of the C. and E. Marshall Co. 


The Illinois Watchmakers Association 
met at C. & E. Marshall Company’s execu- 
tive ofices, 1445 West Jackson Blvd., on 
April 24 for a program of slides and a 
tour of the company’s packaging depart- 
ment. Harold Herron, president of the 
association, presided over the meeting 
which about 60 persons attended. 

A showing of slides was an entertaining 
feature on the evening’s program. Colored 
slides of Germany and Switzerland were 
shown by Carl Vogelbacher, head watch- 
maker for C. & E. Marshall Co., who re- 
cently returned from an extended stay 
abroad. Harry Yaseen, internationally fa- 
mous collector of antique watches, also 
showed slides of his unusual collection. 





Mr. Herron spoke to the members about 
the day-to-day problems watchmakers en- 
counter, and told what the C. & E. Mar- 
shall Co. is doing to help solve these 
problems. 

Later there was a tour of the company’s 
packaging department. Here, the members 
were shown how genuine Swiss material 
is sealed in Marshall’s exclusive perma- 
tex packages. This process guarantees that 
material is protected from moisture, rust, 
dust. and corrosion. Machines in this de- 
partment control air temperature, remove 
moisture from the air, and seal material 
in packages with this moisture-free, con- 
trolled-temperature air. 

After the program, a buffet lunch was 
served to guests by the Marshall Co. 





regional director for the Office of Price 
Stabilization. Mr. Howlett was assisted by 
several experts of his staff who answered 
questions on the subject of price control 
from attending jewelers. 

It was revealed at the meeting that sev- 
eral large ads in a Chicago daily news- 
paper would be run in conjunction with 
a Mother’s Day promotion planned by the 
Association. These ads will be a continua- 
tion of the large-scale cooperative adver- 
tising program launched by the Association 
last fall. 

A formal resolution was also passed en- 
dorsing the decision of the National Asso- 
ciation of Credit Jewelers to hold its 1951 
Convention and National Jewelry Fair in 
Chicago on July 29, 30, 31 and August 1 
and 2 at the Stevens. The resolution urged 
all manufacturers, importers and wholesal- 
ers of jewelry-store merchandise to “par- 
ticipate in and give wholehearted support 
to the annual National Jewelry Fair.” 

A number of prominent executives of 
wholesale and manufacturing firms were 
invited to this special meeting. 

The association’s annual meeting will 
be held June 6th. At this time, officers 
will be elected for the coming year. 
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Golf Instructor Demonstrates 
Techniques at CJA Meeting 


General Douglas MacArthur was sched- 
uled at the last minute to address the 
meeting of the Chicago Jewelers’ Associa- 
tion on April 19. On learning that the 
General was scheduled to address Con- 
gress at 11:30 a. m. Chicago time on that 
day, Association President Mead Mont- 
gomery ordered a television set installed 
in the Illinois Room at the Palmer House, 
where the group was scheduled to meet. 
Members were notified at the last minute 
that the luncheon meeting would begin im- 
mediately after the General’s talk and 
were invited to come early to see the pro- 
gram. The meeting was exceptionally well 
attended. 


Following the luncheon, a healthy finan- 
cial report was presented by Treasurer 
James Swartchild. Guest speaker was 
David Cairns, professional at the Elmhurst 
Country Club, where the CJA will hold 
its annual golf outing this year. Mr. Cairns 
demonstrated proper techniques on differ- 
ent shots and answered questions from 
members. 


The CJA was scheduled to hold its an- 
nual meeting on May 17. The customary 
dinner meeting was slated to be held in the 
swank Empire Room of the Palmer House. 
Officers who have served during the past 
year had been nominated for another term. 
They are: Mead Montgomery, president; 
Charles D. Ellbogen, vice president; James 
H. Swartchild, treasurer, and Francis V. 
Healy, secretary. 
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LOOSE 


AND | q The Gruen Watch Co. has been awarded elected to the board of the Cincinnatj Re. 


a contract to manufacture approximately tail Merchants Association. 




















MOUNTED $8 million worth of time fuses for the q Ken Matsumoto, 1109 Main St., jewelry 
armed forces—one of the largest military display specialist, gave an illustrated leg. 
orders awarded any Cincinnati manufac- ture on “Window Goods” at the recent 

THE GERWE BROWN CO. et since the start of the Korean conflict. convention here of the Guild of Prescrip. 
resident Benjamin S. Katz said the fuses tion Opticians of America. 
CINCINNATT © NEW ORLEANS © DALLAS will be made in the company’s local plant q Grand View Lake at Alexandria, Ky. 
' and will require about 600 additional em- owned by Bihl Brothers of suburban New. 
ciettianieinens | ployees. He added that no substantial re- port, Ky., has been opened for the summer 
duction in Gruen watch production is an- season. It is a popular vacation and fish. 
| ticipated. ing spot. 
D A M 0 N D - + UTTI N & q Recent business trips were made by I. B. q Jules Kassel and H. B. Cohen of the 
Goodman and Jack Austerdeck of the I. B. Kaufman-Kassel Co. and their wives yi] 
Goodman Manufacturing Co., 205 West attend the convention of the National 


EXPERT WORK Fourth St.; A. R. Jester, manufacturer, Wholesale Jewelers Association at Atlantic 
510 Vine St.; Howard Rosfelder and Percy City, N. J. 
FAST SER Vl 3 Lucas of Rosfelder Bros. and Co., manu- q William Garrett, a southern salesman 
facturers, 413 Race St.; Howard Stauden- for the Harry Greenwold Co., recently took 
maire, R. O. Brady and W. I. Black of time off for some fishing in Georgia. 
the Harry Greenwold Co., wholesalers, 18 q Robert Faigle of Faigle Brothers, manu. 
LITWIN & SONS West Seventh St.; Julian and Herbert facturers, 528 Walnut St., has returned to 






















114 West 6th Strect. Cincinnals, Ohic Schwab of A. G. Schwab and Sons, Inc., work after an illness of several months, 
wholesalers, 229 East Sixth St., and Charles q Twenty-five retail jewelers from this and 

K. Stern of the Wallenstein-Mayer Co., other cities up to 200 miles distant, have 

wholesalers, 31 East Fourth St. completed the latest of the “Stone Night” 

q Spending a recent weekend at French courses conducted one night weekly for 

Me Lick Springs, Ind., were Jules Kassel of six weeks by Edward Herschede, Jr., in 
F SPECTALMZ -... the Kaufman-Kassel Co., manufacturers, the Cincinnati Gemological Laboratory in 

: lod L Sd 434 Elm St., and Harry Greenwold, presi- the Keith Building. Mr. Herschede said 
GPS CO GD. «ee BS gene dent, the Harry Greenwold Co., wholesal- this was the last of these classes to be held 
specifications. W, Ul submit a design ers, and their wives. Julius Jacobs of D. here for some time because of the heavy 
a ae Jacobs Sons Co., wholesalers, 811 Race schedule of similar “Stone Night” courses 

9 : St., spent a two weeks’ vacation at the scheduled for other major cities, starting 

resort. with Dayton and Columbus, Ohio, in June. 





q Mrs. Omer Spears, secretary and office 
manager for Ralph E. Goebel, Inc., whole- 
SCHUMER BROTHERS CO. saler, Provident Bank Building, was a Wholesalers and Manufacturers 


Manufacturing feu a delegate to the recent convention of the Make Committee Appointments 
5 EAST THIRD STREET - CINCINNATI, OHIO Business and Professional Women in Cleve- 








land. A broad program of future activities for 
q Edward F. Herschede, chairman of the the Cincinnati Wholesale and Manufactur- 
board of the Frank Herschede Co., re- ing Jewelers Association was outlined at 
tailers, 8 West Fourth St., has been re- a dinner meeting on April 26 in Grammer’s 








\MORE PROF! IT tHtenetP eg Restaurant by J. Paul Knight, vice presi 


dent and chairman of the Steering and 





: FAITH ee | Planning Committee. 

with Us and Pooyatty, | GRUEN SALES AID Following presentation of the committee ¥ 
| report, numerous additional suggestions 

were offered by many of the 50 members 

present, and after a long general discus- 

sion, it was agreed that the Steering and 

Planning Committee consider all of the 

proposals and submit several specific activi- 
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JEWELRY SILVERWARE Ts — ne er peter in all colors as well as Eastern Star. 2 Earring sizes 
| selling tools teaturing the Dig newspaper — screw back, clip, or post and nut for pierced ears. 
CLOCKS APPLIANCES | mat book, shown above, are in a promo- 5 pin sizes. 
tion package recently issued by the Gruen Te Tet 
Write for our new Watch Co. This Gruen promotion kit also : 
I9ST Catalogue includes window streamers, display cards, 
— folders and traffic-building ideas. 
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ties in the near future for membership 


approval. . 
Right new members were introduced at 


the meeting by President Charles K. Stern, 
who also announced the following com- 
mittee appointments: 

Steering and Planning Committee: J. 
Paul Knight, chairman; Edward Brunst, 
Cherrington L. Fisher, George Brown, 
Ralph Simon, Clarence Loeb, Albert Sauer 
and Sam Silverman. 

Entertainment: Clarence Loeb, chair- 
man; Richard Heilman and Ray Froh- 


meyer. 
Membership: Sam Silverman and Her- 


bert Schwab, co-chairmen, and Arthur 
Hirschfield. 
Sick: Julius Jacobs, chairman; and 


Robert Stocker. 
Contact Committee for Retail Associa- 
tion: Julian Schwab and Ralph Simon. 


Wholesaler: Cherrington L. Fisher, 
chairman; Maury Gerwe and Edward 
Jacobs. 

Manufacturers: Harry Meihaus, chair- 


man: Max Litwin and Walter Miller. 
Publicity: Eugene Swigart, chairman; 
James Heldman and Ken Matsumoto. 





Greater Cincinnati RJA 
Elects Jack Getz President 


Jack Getz of the Getz Jewelry Stores was 
elected president of the Greater Cincinnati 
Retail Jewelers Association at an annual 
dinner meeting on April 11 in the Hotel 
Sinton. He succeeds Louis B. Grassmuck. 
Other new officers are: First Vice Presi- 
dent, Edward Spitznagel of George H. 
Newstedt & Co.; Second Vice President, 
Karl J. Mouch; Secretary, Mrs. Jane 
Kampf, and Treasurer, Donald C. Moore. 

New directors are Mark Herschede, Ben 
Youkilis, Carl Wagner, Adolph Simon and 
Mr. Grassmuck. Joseph Barg was re-ap- 
pointed executive secretary. 

The speaker for the meeting was Ben- 
jamin S. Katz, president of the Gruen 
Watch Co., who discussed “Watch Tariffs 


and Their Effect on Consumer Credit.” 





Article on Jeweler's Hobbies 
Appears in Toledo Newspaper 
John Marshall of Toledo, Ohio, is a 


jeweler who makes a hobby of hobbies, 


according to a recent feature article in 
the rotogravure section of the Toledo Blade. 
The story was illustrated with two pages 
of photos showing Mr. Marshall as an 
expert photographer, a crack rifle, pistol 
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and archery marksman, a licensed aviator, 
a driver of “souped up” racing cars on 
dirt tracks and a ballet instructor. 

“His first love and still the most satis- 
fying hobby is photography,” states the 
article. ““Mr. Marshall has invested thou- 
sands of dollars in cameras and equip- 
ment. He now specializes in color work 
and has had photographs exhibited in 
salons and traveling shows throughout the 
country. 

“Another hobby is aviation. Mr. Mar- 
shall has been flying since he came to 
Toledo 10 years ago. He holds a private 
pilot’s license and is seeking a commercial 
ticket. He is secretary-treasurer of the 
Air Pilots Association of Toledo.” 





Wadsworth 
Names Seipp 
to Ad Post 


CLAY SEIPP 





Appointment of Clay Seipp as director 
of advertising and sales promotion for 
Wadsworth Watch Case Co., Inc., was an- 
nounced recently by Frank P. Stegeman, 
vice president. . 

Seipp will be in charge of all promo- 


tional work for the new line of Swiss 
watches to be introduced this summer by 
Wadsworth, as well as for the Wadsworth 
line of compacts, cigarette cases and allied 
gift products. 

Seipp was formerly with Elgin National 
Watch Co., Elgin, Ill., where he was suc- 
cessively sales promotion manager and 
sales representative in Wisconsin. 


—_—_—e 


Beattie Elected President 
Of Cleveland 24 Karat Club 
Hugh N. Beattie, of H. W. Beattie & 


Sons, Inc., was elected president of the 
24 Karat Club of Greater Cleveland for 
the ensuing year at a recent meeting of the 
board of directors. Mr. Beattie has for 
years been active as a director and officer 
of the 24 Karat Club and last year served 
in the capacity of secretary. 

Other officers are: George Nelson of 
Nelson Jewelers, vice president; Mrs. C. S. 
Johns of the C. S. Johns Co., secretary, 
and Maurice Roberts of Rotbart’s Jewelry, 
treasurer. 

New directors, who were elected by 
secret mail ballot, are: Lewis I. Benway, 
Basch Jewelers; Howard Cerne, Cerne 
Jewelers; Samuel H. Deutsch, Rudolph 
Deutsch Co.; Richard Fraser, Time Piece 
Imports; Gordon Gage, Webb C. Ball Co.; 
John Holkenborg, Martin Jewelry, Inc.; 
H. Bruce McCague, Cowell & Hubbard 
Co.; Bernard F. Messinger, Harburger’s 
Jewelers; Walter F. Meyer, Meyer Jewel- 
ers; J. F. Schnauffer, J. F. Schnauffer 
Jewelry; A. E. Schultz, Schultz Jewelers; 
Raymond Tinkler, Tinkler Jewelers, and 
Stephen Tomasik, Tomasik’s Jewelers. 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 
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Sales making 
newspaper mats 
and literature 
on request. 


Write for full details— 
THEVICTOR con 





“Value Is Ever Victor” 


Please send complete details regarding 
the Victor Diamond Cluster Rings. 
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MOUNTINGS 
Wal LA CH | 


A COMPLETE LINE OF 


QUALITY RINGS 


\ TO THE WHOLESALE TRADE 


WALLACH 


JEWELRY MFC. CO. 


213 S. BROADWAY 
LOS ANGELES 12, CAL. 


a 
WEST REPR. J. RAICH 


SOUTH REPR. J. WHARTON 











14 Karat Gold 
Expansion 
Watch Band 








Fastest selling band on the market. Un- 
conditionally Guaranteed. Springs are 


constructed of finest stainless steel. Will 
not rust or deteriorate. Priced at 
$100.00 Keystone. Sales guaranteed 


100%. We will repurchase without ques- 
tion for cash any unsold bands. 


ell Eh el ivihetreen 


220 W. 5th St., Los Angeles 13, Calif. 


Manufacturers of fine jewelry 
Star Sapphires @ Rubies @ Diamonds 
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q E. A. Eddy & Co. has opened a special 
order shop for the trade at 2324 W. 7th 
St., Los Angeles, specializing in platinum 
and gold work. Mr. Eddy, who is well 
known throughout the Southern California 
trade, has been in this field for several 
years and will head the new firm. George 
Levine will assist him as shop foreman and 
designer. The diamond cutting operation 
of the firm will be under the direction of 
Maurice Pinto, formerly of Amsterdam. 

q Harry Marks of Rogers Jewelry Co. of 
Modesto has been elected to the office of 
Mayor of that fair city. 

q The Curt S. Appe Jewelry Co. of Benicia, 
Calif., celebrated its 20th anniversary in 
business this year by completely remodel- 
ing the shop. 

q A new store to be known as Garnett’s 
Jewelry has just been opened in Oildale, 
Calif., by Henry C. Garnett. 

q John Magyari has opened a new jewelry 
store, Rancho Park Jewelers, at 10634 West 
Pico Blvd., Los Angeles, in one of the 
city’s new suburban shopping districts. Mr. 
Magyari has been a watchmaker for the 
past 25 years and this is his first inde- 
pendent venture in retailing. Prior to 
opening his own store he was with Times 
Service as watchmaker for 10 years. He 
has been in the Southern California area 
for about 25 years and originally hailed 
from Buffalo, N. Y. 

q The end of May was moving day for 
Charles and Gertrude Rose as they moved 
into their brand new building at 8714 S. 
Sepulveda Blvd., Los Angeles. Name of 
the Roses’ new store is Loyola Jewelry. 
The new shop, which is a spacious modern 
affair, is located adjacent to a brand new 
super-shopping section in the heart of the 
rapidly growing Westchester district of 
Los Angeles. Store will carry a complete 
line of general jewelry merchandise. The 
present location at 8608 S. Sepulveda Blvd. 
will be closed. 

q Durward Howes II (B. D. Howes & 
Son) will take office as president of the 
Los Angeles Rotary Club for 1951-52 on 
July 1, in Los Angeles. 

q Max Strasburg (Strasburg’s of Holly- 
wood) has been voted a special profes- 
sional membership in the Masquers Club 
of Hollywood. This is only the second 
time in the club’s history such an honor 
has been bestowed on a layman. 

q Pam’s, Los Angeles costume jewelry 
specialty shop, has taken over the Beverly 
Hills location formerly held by Kopman’s 
Jewelers at 538 N. Beverly Drive, Beverly 
Hills. Manager of the new store is Milton 
S. Glickman. This is the third Pam’s 
jewelry shop in the Los Angeles area. 
Kopman’s will continue to operate their 
other two locations. 

q Lord’s Gift Merchants formally opened 
their newest store May 11th at 450 East 
Colorado St., Pasadena, Calif. The firm 


formerly conducted business under the 


| trade name of Myles Jewelry. 
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q Phillip M. Graham has been appointed 
West Coast representative for the Paul }. 
Samuels Co., Inc., 55 E. Washington St., 
Chicago, Ill. Mr. Graham has opened 
new office in Room 207, 209 Post St., San 
Francisco. 





California RJA Distributes 
Data on Filing Pricing Charts 


As an aid to members in preparing 
pricing charts required by Amendment 2 
to CPR 7, the California Retail Jewelers 
Association issued a special bulletin pre. 
pared in conjunction with the regional 
Office of Price Stabilization on procedure 
and requirements. 

The bulletin not only interpreted the 
ruling at the jewelers’ level but gave the 
step by step procedure of listing inventory 
and preparing charts. 





Plan for Gemology Scholarship 
Announced by Calif. AGS Guild 


A two-fold emphasis marked the recent 
meeting of the Southern California Guild 
of the American Gem Society held at the 
Los Angeles Athletic Club: Complete de- 
tails of the guild’s competitive scholarship 
plan were announced by Neele S. Barner, 
vice president of the guild and sponsor of 
the plan, and Mrs. J. W. Ware. Registered 
Jeweler of San Diego, spoke on native gem 
mining in San Diego County. 

David Widess, president of the guild, 
joined with Mr. Barner in announcing the 
details of the scholarship plan which for 
the first time offers employees and asso- 
ciates of Southern California jewelry firms 
an opportunity to compete for a non-cost 
scholarship in gemoiogy. The announce: 
ment and requirements for eligibility have 
been mailed to leading Southern California 
firms and complete details are available 
from the guild’s Los Angeles office. 

The scholarship prize includes courses 
No. 012 and No. 1 of the Gemological 
Institute of America and courses No. 013 
and No. 014 of the American Gem Society. 
This correspondence curriculum is the one 
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DIAMONDS 


EMERALDS — SAPPHIRES — RUBIES 


Il. WIDESS & SONS 


220 W. 5th ST., LOS ANGELES 13, CALIF. 
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CATALOG 
OF CHARMS 





FRE: 


World’s btggest selection of 14K Gold and 





ling Silver Charms classified and beauti- 
fully illustrated for easy selling. Keystone 
Prices. Write now to David Gordon, Mantu- 
facturing Jewelers, 448 S. Hill St., Los An- 
celes 13, Calif. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


























ntains the educational requirements 
oe Society’s title of Registered Jeweler 
or Graduate Member. 

The award will be made on the basis of 

a competitive, open book questionnaire 
and will seek to determine applicant’s gen- 
eral knowledge of the jewelry field rather 
than cover specific information. Papers 
will be judged by Oscar Kind, Jr., C. G., 
vice president of the American Gem So- 
ciety. 
Deadline for receipt of completed tests 
has been set for June 15, 1951. Announce- 
ment of the winner will be made by mail 
to contestants and will be announced at 
the first Fall meeting of the Southern Cali- 
fornia Guild. “It is hoped this program 
will set a precedent to be adopted by other 
Guilds throughout the country,” said Mr. 
Barner in annuuncing the plan. 

Following the discussion of the scholar- 
ship program, Mrs. J. W. Ware spoke to 
the group on mining activities in San 
Diego County. In addition to operating the 
distinctive J. W. Ware Jewelers at 1139 
Sixth Ave., San Diego, Mrs. Ware and her 
late husband have operated and owned 
mining properties in the State for many 
years. 

Mrs. Ware discussed the _ geological 
background of the area briefly to explain 
why which gems are found where and il- 
lustrated where the various pegmatite areas 
are located 





California 24 Karat Club 
Appoints Committee Chairmen 


Plans for the new year, new faces, and a 
talk on world conditions keyed the program 
of the May 8th meeting of the Jewelers’ 24 
Karat Club of Southern California held at 
the Elks Temple in Los Angeles. Newly 
elected president, Emanuel Lippett (Shaw’s 
Jewelers), and his board of directors an- 
nounced new committee chairmen and out- 
lined a program for the future. 

Named to serve the group for the coming 
year were the following committees and 
chairmen: Publicity, Albert Lewis (Le 
Roy’s Jewelers); Emblems, Irving Kauf- 
man (Allison-Kaufman Co.); Annual Ball, 
Jules Lindenbaum (King Jewelers) ; Sum- 
mer Picnic, Irving Kaufman, Herman 
Siegel (Robbins Jewelers), and Harry 
Prezant (Bulova Watch Co.); Veteran’s 
Committee, Harry Prezant, and National 
Affairs, Max Strasburg (Strasburg’s of 
Hollywood). Each chairman selects his 
own committeemen. 

Guest speaker at the meeting was Kent 
Roberts, author and lecturer on world af- 
fairs whose long career has brought him in 
personal contact with most of the key 
figures in the world’s picture today. Mr. 
Kent spoke on the background of world- 
wide tension and its effect on affairs in this 
country today. 
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Made to your 
Individual Specifications 


LOS ANGELES WINDOW DISPLAY CO. 
342 E. 2nd St. 


Los Angeles 17 
Michigan 0510 





Distinctive JEWELRY DISPLAYS 
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President Lippett announced that ar- 
rangements are being made to have a per- 
manent 24 Karat Club Room in the new 
Statler Hotel which is now under construc- 
tion:in Los Angeles. 

New members of the club were welcomed 
into the ranks by past president Frank 
Stirling (E. W. Reynolds Co.). The twelve 
newcomers are: Louis Bass (Louis Bass 
Co.) ; Seymour Diamond (Helbros Watch 
Co.); Joseph Golde (Kirk Jewelers) ; 
Murray Hecht (Mark’s Credit Jewelers) ; 
Paul Labow (Reader’s Jewelers); Jack 
Levine (Levine’s); Saul Marks (Mar’s 
Jewelers) ; James R. Stedman (Stedman’s 


Jewelers, Alhambra); Martin R. Thomas . 


(Subway Terminal Jewelers) ; Bob Downes 
(Evans Case); William S. Youkstetter 
(Youkstetter’s), and Harry J. Stedman 
(Stedman’s Jewelers, Riverside). 





CAPTURED BY VIGILANTES 





On a recent trip to Phoenix, Ariz., two 
prominent Oneida Community executives 
were promptly “arrested” by the Vigilantes 
and taken forthwith to the city lock-up 
where they were incarcerated for several 
hours. The two officials, D. E. Sanderson, 
vice president in charge of sales, and 
Harold T. Schubert, sales manager of the 
hollowware division, were taken into cus- 
tody because they were not properly at- 
tired in Western costumes and beards as 
required by the Rodeo law. 

Manager Jack H. Beggs of E. W. 
Reynolds Company’s Phoenix Division, was 
able to bail them out. Also seen in the 
picture are James (Red) Watson and 
Charles H. (Chuck) Noyes, Oneida West 
Coast representatives who shared in the 
hilarity. 





Tipp Opens Remodeled Store 


Ben Tipp, one of the leading jewelers of 
Seattle, Wash., launched his first business 
venture in that city 31 years ago by open- 
ing a small jewelry store. On March 26 he 
held a grand re-opening of his newly re- 
modeled and modernized store at 3rd Ave. 
and Pine St., that city, where the firm 
moved in 1929. 

Featured at the re-opening was a display 
of $500,000 worth of diamonds, including a 
65-carat pear-shaped diamond, and an 84- 
carat cushion diamond, many imported 
necklaces, brooches and _ bracelets. 

Redecoration of the store included air 
conditioning, modern lighting and _har- 
monious, soft color decorations. 











33rd California 


Gift Show 
July 22-27 
Los Angeles 


MERCHANDISE MART 
BRACK SHOPS 
ALEXANDRIA HOTEL 
BILTMORE HOTEL 


AND INDIVIDUAL SHOWROOMS 


The market that has everything! 
400 exhibitors, 77,000 items 
China, Glass, Lamps 
Stationery, Jewelry 


Decorative, Accessories 


A LOS ANGELES TRADE FAIR SHOW 
SPONSORED BY 


THE LOS ANGELES CHAMBER OF COMMERCE 
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THIS VALUABLE WATCH- 
MAKER'S GUIDE BOOK 


FOR ONLY 25 CENTS 


“The Chronograph Watch Calibre 
Guide”’ gives immediate identifica- 
tion for all popular chronographs 
currently sold in U.S.A. — with 
48 pages, 137 illustrations. A page 
for every calibre shows manufac- 
turer's name and trade mark, 
bridge setting and 3” photo- 
enlargements of movement side 
and dial side of mechanism. Send 
only 25 cents in coin TODAY! 


DESK L-28, ESEMBL-0-GRAF 
RESEARCH LABORATORIES DIV. 


Western Pennsylvania Horological Institute 
807 Ridge Ave., Pittsburgh 12, Pa. 














































. Importers ef 
ENGLISH CHINA 
d Cer) and 
EARTHENWARE 
Steck and Impore 


FONDEVILLE & CO., INC. 
149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 
































WEDGWOOD 


Bone Chiaa Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

































EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 































MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 

ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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WINNING TEAM IN BOSTON JEWELERS BOWLING LEAGu¢ 
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This team of bowlers from the Mahar & Engstrom Co., Boston, won top place for the 1950.5} 
season. Left to right, surrounding the table of donated prizes: Philip Webber; Daniel Col. 
Eliott Engstrom; Erskine Gay, president of the League; Michael Mahar; George Mullin, team 
captain; Henry McGrath; Benjamin Rubin, and Harry Solomon. The Mahar & Engstrom 
team topped all others in the League, winning 70 games and losing 26, with a total pinfall 
of 34,241. Harry Solomon, extreme right, was the League's highest average scorer. 


Members of the Boston Jewelers Bowl- 
ing League gathered for their 28th annual 
banquet on April 21 at McKeon & Casby 
caterers, Boston, to mark the wind-up of 
the season. Following dinner, officers for 
next year were announced: Robert 
Schwinn, of Shreve, Crump & Low Co., 
president; Fred Kunz, Washington Build- 
ing, re-elected vice-president; Robert 
Parker, of D. C. Percival & Co., re-elected 
secretary; and Fred Bertram, of the C. O. 
Swanson Co., Arlington, Mass., treasurer. 

A large array of donated prizes were 
awarded to winning teams and high indi- 


vidual scorers, honors this year again going 
to the Mahar & Engstrom team which won 
last year. This year’s score was 70 games 
won; 26 lost, with a total pinfall of 34,24]. 
Second team, the Thomas Long Co., won 
63 games, lost 33, and had a total pinfall 
of 34,159. 

The Gorham $rophy, awarded annually, 
went to the Mahar & Engstrom team, each 
member of which received a_ Ronson 
lighter. George Mullin of Mahar & Eng. 
strom was chairman of the entertainment 
which followed, with Marty Walsh of A. 


Stowell & Co. as vice-chairman. 





Toyo Pearl Company Formed 


The Toyo Pearl Co. has been formed 
with James Hirashiki, James Arakaki, Yuzo 
Susagano, and Mark Kiguchi as principals. 

Hirashiki will remain in Japan while 
the other principals will be active in this 
country. Mark Kiguchi will manage the 
firm’s headquarters at 542 So. Broadway, 
Los Angeles. 

The firm will specialize in cultured 
pearls, fashioned in necklaces, chokers and 
earrings of matched quality. A complete 
line will be carried in the Los Angeles 
office. 


Son & Prins Company Opens 
Branch Office in Los Angeles 


D. J. B. Prins, president of Son & Prias 
Co., Inc., of Chicago, one of the oldest 
diamond importing firms in the country, 
announced recently the formation of Son & 
Prins Co. of California. Headquarters of 
the new branch will be located in Los 
Angeles. D. J. B. Prins is president of both 
the Chicago and California firms. 

Herbert M. Wolf, who has been made 
secretary-treasurer of the California firm, 
will be in charge of the Los Angeles office. 
Mr. Wolf received his early training at the 
famous Soep diamond factory in Amster- 
dam. He is already well known on the West 
Coast, having covered that territory for Son 
& Prins Co. for the past year. He is a son- 
in-law of A. Soep, who is head of Benjamin 
A. Soep & Co. of Amsterdam as well as a 
vice president of Son & Prins Co. 








Mr. Prins feels that the establishment of 
West Coast headquarters will materially 
improve their service to customers in that 
area and expand the firm’s national activity 
which includes a New York City branch in 
addition to the main office in Chicago. 


L. A. Diamond Club Members 
Elect Temianka President 


I. Temianka was elected president of the 
Diamond Club of Los Angeles at a recent 
meeting of the group. 

Others elected were: Wm. H. Isaacson, 
vice president, Frederic A. Kane, secretary, 
and Adolph Milner, treasurer. Named to 
the board of governors for the ensuing 
year were: Jean Aleinkoff, Arthur Ballard, 
Max Ehrlich, I. Glatt, Sol J. Lightman, 
Joshua Keyser, Nat Tarlo and _ David 
Widess. 
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TEDMAN IMPORTING CO. 


225 Fifth Ave. Tele.: MU 5-5324 
New York 10, New York 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 
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CRYSTAL by BRODEGAARD 

from SWEDEN ® Made in U.S. A. 

Stemware — Drinkware — Accessories 
Send for new 1951 Catalog 

R. F. BRODEGAARD & CO., Inc. 


225 FIFTH AVENUE NEW YORK 10, N. ¥. 
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June 


4.5—National Wholesale Jewelers Asso- 
ciation, 44th Annual Convention, Ritz- 
Carlton Hotel, Atlantic City, N. J. 

7-8—Watch Material Distributors Asso- 
ciation of America, Sixth Annual Con- 
vention, Hotel Statler, New York. 

9—Maiden Lane Outing Club, Annual 
Summer Outing, “The Greens,” Pleasant- 


dale, N. J. 

9.10—New York State Watchmakers As- 
sociation, Annual Convention, Elmira, 
N. Y. 


13—The Twenty-Four Karat Club of 
The City of New York, Annual Summer 
Outing, Travers Island, Pelham, N. Y. 
17-July 3—Japanese Trade Fair, Ed- 
mundson Pavilion, University of Washing- 
ton, Seattle, Wash. 
90—Boston Jewelers Club, Annual Out- 
ing, New Ocean House, Swampscott, Mass. 
94-25—New Hampshire Retail Jewelers 
Association, Annual Convention, Hotel 
Wentworth-by-the-Sea, New Castle, N. H. 
30-July 2—New Jersey Retail Jewelers 
Association, Annual Convention, Hotel 


Claridge, Atlantic City, N. J. 


July 


1-6-—New York Lamp Show, Hotel New 
Yorker, New York. 

8-11—Fourth California Lamp and Pic- 
ture Show, Biltmore Hotel, Los Angeles, 
Calif. 

15-20—National China, Glass and Pot- 
tery Show, Hotel New Yorker, New York. 

16-20—Western Summer Market, West- 
ern Merchandise Mart, San Francisco, 
Calif. 

22-25—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 

22-25—-Southern Jewelry Show, Atlanta 
Biltmore Hotel, Atlanta, Ga. 

22-26—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 

22-27—33rd California Gift Show, Mer- 
chandise Mart, Brack Shops, Alexandria 
and Biltmore Hotels, and Individual Show- 
rooms, Los Angeles, Calif. 

29—-August 1—New York State Gift & 
Art Show Hotel Onondago, Syracuse, N. Y. 

29-August 2—National Association 
of Credit Jewelers, Annual Convention 
and National Jewelry Fair, Stevens 
Hotel, Chicago, III. 

29-August 3—National Luggage & 
Leather Goods Show, Hotel New Yorker, 
New York. 

30-August 10—Chicago Gift Show, La- 
— Hotel and Palmer House, Chicago, 

30-August 10—Merchandise Mart Gift 
Show, Merchandise Mart, Chicago, III. 

30-August 10—Registered California 
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Gift & Dinnerware Show, Morrison Hotel, 
Chicago, III. 


August 


5-9—San Francisco Gift Show, Civic 
Auditorium and Palace Hotel, San Fran- 
cisco, Calif. 

12-15—Third Western Jewelry & Silver- 
ware Show, Biltmore Hotel, Los Angeles, 
Calif. 

12-16—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York, N. Y. 

19-23—Seattle Gift Show, Olympia Ho- 
tel, Seattle, Wash. 

19-24—Registered California Gift & 
Dinnerware Show, Hotel McAlpin, New 
York. 

20-24—225 Fall Market Show, 225 Fifth 
Ave., New York. 

20-24—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

26-29—Ohio State Gift Show, 
Deshler-Wallick, Columbus, Ohio. 

26-29—Portland Gift Show, Portland 
Hotel, Portland, Ore. 

27-29—Florida China, Glass & Gift 
Show, Hillsboro Hotel, Tampa, Fla. 


Hotel 


September 


2-5—St. Louis Gift Show, Statler Hotel, 
St. Louis, Mo. 

2-6—Fall Detroit Gift Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 

2-7—Allied Gift and Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

2-7—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, Second Unit, Dallas, 
Texas. 

2-7—Dallas Lamp, Gift & Housewares 
Show, Agricultural Building, Texas Fair 
Grounds. 

2-7—Parker House Gift Show, Parker 
House, Boston, Mass. 

3-7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

9-10—West Virginia Retail Jewelers As- 
sociation, Annual Convention, Daniel 
Boone Hotel, Charleston, W. Va. 

9-13—Tri-State Gift & Artware Show, 
Netherland Plaza Hotel, Cincinnati, Ohio. 

15-18—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

16—Missouri Retail Jewelers Associa- 
tion, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

16-18—Ohio Retail Jewelers Association, 
Annual Convention, Deshler-Wallick Ho- 
tel, Columbus, Ohio. 

16-19—Denver Gift and Jewelry Show, 
Albany Hotel, Denver, Colo. 

16-19—Heart of America Glass & China 
Show, Muehlbach Hotel, Kansas City, Mo. 

16-20—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

17-21—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

23-24—American National Watchmakers 
Association, Annual Convention, Hotel 
Pfister, Milwaukee, Wis. 

23-24—Iowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des 
Moines, Des Moines, Iowa. 

23-27—Washington Gift 
Willard, Washington, D. C. 


Show, Hotel 
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Haviland & C 
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26 WEST 23rd STREET, 
NEW YORK 10, N. Y. 


CHICAGO 
ISSO MERCHANDISE MART 


LOS ANGELES 
302 BRACK SHOPS 





GEO. BORGFELDT 


CORPORATION 


44.60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA ~ GLASS a TABLEWARE 
EARTHENWARE a GIFT and ARTWARES 
Domestic and Foreign 








p & CU BONE CHINA 


ENGLISH 


FISHER, BRUCE & CO. 














Booths 





Phila.: 221 Market St. ¢ New York: 1107 Broadway 
e3 FINE ENGLISH 
TABLEWARE 


Send for illustrated pamphlets 


MIDHURST IMPORTING CORP. 
129 FIFTH AVENUE, NEW YORK 3, N. Y. 

















DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue. 
Merchandise Mart. 


GIFT AND ART 
NOYVELFIES 


New York 
Chicago 
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A Practical Course in Artistic Engraving 


Section G—Cutting Block Alphabets, Parts 6-14. 
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Section G—Block 


Preparing and sharpening tools for cut- 
ting all types of block lettering, (a) flat 


by R. ALLEN HARDY 


66 A, B, C, D, E, and F. To wriggle, 
the graver should be held higher than 
usual and rocked back and forth from 
corner to corner. When properly exe- 
cuted, a steady rhythmic bump will be 


felt as each point rocks back and 
forth. Experience must be gained be. 
fore a straight wriggled line results. 
For practice work names and dates can 
be done with the No. 38 tool. Then 


tools; (b) round tools; (c) liners. 

*2. Drawing on paper. Plain Block Alpha- 
bet and numerals; principles of con- 
struction. 

*3. Cutting stems and bars squaring off 
ends with triangular shade cuts or 












































“picks”. oo ie 
*4,. Cutting plain block alphabet and num- 

erals. : a -_ 
*5. Cutting names, dates, inscriptions. | | Ty - ~~ 





6. Construction of Capped Block Alphabet; 
method of cutting. 

7. Cutting names, dates, inscriptions. 

8. Wriggling with flat tool. 

9. Cutting with liner — names, dates, in- 
scriptions. 

10. Wriggling with liner. 

11. Combination cutting using wriggle and 
bright cut, liner and flat tool, etc. 

12. Drawing (on paper) Gothic Alphabet 
and Numerals for cutting with round 
tool; principles of construction. 

13. Cutting Gothic Alphabet and Numerals. 

14. Cutting names, dates, inscriptions. 

15. Cutting large block letters for fill-in 
work and shading. 


(*Subjects completed in previous installments 
of this section.) 


































































































6. CONSTRUCTION OF CAPPED 
BLOCK ALPHABET 


The capped block alphabet has the 
same basic construction as simple block 
with the addition of caps rather than 
picks to square off ends. See Figure 
65 for design and method of cutting. 
Bars are extended to form half-caps 
over the tops and bottoms of stems such 
as on the letter “E”. Caps are made in 
one cut. 






































7. CUTTING NAMES, DATES, 
INSCRIPTIONS 


Using the capped block alphabet, 
follow the same procedure as explained 
under Item 5 of this section. A differ- 
ence in spacing capped block letters 
will be noticed on the first word at- 
tempted. The caps take up more room 
and spacing letters is similar to spac- 
ing Roman style letters. 


2.CUT BARS NEXT. 
.CUT._CAPS LAST._ 

















8. WRIGGLING WITH FLAT TOOL 


Beginning with the No. 38 flat tool, 
practice the wriggle cut using straight 
lines. The technique is shown in Fig. 





Figure 65. Capped Block Alphabet. 
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MORE WATCHMASTERS HAVE BEEN 
SOLD AND ARE BEING SOLD THAN 
ALL OTHER WATCH-TIMING 
MACHINES COMBINED — 





One of the many reasons:— 
BEST in chart production. 





Prints the clearest, easiest- 
reading pattern in the quick- 
est possible time for de- 
pendable watch analysis. 


FOR EXAMPLE 


LEFT—Mainspring too strong 
BELOW—Mainspring too weak 















WRITE FOR 
DEMONSTRATION 


and see other superior 
WatchMaster features. 


M Jor BIGGEST MONEY'S-WORTH 

aS IN THE LONG RUN 

potter watch liming 
Th is Rosh 


American Time Products, Inc. 
580 Fifth Avenue New York 19, N.Y. 
OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 
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Figure 66. The Wriggle Cut. (A) To wriggle, 
raise hand and arm, rock graver back and 
forth. (B) Fine wriggle, not adaptable to 
soft metals. (C) Medium wriggle, best for 
average single-cut lettering. (D) Coarse 
wriggle, not for single-cut lettering. (E), 
(F) Square off tips with triangular picks. 
(G) Example of cross-wriggle. 





try the No. 40 and No. 40 gravers. Due 
to the increase in width, the height of 
the letters must be greatly increased 
and the student must be cautioned to 
design slimmer letters. The length of 
the bar should be reduced to about 1/3 
of the stem length. On the large tool 
cuts, the ends are squared off with tiny 
serifs, since it is impossible to make 
picks this large. 


9. CUTTING WITH LINERS 


With the liners, follow the same pro- 
cedure as explained under Item 5 of 
this section. It will be noted that liners 
have a tendency to leave trails, but this 
can be overcome by bending the tips 
slightly upward to add lift to the grav- 
ers. (Explained under Item 1, this sec- 
tion.) Care must be taken that the 
tool is not bent to the right or left, as 
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Figure 67. Gothic Alphabet for Round Tool. 
(1) Cut up on stems. (2) Back cut same 
line. (3) Finished stem. (4) Cut to left on 
bar. (5) Back cut same line. (6) Finished 
line. (7) Stems and bars cut. (8) Stems 
and bars back cut. (9) Finished letter. 
(10) Cut to left on curves. (11) Back cut 
tip only. (12) Finished letter. Curved 
lines may be overcut to obtain correct 
width of line. Do not back cut. 





4 <a 
| | 5 F | 
'. Ss & — 1 8 


this would throw it out of line ang 
cause trouble in cutting. Figure 63.R 
and B’ show the cross-section and top- 
view of a liner cut. 


10. WRIGGLING WITH LINERS 


With the large liners, try wriggling 
in the same manner as explained under 
Item 8 of this section. This makes an 
attractive cut and is more acceptable 
than the flat tool wriggle. 


11. COMBINATION CUTTING 


Combination cutting is done by using 
two different width gravers with cop. 
trasting cuts. For example, design 
name in simple block style. Cut the 
stems with a No. 38 flat graver and the 
bars with a No. 36, straight or bright. 
cut. The result will be attractive. 
Liners can be used for the stems and 
a narrow flat graver for the bars. Cut 
a name using this combination. Ap. 
other interesting effect is to use the 
wide flat tool wriggle for the stems and 
a narrow flat tool bright-cut for the 
bars; square off ends with regular 
Roman serifs. Cut a name of this type, 
If undecided which lines to cut thick 
and which to cut thin as on the letters 
“N-A-V”, refer to the Roman alphabet, 
The location of contrasting thicknesses 
is the same. 

Many different and interesting effects 
can be worked out using two different 
size gravers. The student should ex. 
periment with the idea. It will be found 
that strong Roman letters can be made 

(Please turn to page 192) 


ABCDEFGHI 
JKLMNOPQR 
STUVWXYZ 

1234567890 
“FCCC 
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wie Business looks up... 


when shoppers can look in! 
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N open-vision store front shows the 
A way to better business. For an open- 
vision front shows off your entire store 
interior and presents the displayed mer- 
chandise to the best advantage. Jewelers 
who have modernized their stores with 
open-vision fronts of Pittsburgh Glass 
and Pittco Store Front Metal have 
proved — through increased sales — that 
modern, colorful store fronts attract 
attention . . . and new business. 





Put praise-provoking, sales-promoting 
Pittsburgh Store Front Products to work 
in your store. And don’t forget that it’s 
the complete modernization job that 
gets the best results in increased busi- 
ness. So when you brighten up your 
store exterior, be sure to modernize 
inside, too. 


i 


: 
SSPE DRE REPLI ITS IAA SAO OTEAAEicaicasats 
RRA PIRIO RS SOPOT AS SO EROOO TO IOS ORI TOOT 


Our brand-new modernization book- 
let, “How To Give Your Store The 
Look That Sells,” will give you many 
ideas about how to use Pittsburgh Prod- 
ucts to give your store a new Sales per- 
sonality. Why not return the coupon 
below for your copy? No obligation. 





DISPLAY’S THE THING. It gets the passer-by’s attention . . . stimulates his desire for the 
displayed merchandise. And a large section of the interior of this Campbell, Callif., jewelry 
store is on display by virtue of large panels of Pittsburgh Polished Plate Glass, set in 
7 clean-cut, lustrous Pittco Premier Store Front Metal. The sturdy Herculite Tempered Plate 
: Glass Door, attractive sidelights and transom complete the semi-open design. The eye- 
catching bulkheads are made of wine Carrara Structural Glass. Use glass applications 
Store fronts like these to give your jewelry store added eye-appeal and profit pull. 
mp ab ame aan enpamndites ———————-—- _ ., 
Without obligation on my part, please send me your FREE booklet on store modernization. | 
“How To Give Your Store The Look That Sells.” 


by Pittsburgh eiticeincdbeinsseatasecaleNnc euenaiaein 





Pittsburgh Plate Glass Company 
2150-1 Grant Building, Pittsburgh 19, Pa. 
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PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS 


rFTTsSsepuRGH PLATE ee COMPANY 
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OLDERING HINGES—What can be done, in soldering 

hinges of flexible (diamond-set) watch bracelets, to 

prevent any solder from running into the hinges? (Ques- 
tion No. 6131) S. L. H. 

Answer—the principle that must be applied in this 
kind of work is as follows: (a) careful cleaning, including 
dressing with a file when the nature of the breakage 
allows, of the surfaces that are to “take” the solder; 
(b) applying flux so that none of it spreads to any place 
where solder is not to flow; (c) applying bits of solder 
to be held in place by the wet flux, the total quantity of 
solder not to exceed the amount that will about fill the 
joint to be soldered. In other words, do not apply so 
much solder that it would provide a surplus that would 
flow where solder is not desired. 


IVOT POLISHING—We hear watchmakers disputing 

whether better work can be done, in pivot-polishing, 
by the split-chuck type lathe, or by one that works on the 
Jacot principle—that is, a fiddle-bow lathe; also the Dor- 
rington lathe. Please give me your opinion. (Question 
No. 6132) J. L. D. 

Answer—the Jacot lathe, a “dead-center” lathe using 
a strung bow to drive the work, has attachments with 
which either the sides or ends of pivots can be polished; 
the Dorrington lathe is an adaptation of the Jacot lathe 
intended for use in polishing the ends of pivots. Since 
both these tools are dead-center lathes, they do very 
accurate work if used properly. In America, these dead- 
center lathes are used mostly for work in connection with 
adjusting watches to positions. 

American type watchmakers’ lathes with split chucks 
and “live-center” spindles, if used skilfully, will do pivot 
work just as accurately as the dead-center tools. Gen- 
erally speaking, a jasper slip or steel burnisher is better 
for slightly altering and polishing the ends of balance 
pivots. Finer work can be done on the “cones” and 
“straights” of balance pivots in the American type lathe, 
by using a bronze (bell metal) slip with fine diamantine, 
rouge, or the two together, mixed very stiffly with oil. 
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HOW SHALL I-? 


WORKSHOP 
QUESTIONS 
AND 
ANSWERS 





In answering a question like yours, we always like to 
point out that there is always more in the skill with which 
tools are used, than in what particular tools are chosen 
to work with, among the various tools that have become 
generally accepted by the craft for each purpose. 


_— FOR ELECTROPLATING—Where can I buy 
pure silver for anodes for electroplating? (Question 
No. 6133) P. R. 

Answer—Among leading dealers in precious metals 
for all purposes in this country, are: Baker & Co., 113 
Astor St., Newark 5, N. J.; Kastenhuber & Lehrfeld, Inc., 
21 West 46th St., New York 19, N. Y.; and Hoover & 
Streng, Inc., 119 W. Tupper St., Buffalo, N. Y. Any of 
these firms could furnish silver for anodes for electro- 
plating. 


OPPER PLATING—What formula of solution should 

we use to copper plate without using cyanide? We 

don’t like to have this deadly poison in our shop. (Ques- 
tion No. 6134) H. G. B. 

Answer—You may use an acid solution without 
cyanide, made as follows: to one gallon of water, add 
32 ounces of pure copper sulplate, and 5 fluid ounces of 
c. p. sulphuric acid. With this, use annealed sheet copper 
for anode; keep the solution at temperature of 80 deg. F., 
or higher; and use current at about 1 volt. However, it is 
customary to give work a preliminary plating in a cyanide- 
copper bath, then if the plating is to be thick, follow with 
the acid-solution. This lessens the risk of heavy copper 
coating “peeling” off the work. 


TICKING HAIRSPRINGS—Sometimes | find that the 
coils of hairsprings on Swiss watches will stick to- 
gether, regardless of what I do in cleaning. Can you sug: 
gest anything to do in such cases? (Question No. 6135) 
A. M. 
Answer—tThis “sticking” is sometimes found to be 
due to a coating some manufacturers apply to hairsprings 
“in the white” to color the springs blue. It has been 
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Not a trace of dust escapes the 





LEIMAN 


GRINDER e POLISHER ¢ DUST COLLECTOR 
‘‘ALL-IN-ONE’”’ UNIT 


e No danger to health 
e No soiled clothing or premises 
e Easy recovery of precious metals 


‘Syren your own workshop! Are you tak- 

ing chances grinding, buffing or polishing 
without the latest, foolproof dust collecting 
equipment? You can do these operations effi- 
ciently—yet clean and safe for yourself or 
workers—by using the time-tested Leiman 
Grinder—Polisher—Dust Collector. In one 
machine, you get the most modern production 
equipment, with job-speeding conveniences— 
plus the famous Leiman high-suction dust 
removal system. Years and years of shop ser- 
vice and health protection, at a few cents cost 


per day. 











MODEL 47F. Needs only 18 x 29 inches 
floor space. Ideal for small shop, small 
work or restricted space. Has 3 h.p. 
motor for wheels or buffs up to 4”. Also 
Ya h.p. interior motor, suction fans and 
dust collectors. Adjustable dust hoods 
have wet pumice pans and electric light 
sockets. Very quiet running. May be used 
with your own polishing motor. Plugs 
into any standard 110 volt outlet. 











MODEL A. Needs only 2x4 
foot floor space. Top pro- 
duction machine for all 
classes of jewelry and sil- 
ver work. Accommodates 
two wheels or buffs up to 
8”. Adjustable dust hoods, 
with electric light sockets. 
Available either with 2 
h.p., 110 volt motor or 
1 h.p. 220 volt motor. Two 
dust collecting cabinets 
permit separate collection 
of gold, platinum or other 
dust for recovery. 









171 Christie St. 


WRITE FOR FREE DETAILED BULLETIN showing 
Newark 5,N. J. 


various models and prices. No obligation. 
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NOW ANYONE 
CAN ENGRAVE RINGS GOLD PALLADIUM 
INSIDE! PLATINUM SILVER 
oe than any other known method 
of refining. 
3 That’s why Williams pays 


you more for every ounce of 
grindings, filings, sweepings, 
polishings, watch cases and 
dust. A broad statement? Let 
us prove it! Send us a trial 
shipment NOW. Prompt cash 
returns. 


WILLIAMS GoLp REFINING CO., INC. 


BUFFALO 14, N. Y. 
HAVANA, CUBA 
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reported by some that persistent sticking at times, then 
with intervals during which the trouble disappears, seems 
to be caused by this blue coating becoming sticky, only 
or mostly in damp weather. 

About a remedy, some correspondents have said that 
immersing the spring in carbon tetrachloride stops the 
sticking effect; others say they have found nothing that 
will cure it except changing the hairspring. Perhaps the 
latter way would be the surest. It should be noted that 
the stickiness appears in only a small percentage of coated 
springs; possibly due to one batch of a dye being different 
in some way, from most of the dyes used. Otherwise, all 
or most of the dyed springs would stick, which certainly 
is not the case. 


—"* FLOW SOLDER—Please give me best formula 

for an easy-flowing solder, for fastening seconds-dials 
into copper-backed enamel watch dials; also a formula for 
silver plating. (Question No. 6136) F. S. N. 

A nswer—Solders with melting-points lower than those 
of the ordinary lead-tin soft solders, are made by adding 
bismuth, in proportions that will produce fusibility be- 
tween 202 deg. F. and 360 deg. F. For lowest heat, melt 
together 5 parts tin, 3 parts lead, and 3 parts bismuth; 
for heat up to 360 deg. F., 2 parts tin, 1 part lead, and 
2 parts bismuth. Comparing these with ordinary soft 
solder, which contains equal parts of lead and tin, the 
latter will melt at about 475 deg. F. 

A standard silver solution for electroplating may be 
made of: 21% oz. chloride of silver and 12 oz. of cyanide 
of potassium to each gallon of water. You no doubt are 
aware that basic formulas for any plating solution are 
modified in their proportions of ingredients, depending 
upon the many different kinds of work. This requires a 
good deal of practical experience to develop judgment in 
handling the work. 


IME SIGNALS—Where can I obtain a list showing 

time schedules and frequencies used by the Navy De- 
partment in broadcasting time signals, from all of the 
Navy stations? (Question No. 6137) I. R. 

A nswer—A complete list, which covers all of the Navy 
broadcasts from the several stations may be had with all 
changes up to date, by writing for “Bulletin EN 23 A 6-2 
(93),” to The Superintendent, Naval Observatory, Massa- 
chusetts Avenue & 34th St., N. W., Washington 25, D. C. 
The list will be sent you without charge, postpaid. 


EMENT—What is the best cement for fastening elk 
teeth in gold mountings, or similar jobs in the jewelry 
shop? (Question No. 6138) S. J. S. 


Answer—We recommend for cementing elk teeth inty 
mountings, either any of the ready-to-use jewelry cement; 
in the market that are sold by good supply houses, or else 
commercial white shellac, which can be bought in lum 
form from drug stores or paint stores. It is well to keep 
this in stock in a corked bottle or jar, with water enough 
to cover the lumps. To use it, take out a lump and dry it: 
heat it over an alcohol lamp or bunsen burner; draw oy 
some of it into a ribbon. Apply this to the heated moun}. 
ing, melting the cement into the socket. Push the wel. 
cleaned tooth into the melted cement and after the cement 
has cooled and hardened, chip off any surplus that has 
exuded from the mounting. 


. jammed or a low-priced toy that we are planning 
to manufacture, we need to buy quantities of springs, 
about the size of mainsprings in alarm clocks. Where can 


we obtatin these? (Question No. 6139) C. A. S. 


Amswer—Among the leading firms specializing ip 
manufacturing steel coiled springs, of any dimensions that 
may be specified, are: American Coil Spring Co., Keating 
and Mack Sts., Muskegon, Mich.; Dunbar Bros. (Co, 
Bristol, Conn.; The Wallace Barnes Co., Division of 
Associated Spring Corp., Bristol, Conn.; and Atlas Spring 
& Mfg. Corp., 229 N. Clinton St., Chicago 6, IIL All of 
these firms make springs of flat steel, of the type used in 
clocks, for driving power. 


C. T.—What do the initials G. C. T. mean, on the 

¢ dial of a Hamilton 16 size pocket watch? The 

watch has a black dial with white numerals, etc., and was 

bought as war-surplus material after World War II. 
(Question No. 6140) M. S. A. 

Answer—the initials “G. C. T.” on the dial of a 
Hamilton 16 size watch with sweep-seconds hand, mean 
“Greenwich Civil Time.” This is to differentiate from 
siderial time, used in astronomy. Greenwich Civil Time is 
mean solar time on the meridian of longitude passing 
through the British Royal Observatory, located at Green- 
wich, England. This is the basis used for Standard Time, 
which by agreement varies according to longitude (loca- 
tions east or west of Greenwich) of places or “time zones” 
around the world. 





Artistic Engraving 


(From page 188) 


by using a wide flat graver for the 
stems, a thin flat graver for the bars 
and a script graver to execute the 
curved portions of the letters. 


12. DRAWING GOTHIC ALPHABET 


Design on paper the Gothic alphabet 
and numerals. See Figure 67 for con- 
struction. 


13. CUTTING GOTHIC ALPHABET 
In cutting the Gothic letters, all 
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stems must have an up-cut and a re- 
turning downcut to insure the same 
width from top to bottom. See Figure 
67, steps 1 to 12. There is a tendency 
of this graver to cut shallow at the be- 
ginning, of the cut, resulting in a taper 
before getting into the true width. 
Hence, a back-cut is necessary. See 
Figure 63-C and C’ for cross-section 
and top view. The curved letters can- 
not receive a back-cut since the cutting 
would have to be done clockwise. If 
the curved cut does not match the 
width of the straight stems, simply over- 
cut to insure uniform width of line. 
The straight cuts are comparatively 


easy to make. More practice is needed 
on the curved letters because the curva- 
ture must always be perfectly regular. 
When the cuts are mastered, design 
and cut the alphabet and numerals 
using the No. 52 graver. 


14. CUTTING NAMES, DATES, 
INSCRIPTIONS 


Follow the usual procedure in cut- 
ting names, dates and inscriptions & 
explained under Item 5 of this section. 
Begin with the larger gravers, grad- 
ually reducing the size until the small 
No. 50 can be handled equally as well 
as the No. 52. 
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HIA Okays Aggressive 
Plans For Future at 


30th Annual Meeting 


One of the conspicuous accomplishments 
of the Horological Institute of America, 
which held its 30th annual meeting in the 
Wardman Park Hotel, Washington, D. C., 
on May 13, 14 and 15, was the approval 
by those attending of the recommendations 
of a President’s Committee which had been 
formed to advise the President and Ad- 
visory Council of matters bearing upon the 
financing and operation of the Institute. 

This President’s Committee under the 
chairmanship of Harry D. Henshel of the 
Bulova Watch Co., and composed of 17 
other members from watch importing, 
watch manufacturing companies, as well 
as schools of horology and material sup- 
plies, found virtually unqualified accept- 
ance of the recommendations. These were 
primarily designed to increase efficiency 
and aggressiveness of the operation of the 
Institute. To assist President A. S. Rowe 
in the implementation of the program, 
Richard Slaugh, Hamilton Watch Co., was 
elected as an officer in the Institute with 
the capacity to pursue the establishment 
of the plans and procedure recommended 
by Henshel’s President’s Committee. Alvin 
Levine was secretary of the committee and 
helped in its preparation. 

Henry B. Fried delivered a typically in- 
teresting dissertation on hairsprings. 

Other speakers were Dr. J. A. Van Horn 
of the Hamilton Watch Co., and Frank D. 
Urie, HIA president from 1945 to 1949. 

Forrest E. Peters, head of the Peters 
School of Horology in Washington, D. C., 
gave a lecture and demonstration on the 
marine chronometer during the course of 
which he employed his extensive and elabo- 
rate collection of chronometers. 

A highlight of the entire session was 
the talk by Norman Leach, bursar of the 
Canadian Jewelry Institute and Executive 
Secretary of the Canadian Jewellers Asso- 
ciation, at the annual banquet held on 
Monday night. Leach picked as his subject 
an easy one, talking about the Canadian 
Jewellers Association and one of its latest 
activities, the Canadian Jewelry Institute. 
This was easy because Leach has headed 
up the Jewellers Association of Canada 
during the part when it experienced its 
greatest growth. His ability to handle such 
a difficult association secretariat has re- 
sulted in a unity among the Canadian 
jewelers and all sections of the industry 
which has the envy of jewelry leaders in 
other countries. His presentation of the 
facts leading up to the formation, the diffi- 
culties of organization and the fruitful 
success of the Canadian Institute in educat- 
ing better watch technicians and in pro- 
moting better ethics among watch repair- 
men in Canada fascinated the listeners who 
were inspired and hopeful that this country 
might some day have an equally efficient 
set-up controlling the activities of the 
American watch repairman. 
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Tri-State RJA Holds This Year's 
Successful Convention in Wilmington 


The Maryland-Delaware-District of Co- 
lumbia Jewelers’ Association maintained 
the reputation which it has established 
over the 37 years of its existence for hav- 
ing worthwhile annual conventions. 

Retailers from the areas and manufac- 
turers and their representatives who serve 
the jewelers in these two states and the 
District, have come to accept the time and 
money required to attend these annual 
get-togethers as a worthwhile investment. 
The program this year was such as to 
maintain that reputation. 

With so many Washington-inspired prob- 
lems facing the industry, those in attend- 
ance this year found much to talk about 
and had much to learn from the others. 
The ladies who attend these conventions 
perhaps more than most other gatherings 
were provided with entertainment which 
left the men free to pursue matters of 
business. 

The well attended Sunday dinner was 
followed by three excellent acts of profes- 
sional entertainment. 

At the opening meeting of the business 
sessions on Monday, May 7, Melvin M. 
Levitt, president, gave an impressive report 
of the activities of the association. The 
first speaker substituting for Oscar Kind, 
Jr., who was unable to attend, was Kenneth 
I. Van Cott, president of the American 
National Retail Jewelers Association. Van 
Cott picked up the title of the Kind ad- 
dress, “Uncle Sam, Our Partner in Busi- 
ness, Now and Forever.” He went into 
details on the subject of the OPS require- 
ments and impressed upon his listeners 
the necessity for complying as conscien- 
tiously as possible with the requirements 
of Amendment 2 of OPS Regulation #7. 
The discussion of this subject quite natur- 
ally led into the need for industry strength 
and the necessity for individual jewelers 
cooperating with and supporting by mem- 
bership the activities of a national associa- 
tion such as the ANRJA. 

In the afternoon session Samuel S. 
Strouse of the Kaufman-Strouse Advertis- 





National 
Silver Co. 
Appoints 
Ekeland 


THOMAS C. 
EKELAND 





Morton Bernstein, president of the Na- 
tional Silver Co., announced recently the 
appointment of Thomas C. Ekeland as as- 
sistant to the president. 

Mr. Ekeland will help coordinate the 
widespread manufacturing and selling op- 
erations of National Silver Co. which cele- 
brates its 61st anniversary this year. 





ing Agency of Baltimore, Md., spoke on 
the subject of retail advertising. He em- 
phasized how sometimes the object of 
advertising is lost sight of and too fre- 
quently becomes an end rather than the 
means of an end. He pointed out how 
many manufacturing firms make the mis- 
take of selling promotion instead of a 
product. He pointed out promotion should 
be a well-rounded program not necessarily 
concentrated on the latest advertising 
media that might be in vogue, but that 
the program should include magazines, 
newspaper advertising, radio, television, 
window displays, etc. He reminded the 
retailers and the audience of the advan- 
tages to be gained by tying in with the 
Jewelry Industry Council year-round pro- 
motions which were prepared by the best 
advertising and selling brains in the pro- 
fessional advertising field. Strouse spoke 
of the value of reading regularly the trade 
paper which brought not only news of the 
advertising which was being made avail- 
able by the manufacturers but also in the 
editorial content which provided case his- 
tories of successful promotions conducted 
by other retailers. The talk was well 
received. 


PANEL CLARIFIES TRADE PROBLEMS 


Following the Strouse talk there was a 
panel discussion wherein four retailers and 
four wholesalers were seated on the dais 
for the purpose of attempting to clarify 
industry questions which were put to them 
from the floor. One of the questions that 
was particularly interesting was how to 
handle a diamond return months after the 
diamond had been sold. 


Several helpful ideas were offered, one 
being that the customer should be sold 
on the idea of having the lady’s solitaire 
ring which the customer invariably claimed 
he had no need for, reset in a man’s ring 
which the customer could wear himself 
and have in his possession should he have 
a future need for the diamond as an en- 
gagement ring. 

The spirited participation in this panel 
suggested that it could have been extended 
for several hours. However, the various 
presidents of the organized jewelry groups 
in the three areas represented at the con- 
vention provided reports of the jewelers’ 
activities in their areas. 


The meeting came to an end with a re- 
port of the Nominating Committee headed 
by Jay G. Engel and the acceptance of 
the Nominating Committee’s slate for next 
year, that is Walter N. Greenebaum, presi- 
dent; Charles Schwartz, Ist vice president; 
Harry Groll, 2nd vice president and David 
L. Lakein, secretary. 

The convention banquet in the Gold Ball 
Room of the Hotel Du Pont had as its 
entertainment highlight a hypnotist who 
entertained the audience for over an hour 
with the aid of eight volunteers from the 
banquet floor. Dancing followed. 


193 








Manufacturer’s 





N (} W \ of Products --- Promotions «+--+ Personne! 





Supermarket Idea Adapted 
In Sessions Clock Display 


The Sessions “Supermarketer” clock dis- 
play, in the form of a knotty pine New 
England cupboard, makes the principle of 
mass clock display possible within a lim- 
ited floor space. 

The unit provides cupboard wall space 
for the attachment of kitchen wall clocks, 
as well as inside shelf space for alarm 
and table models. A combination of 28 
clocks, all readily accessible, may be dis- 
played on the fixture. 





Floor space requirements are 5 ft. x 1 ft. 
x 8 in. In addition, the display provides 
“light and sound effects.” A single plug-in 
illuminates the clocks and operates one of 
the Sessions Westminster Chimes. Closed- 
in cupboard space is provided at the bot- 
tom of the unit for storage purposes. The 
display is offered to dealers on a self- 
liquidating plan which pays for the display 
itself, as well as the usual profit on the 
clock merchandise. 

The merchandise manager of a large 
New York department store said that his 
store had enjoyed the best clock sales they 
have ever had since installing the cupboard 
display. Complete information is available 
from the Sessions Clock Co., Forestville, 
Conn. 





Esquire-Sheaffer Join 
In "TM" Display Unit 


Approximately 33,000 Sheaffer pen deal- 
ers have received easeled Esquire counter 
cards, mounted with reprints of Sheaffer’s 
full color advertisement appearing on the 
back cover of the June Esquire. The ad is 
part of a campaign promoting Sheaffer’s 
new “TM” pens. 
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Westinghouse Promises 


No Advertising Cutbacks 


T. J. Newcomb, division sales manager 
of the Electric Appliance Division, West- 
inghouse Electric Corp., announced re- 
cently that, in spite of the scarcity of 
material, the company will continue to 
promote and advertise actively. It will 
continue to use magazines, television, news- 
papers and other media adapted to the 
current situation. He said that the com- 
pany will continue to strive for equitable 
distribution of merchandise. 





Elgin Has New Watch Box 


The Elgin National Watch Co. is now 
using this watch gift box with a “self- 
rising” collar for the Elgin DeLuxe line. 
The collar lifts the watch automatically 
to the most advantageous display position 
as the cover is opened, then lowers the 
watch back into the box as the cover is 
closed. - 





The device also has a rotor which makes 
it possible to turn the collar clockwise and 
display the watch at a vertical angle. This 
mechanical feature was designed by Eldon 
Mfg. Co. of Los Angeles. 





Prizes Total $10,500 
In Big Speidel Contest 


Prizes in the current Speidel Corp. con- 
test, which is scheduled to continue until 
mid-June will total $10,500. The contest is 
being promoted locally by the individual 
jeweler, who has been supplied with ad- 
vertising aids designed to attract con- 
testants into his store during the Father’s 
Day graduation period from mid-May until 
mid-June. 

A total of 153 prizes are offered for 
entrants who complete the statement: “I 
think a Speidel Watchband makes an ideal 
gift for graduation or Father’s Day be- 
cause...” in 25 words or less. Contestants 
are not required to purchase a Speidel 
watchband to enter the contest, but they 
must come into their local jewelry store 
to obtain an official entry blank. 
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"Yanks’ Given Dieges & Clust 
Rings, Hamilton Watches 


An old Yankee custom was revived on 
April 17, opening day of the 1951 baseball 
season in New York, when members of the 
New York Yankee baseball team were 
awarded Hamilton watches and Dieges & 
Clust rings, the annual World Champion. 
ship award which is made by the office of 
the Commissioner of Baseball. 


This year, Yankee players were given a 
choice of either the ring, watch, or a ster. 
ling cigarette box. Both the ring and the 
watch were offered in either men’s or 
ladies’ styles, to avoid the possibility of 
duplication in the case of players who had 
received the World Championship award 
in previous years. 

The men’s watches contain special dials 
with the words “World Champs” replacing 
the usual numerals. The ladies’ watches 
contain diamond-set dials with appropriate 
engraving on the back. The watch cases 
were made with the official Yankee emblem 
on the back by Dieges & Clust, whose 
offices are in New York City. 





1881 Rogers Bride Display 





This is the new 1881 Rogers Bride Dis- 
play which is being distributed to retailers 
by salesmen of Wm. A. Rogers, Ltd. of 
Oneida, Ltd. The Brookwood pattern is 
shown in the new Magnolia chest. 





Leed's Issues New Catalogue 


A new 20 page catalogue on zipper lug- 
gage has been issued by Leed’s Travelwear 
Corp., 55 W. 42nd St., New York. The 
catalogue illustrates more than 65 bags, 
including zipper roll sports bags, “grab” 
bags, “Duo Paks” and utility kits. 
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Zippo Opens Ad Campaign 


A new advertising campaign is being 
launched by the Zippo Manufacturing Co., 
Bradford, Pa., makers of windproof pocket 
and table lighters. The drive includes 
insertions in national, business executive, 
and trade magazines, and television spot 
announcements. 

Life, Look and The Saturday Evening 
Post will be used once each month during 
the spring. Half-page, black and white 
space units will emphasize the company’s 
“Why Zip Zip Zip—when one Zip does it” 
promotional theme, while copy will feature 
illustrations of the “engine turned,” Town 
and Country, and leather-crafted lines of 
pocket lighters. 


Karlan Explains Features 
Of Die Struck Metals 


Jacob Karlan, president of Karlan & 
Bleicher, New York, pointed out to sales- 
men at their recent sales meeting the 
superiority of die struck gold and platinum, 
as compared to casting metals. 

He showed how, by rolling a raw ingot 
of alloyed metal down to a workable thick- 
ness, the ingot is subjected to thousands 
of pounds of pressure. This rolled stock is 
struck by dies under many additional tons 
of pressure. These two steps in the process, 
he said, compress the molecules of metals 
so tightly and closely, that no gaps or air 
holes are possible. The outside texture, he 
claims, is also superior, inasmuch as its 
extreme smoothness allows it to take a far 
higher degree of polish. He pointed out 
that the die struck metal is more pliable, 
although it is harder than a cast metal, 
thus providing diamond setters with more 
maneuverability, which enables them to 
set jobs in many novel styles. 





Illustrated 
4703! and an illusion setting from series 
170, two of the many new numbers in the 
Karlan & Bleicher line of Perfect Die-Struck 


above are shank number 


Ring Findings. 





Wyler Begins Grad Promotion 


Consumer ads in four national maga- 
zines led the Wyler Incaflex watch promo- 
tion campaign for the graduation gift 
season. 

Suggested mats for graduation selling 
are available to all Wyler dealers, together 
with point-of-sale material. Dealers will 
receive instructions on staging a Wyler 
“airplane drop” at public gatherings dur- 
ing the spring and early summer months. 
This stunt involves dropping a Wyler Inca- 
flex from an airplane in flight, to demon- 
strate the watch’s ability to take rough 
treatment. 
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Mido Opens 
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Biggest Ad Campaign With Two Contests 





The J. A. Foster Co., Providence, R I., won first prize in the February- 
March Mido display contest with this window display. The prize was $500. 


Entries were received from every state 
in the nation in response to the February- 
March Mido watch contest, which was 
keyed to the water resistant quality of a 
Mido watch. Contestants estimated the 
depth in water to which a Mido could be 
submerged before the action of the water 
stopped the watch from functioning. 

Winners of the supplementary Mido 
February-March window display contest 
were announced by Louis Aisenstein & 
Bros., Inc., New York, distributors of Mido 





watches in the United States. First prize 
for the most outstanding Mido window dis- 
play was awarded to the J. A. Foster Co., 
Providence, R. 1. Strasburg’s of Holly- 
wood, Calif., won second prize. Six other 
stores received prizes, which ranged from 
$50 to the $500 prize, won by Foster. 


The largest advertising campaign in 
Mido’s history has already begun and will 
run through July in Life, the Saturday 
Evening Post and Holiday. 





Congressmen on Gruen Show 


A unique congressional campaign was 
waged on the Gruen “Blind Date” tele- 
vision show recently. Six youthful service- 
men, competing for dates with New York 
models, were assisted by the congressmen 
from their districts. The congressmen were 
flown from Washington for the show. 
Congressmen who appeared on the show 
were: Rep. Sidney Yates, Chicago; Rep. 
Peter Rodino, Newark, N. J.; Rep. Richard 
Bolling, Kansas City, Mo.; Rep. George 
Bender, Congressman-at-large, Chagrin 
Falls, Ohio; Rep. Thomas Werdel, Bakers- 
field, Calif.; and Rep. William C. Lantoff, 
Miami, Fla. 


New Information Books 
Offered at Remington Rand 


A new booklet on Linedex, an efficient 
and fast form of visible reference, and a 
booklet on Kardex Utility Cabinets, new 
information booklets by Remington Rand 
Inc., are available through the Manage- 
ment Controls Division of that company at 
315 Fourth Ave., New York. 

Linedex is based upon the sectional 
principle. An installation may be started 
in a modest way and added to as needs 
become apparent. The Kardex utility cab- 
inets, Speedac and Security equipment, 
promise new efficiency for reference and 
active posting records. 














New GE Displays Offered 





A full year’s supply of traffic appliance 
displays is available to General Electric Co. 
dealers and distributors. The new supply 
consists of four displays depicting spring, 
the bridal season, fall and Christmas. 
Each display, in full color, is priced at 
$12.50. 


New Packages for ISC Polish 


International Silver Polish is now being 
retailed in three package sizes, it was an- 
nounced recently by the International Sil- 
ver Co. of Meriden, Conn. The packages 
contain either one, eight or 16 ounces of 
polish. The small, one-ounce container is 
designed to help the jeweler build repeat 
sales. The polish is sold exclusively through 
jewelry stores. 
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Ronson Using Newspapers 
In Spring Ad Campaign 


Ronson lighters are using 800 and 1000- 
line advertisements in 138 newspapers 
throughout the country to promote the 
Ronson line of lighters and accessories as 
gift suggestions for Father’s Day, June 
brides and graduates, according to an 
announcement last month by Alfred R. 
Nathan, vice president in charge of adver- 
tising for Ronson Art Metal Works, Inc., 
Newark, N. J. 

The new advertising schedule will sup- 
plement Ronson’s current “Twenty Ques- 
tions” TV and radio programs, TV spots 
and advertising in national magazines and 
trade publications. 

Included in this vast Ronson advertising 
campaign to identify Ronson lighters and 
accessories as appropriate gifts for Father’s 
Day, June brides and graduates, will be 
a national publicity drive coupled with 
wide distribution o: displays for these gift 
periods. 


“Color Style Your Kitchen" 
New Telechron Ad Theme 





“Color Style Your Kitchen’”’ is the theme 
of the promotion announced by M. J. Dunn, 
field sales manager of the Standard Clock 
Division of Telechron, Inc., Ashland, Mass. 
The program is centered around a _ pack- 
aged assortment of six Telechron electric 
kitchen clocks, together with a free display. 
The assortment includes the new Ivy clock, 
the new Jubilee, the Advisor and the 
Decorator models. The display card is 
designed for counter, aisle table or window 
use. Point-of-sale displays are supple- 
mented by 18 full page color ads in 
national magazines. 
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Institute of Contemporary Art 
To Advise Elgin on New Designs 


The Elgin National Watch Co. has an- 
nounced its affiliation with the design-in- 
industry program of the Institute of Con- 
temporary Art, a non-profit organization 
with headquarters in Boston. 

A. M. Fekula, Elgin’s director of mer- 
chandising, said that the Institute will 
advise the watch manufacturer on all 
phases of its design program. 

Companies already participating in the 
program are Corning Glass and its sub- 
sidiary, Steuben Glass; Reed and Barton; 
Shenango Pottery; Baker Furniture; 
Cheney Brothers; Haviland and Co. and 
Fostoria Glass Co. 


196 








ANRJA, Fortune to Join 
In Christmas Promotion 


The American National Retail Jewelers 
Association will tie-in with the Fortune 
Magazine 1951 Christmas Business Gift 
promotion, according to an announcement 
made last month by Bart Hydorn, adver- 
tising director of Fortune. This is a pro- 
gram developed to help retailers increase 
holiday sales by exploiting the large- 
volume business gift market afforded by 
firms that give Christmas gifts to employees 
and customers. 

Charles T. Evans, secretary of ANRJA, 
said, “The members of the Association are 
anxious to exploit to the fullest the tre- 
mendous potentials of the business gift 
market. In every city where Association 
members are located, businessmen give 
Christmas gifts to their employees and 
customers—such things as pens, pencils, 
cigarette lighters and cases, watches, 
clocks, sterling silver, leather goods, flat 
and hollowware. The Fortune program rep- 
resents the greatest opportunity for the 
members of our Association to increase 
sales substantially during 1951.” 

The Business Gift Promotion was initi- 
ated by Fortune in 1949, when a survey 
made by the magazine disclosed that each 
year U. S. executives spend more than 
$250,000,000 on business gifts to employees 
and customers. 


Keepsake Ring Display 
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A full-color “Bride and Groom” illus- 
tration, adapted from their national adver- 
tisements, dominates a new wedding ring 
display by Keepsake Diamond Rings, Syra- 
cuse, N. Y. Eleven or more sets of wedding 
rings may be displayed on the new unit. 


Suter Watch to Advertise 


The Suter Watch Co. of Bienne, Switzer- 
land, has appointed A. M. Sneider & Co., 
New York, as its agency. Suter is plan- 
ning a campaign of trade and consumer 
advertising in the United States, together 
with a new dealer’s service and educational 
program. Casey Isaach Herrick, vice presi- 
dent of Sneider, has recently returned from 
Switzerland, where she visited the agency’s 
Swiss accounts and surveyed the Swiss 
watch industry. 








Dealers Have Bulova 
Spring Display Package 


A new, spring window display package 
was introduced by the Bulova Watch ( 
last month and mailed to all authorized 
dealers. Beautifully lithographed jn full 
color and consisting of five separate Units, 
the display gives dealers the advantage of 
separate displays for both Father’s Day 
and graduation. In addition, two smaller 
displays, featuring Bob Hope and Betty 
Grable, give jewelers opportunity to tie-up 
with the Bulova “Academy Award” cam, 
paign. 

The new display is a part of Buloya’s 
newspaper mat service, which includes cyts 
and copy for weddings, anniversaries, jp 
addition to the more specific promotion 
days. All ads in the cut and copy service 
have been reproduced on a simulated news. 
paper page background, which permits the 
jeweler to see exactly how his ads will look 
when they appear in the newspapers, 
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Gemex Has New Display Card 





Gemex Co., Union, N. J., has introduced 
new display cards upon which all of its 
watch bands will be mounted. The new 
card is designed in textured gray and gold 
with the company name on a small tur 
quoise block. On the left, in full color, 
is the official seal of the Award of Merit 
of the Rice Leaders of the World Associa 
tion, which was awarded to Gemex recently 
because of its “adherence to the guiding 
principles of honor, quality, strength, and 
service.” 





TV and Radio Time Used 
For Bretton Promotion 


Saul Ritter, president of Bruner-Ritter, 
Inc., manufacturers of Bretton Watch 
Bands, announced last month that TV and 
radio time is being used to _ promote 
Bretton Monogram Watch Bands. The 
campaign began on May 15, will continue 
until the middle of June to capitalize on 
the gift possibilities of June weddings, 
graduations, and Father’s Day. 





Cal. Jewelry Adds Five to Line 


California Jewelery Creations, 317 5 
Hill St., Los Angeles, has added five new 
models to its President Series identifice 
tion bracelets. The President Series models 
are made of sterling silver, rhodium 
finished, hand-polished, with soldered links. 
The entire line, including a sample tray 
for display purposes, is offered for $207.90 
Keystone. 
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sterling Silversmiths Guild 
Offers Dealers New Pamphlet 
On Care of Sterling Silver 


An attractive dealer pamphlet which re- 
duces the care of sterling silver to its 
elementary ABC’s has just been released 
by the Sterling Silversmiths Guild for 
dealer distribution to the home-maker. En- 
titled “The Simple Secret,” this eight-page 
service booklet is designed to help dealers 
build and cement ralations with a satis- 
fed clientele of sterling silver customers. 

Attractively styled in topical form for 
ready reference, this handsome little pub- 
lication provides practical answers to the 
housewife’s most common questions and 
misconceptions concerning the care of 
sterling silverware. Tarnishing and scratch- 
ing, washing and polishing, and tips on 
storage and the daily use of sterling silver 
are among the topics covered in the pam- 
phlet. Also included is a handy check-list 
of fundamental “Do's and Don'ts” of 
proper care of sterling silver. 





This edition of “The Simple Secret” 
represents a complete revision of a pam- 
phlet of the same title which the Sterling 
Silversmiths Guild has published for many 
years as a service to dealers of sterling 
silverware. Previous editions enjoyed wide- 
spread dealer distribution as an accessory 
for silverware promotions, an envelope and 
package stuffer, and as a point of refer- 
ence to answer complaints and_ bolster 
over-the-counter sales conversations. 

The completely restyled content and ap- 
pearance of this latest edition of “The 
Simple Secret” gives the booklet increased 
popular appeal and service value to sterling 
silver dealers. Quantities may be ordered 
direct from the Sterling Silversmiths Guild 
of America, 551 Fifth Avenue, New York 


17, N. Y. 
TWR Production Expanded 


Demand for the new Wolfenden develop- 
ment, TWR Sterling, has necessitated an 
immediate expansion program, according 
to a recent announcement by J. W. Wolf- 
enden, president of the J. W. Wolfenden 
Corp., Attleboro, Mass. Since the an- 
nouncement of the development of TWR 
in early 1951, stores have boosted orders 
200 per cent. At present, building is more 
than half completed to provide an addi- 
tional 2000 square feet of manufacturing 
space. 
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Arrow Mfg. Co. Completes 
First Defense Order 


The Arrow Manufacturing Co., West 
New York, N. J., has recently completed its 
first defense order. Two boxes were made 
for the Sklar Manufacturing Co., Long 
Island City, N. Y., to hold various types of 





tuning forks and Tonometers to be used 
by the U. S. Medical Corps. These are 
metal boxes covered in leatherette and 
lined with velvet and satin. During World 
War II, Arrow made almost 3,000,000 
metal boxes for the United States Army 
and Navy. 


New Freed Window Fixtures 


Two new window display pieces have 
been designed by Edwin Freed, Inc., New 
York. One, the “49er,” is a 22-piece dis- 
play fixture which can be used either in 
separate displays or as a large, single unit. 
This fixture sells for $49.90, f.o.b., New 
York. The other, a background piece, is 
handmade bridal corsage, selling for $11.90 
per dozen for the smaller size or $3.50 
each for the larger. Orders are received 
by Edwin Freed, Inc., 1233 Sixth Ave., 
New York 19. 


Rolfs Cigarette Case Display 
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Gay pastels and the glitter of gold metal 
cigarette case tops are combined in this 
display for personal leather goods counters 
of department and jewelry stores. The 
displays are a part of a promotional pro- 
gram by Rolfs Inc., West Bend, Wis. 

The Rolfs cigarette case display is avail- 
able to dealers with a minimum purchase 
of six cigarette cases. It is adaptable for 
either regular or king-size cigarette cases. 
The Rolfs cases, made in smooth cowhide, 
retail at two dollars and $2.50. They are 
presented in 14 colors. 





Apex Accessories Presents 
New Bracelets, Attachments 


Apex Accessories Co., Inc., Greenwich, 
Conn., recently announced the introduc- 
tion of a new line of ladies’ Quadra-Flex 
watch attachments and bracelets. The new 
merchandise includes the Quadra-Flex 
“Sportabout” watch attachment, the 
Identa Sportabout watch attachment and 
the Quadra-Flex Contour bracelet and 
Identa Contour bracelet. 

Apex has introduced two new bracelets 
to the men’s field: the Quadra-Flex Identa 
watch attachment and the Quadra-Flex 
Identa Wrist-About bracelet. 

The men’s watch attachments are 
equipped with automatic Universalok ends. 
Each of the new items includes the new, 
four-way, super-cushioned expansion prin- 
ciple which was introduced last year. The 
bracelets are shock-resistant, break-resis- 
tant, with 1/10-12 K gold filled tops and 
stainless steel, non-corrosive backs. 





New Enger-Kress Displays 





Attractive three-dimensional counter dis- 
plays tying in with important anniver- 
saries, events, and the seasons, are a new 
development of the Enger-Kress Co., West 
Bend, Wis., manufacturers of personal 
leather goods. 

The colorful displays, designed in the 
motif of the specific event, are supplied to 
all Enger-Kress dealers as part of a com- 
plete merchandising kit, which includes 
newspaper mats and radio copy. Included 
in the “year-round promotion” set are dis- 
plays for Father’s Day, graduations, the 
seasons of the year, birthdays, and mis- 
cellaneous anniversaries. 


Levin Offers New Drill Press 


The Levin Micro Drill Press, newest 
product of Louis Levin & Son, Los Angeles 
manufacturer of precision machinery, is 
now available to watchmakers. The drill 
press is powered by a 1/20 horsepower, 
1725 rpm motor and operates at three 
spindle speeds. It is priced at $234 and is 
available from the Levin plant at 782 E. 
Pico Blvd., Los Angeles, 21. 
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Skin Pins Shown in New York 


The introduction of Ledo Jewelers’ Skin 
Pins attracted crowds of New York shop- 
pers to Macy’s New York jewelry depart- 
ment in May. Miss Eloise McElhone, New 
York television personality, appeared to 
demonstrate how the pins were to be at- 
tached by applying a harmless adhesive to 
a patented device on the back of the Ledo 
“Gemstone” pin and earrings. The pins 
may be placed on the shoulders, ears, arms, 
fingers, wrists and will not come off until 
the wearer removes them. 


Swank Initial Buckle 





A new mother-of-pearl initial buckle has 
been designed by Swank, Inc., of Attleboro, 
Mass. The belt is in top grain bridle 
leather in a wide choice of colors. 


Sparkle Cleaner Shown 
At Jewelers’ Convention 


Sparkle Plenty, a new jewelry cleaner 
of the Sparkle Mfg. Co., South St. Paul, 
Minn., made its first appearance at the 
Minneapolis Retail Jewelers Association 
Convention on April 8 in Minneapolis. 
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The cleaner is sold in four ounce bottles 
at a retail of 60 cents. A cleaning brush 
is attached to each bottle. Robert Harris, 
president of the Sparkle Mfg. Co., said 
that the product had been scientifically 
tested and found absolutely safe. 

Free sales aids, including counter cards, 
ad mats and a folder containing informa- 
tion on diamond care, are available to 
Sparkle dealers. Information on this new 
product is available through material 
jobbers. 
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Arvin Plans Convention, Names 
New Representative, Dealers 


More than 100 distributors of Arvin tel- 
evision receivers and radios will attend a 
special convention at the Moraine Hotel, 
Highland Park, Ill., on July 29 and 30, ac- 
cording to a recent announcement by Har- 
lan B. Foulke, vice president of Arvin 
Industries, Inc., Columbus, Ind. The 1952 
line of Arvin products will be shown for 
the first time at this meeting. Convention 
plans are being made by Mr. Foulke, Ray- 
mond P. Spellman, sales manager of the 
television and radio division, and Paul W. 
Tanner, merchandising manager. 

Mr. Spellman announced recently that 
Lee V. Hadin had been appointed radio 
and television sales representative for the 
midwestern states. During the past five 
years, Mr. Hadin has been a regional man- 
ager for the Capehart-Farnsworth Corp. 

Three new distributors have been ap- 
pointed to handle Arvin television and 
radio receivers. 

M. A. Hartley & Co., 101 Carlisle St., 
Gettysburg, Pa., has been appointed for 
that city and nearby communities in south- 
eastern Pennsylvania. R. Z. Oyler is gen- 
eral manager of the company. 

Goyer Supply Co., Greenville, Miss., will 
handle distribution of radio and television 
products in that area. R. D. Jones is buyer 
and sales manager for the organization. 

Adams Sales Co., 434 Commerce St., San 
Antonio, Texas, has been appointed an ex- 
clusive distributor for Arvin in San An- 
tonio and several counties of central Texas. 
M. H. Adams, Jr., is president and general 
sales manager of the company. 


Shriro Watch Inc. Plans 
American Distribution 


Jacob Shriro, president of Shriro Watch 
Inc., recently announced plans for the dis- 
tribution of Sandoz and other Swiss preci- 
sion watches in the American market. 

In addition to exporting and selling more 
than 100,000 Swiss watches throughout the 
world each month, Shriro represents many 
American manufacturers in the Far East, 
among which are International Harvester 
Co., Parker Pen Co., Coro Inc. and the 
American Safety Razor Co. 

Shriro plans an extensive advertising 
campaign in the United States which will 
be handled by the Gramercy Advertising 
Co., Inc., New York. 


Baby Shoes Porcelainized 


With governmental restrictions on cer- 
tain metals, jewelers may find particular 
utility in the porcelain process for the 
porcelainizing or potterizing of baby shoes, 
which has been developed by C. H. Lee- 
feldt of San Marino, Calif. 

Recent improvements have brought ex- 
pansion to Leefeldt, who developed his 
basic process some time ago. Shoes which 
have been potterized are everlasting, color 
fast, unbreakable and washable, Mr. Lee- 
feldt said. Operated as a custom service, 
jewelers send their customers’ baby shoes 
to Leefeldt for processing. 





"Regal Birthstones" 
New O & B Display Aid 


The new “Regal Birthstones” display 
offered by Ostby & Barton, is designed t 
assist dealers in their birthstone ring pyo. 
motions. The display consists of a rich 





maroon velvet box, with satin lining and 
inset plush red pad. The display, which is 
7 in. x 4% in. x 5 in. when open, is offered 
with a dealers order for a 12 synthetic 
birthstone ring assortment, or with any 12 
birthstone rings selected by the dealer. 


New Feature Ring Ad Film 


A new advertising service has recently 
been completed for dealers who sell prod- 
ucts of the Feature Ring Co., according 
to an announcement by Henry Peterson, 
president of the firm. The new service 
consists of 13 color Feature Lock motion 
picture commercials, five color films to fill 
special needs of Feature Lock distributors, 
and five television spots. 

The films were produced in Colorado 
under the supervision of Alfred S. Jaffee, 
sales manager, and Murph Proujansky, ad- 
vertising manager of the firm. 

Representatives of five film companies 
will explain the functioning of the medium 
to retailers throughout the country. The 
preparation of dealer identification and 
film scheduling in theatres will be han 
dled by these representatives. 


New Parker Pen Display 






For dealers’ promotional use at the 
point-of-sale during the spring gift sea 
son, Parker Pen Company is _ providing 
this counter and window display material 
free. The photograph above shows the 
suggested treatment for window displays, 
similar in style to Parker’s national ad- 
vertisements. 
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News of Personnel 





Longines Names Two Salesmen 





ho 


J. B. BEYERLEIN 





H. G6. WECHSLER 


Irving Abel, national sales manager of 
the Longines-Wittnauer Watch Co., New 
York, announced recently that Jack B. 
Beyerlein and Howard G. Wechsler had 
been appointed sales representatives for 
that firm. Mr. Beyerlein will represent 
the firm in Oklahoma, Kansas and part 
of Texas. Mr. Wechsler will be the firm’s 
representative in Wisconsin, Minnesota and 


North Dakota. 





Waltham Adds fo Sales Staff 





WILLIAM FURIE 


LEON SAROFF 


Leon Saroff and William Furie have been 
appointed sales representatives for the 
Waltham Watch Co., Waltham, Mass., ac- 
cording to a recent announcement by 
Teviah Sachs, president of the firm. Mr. 
Saroff will represent the company on the 
West Coast. He will contact jewelers in 
California, Oregon, Washington, Idaho, 
Utah, Arizona and Nevada. Mr. Furie 
will present the new Waltham watch line 
to jewelers in New York City. 





Loren Rings, Inc., Founded 


The new manufacturing firm, Loren 
Rings, Inc., has established headquarters 
at 47 West 47th St., New York, N. Y. Loren 
will manufacture a new line of wedding 
and engagement rings. Maurice Reuben- 
feld, president of the firm, has been active 
in the jewelry industry for 30 years. Jack 
Goldstein is vice president. Joseph Alexan- 
der will represent the company on the West 
Coast. 
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New Lux Clock Salesmen Named 


R. H. Chirgwin, general sales manager 
of the Lux Clock Manufacturing Co., 
Waterbury, Conn., announced recently that 
Kenneth Clark had been appointed sales 
representative for that firm in the Chicago 
area. Mr. Clark was formerly a repre- 
sentative for the Rex Cutlery Corp., Irving- 
ton, N. J. 

Robert E. La Fortune has been named 
sales representative for Lux in the states 
of Maryland, Delaware, Virginia, West 
Virginia and Kentucky. His territory will 
also include the District of Columbia and 
parts of the states of New Jersey, Penn- 
sylvania, Ohio and Illinois. 


Morel 
Promotes 
Gomberg 





Nat Gomberg has been promoted to 
active membership in Morel Jewelry Dis- 
plays, according to a recent anouncement 
by Harry Nadler, president of the firm. 
Mr. Gomberg joined Morel as a designer 
in 1938 after his graduation from Pratt 
Institute. He has been in charge of the 
Morel design department for 13 years, ex- 
cept for four years duty with the armed 
services. 





Eversharp Appoints Crosby 


H. V. Crosby has been appointed a 
regional manager for Eversharp, Inc., ac- 
cording to an announcement by Irving 
Kathman, vice president in charge of sales. 
Mr. Crosby wiH supervise sales for Ever- 
sharp-Schick Injector razors and blades in 
nine western states. 





Jeweler Wins Gruen Prize 


Joseph Scull, manager of Erwin’s Jewel- 
ers, 100 N. Chicago St., Joliet, Ill., was 
the winning jeweler in the Gruen Essay 
Contest which was held recently. Because 
he sent in the entry of Mrs. Lola Van 
Winkle of Wilmington, IIl., winner of the 
$1000 first prize and an all-expense-paid 
trip to New York, Mr. Scull won the $500 
jeweler cash prize. 

In ceremonies at Erwin’s, Mr. Scull pre- 
sented Mrs. Van Winkle with her $1000 
prize and a Gruen Vari-Thin watch. 
Mernard M. Kliman, Gruen advertising 
director, and Daniel O’Leary, Gruen sales 
representative, also attended the cere- 
monies. 





Skipper Pilots Expedition 





Captain Dod Osborne, skipper of the 
75-foot sailing vessel, the Argosy, which 
will girdle the globe on an 18-month cruise, 
plots his course with his modern Swiss- 
made marine chronometer and chart. The 
Osborne expedition will visit out-of-the-way 
islands untouched for decades. 





Schick Promotes Two Men 


Chester Gifford, executive vice president 
of Schick Inc., Stamford, Conn., announced 
two promotions recently within the organ- 
ization. Len Evans, who has been sales 
promotion manager in the Stamford head- 
quarters, has been advanced to eastern 
district manager with headquarters in the 
New York Sales Office. 

Richard Douglas, sales supervisor in 
Boston and the New England territory, 
will replace Mr. Evans as sales promotion 
manager in Stamford. Both promotions 
are effective immediately. 


Aisenstein 
Appoints 
R. H. Cole 





Louis Aisenstein & Bros., Inc., New 
York, distributors of Mido, Medana, 
Roamer, Empire and Heuer watches, re- 
cently announced the appointment of 
Richard H. Cole to their sales force. He 
will cover the states of New Jersey, Dela- 
ware, Maryland, and Pennsylvania. Until 
his recent appointment, he was a sales 
representative for Richard Polumbaum Co., 


New York. 


Arvin Dealers Receive Gift 


To intensify interest in appliance sales 
during June, July and August, Arvin In- 
dustries, Inc., have inaugurated a “give 
away” offer to their appliance dealers. 
All dealers who purchase a total of 12 
specified Arvin appliances before July 1 
will receive a free Arvin Flash-Fold metal 
and canvas yacht chair. The offer was 
first made in mid-April and, according to 
Gordon T. Ritter, sales director of Arvin’s 
electric housewares division, response has 
been enthusiastic. 
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Special Notices 


“Situation Wanted”’—Regular type enly $1.25 
Grst 25 words; additional words, 5 cents per 
word. 

“Help Wanted”’—“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word, 

Under all other headings—regular type $5.00 
first 25 words: additional words 20 cents per 
word. Heavy type $7.50 first 25 words; adidi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
eount as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject te agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre 
ceeding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose originel 
letters of ¥ endati 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





DIAMOND expert, including cutting; rep- 
utable gentleman; salary $5,000 to 
$25,000. Address “C., 1217,”’ care J C-K. 





CERTIFIED Master Watchmaker, desires 
permanent position in reliable shop; 
young; experienced; veteran. Address 
“S., 1628,” care J C-K. 





BOOKKEEPER; female; full charge; 
many years’ jewelry experience; excel- 
lent background ; New York vicinity. Ad- 
dress “P., 1682,” care J C-K. 





BUYER; experienced woman for high 
class store, for jewelry, silverware, gift- 
wares; prefer East or Midwest location. 
Address “V., 1638,” care J C-K. 





MANAGER, salesman, buyer, retail credit 
jewelry ; knows the business thoroughly ; 
was with last employer 10 years; will- 
ing to relocate. Address “E., 1695,” care 





YOUNG veteran desires position with fu- 
ture ; worked in wholesale jewelry store 
and for watch importers; good refer- 
- any Telephone, Es 3-4953 in Brooklyn, 





OFFICE manager, woman, 30 years’ ex- 
perience wholesale diamonds; full 
charge bookkeeper; New York City 
only ; salary commensurate with ability. 
Address “P., 1657,” care J C-K. 





ARTIST-designer; good style trend; ex- 
perienced all type jewelry, fine costume; 
working knowledge wax models; coop- 
erate and enlarge your ideas. Address 
“Fr. 1¢00, care J C-K. 





SALESWOMAN ; pleasant personality, ex- 
perienced in jewelry, diamonds and sil- 
verware ; available for Summer store, or 
ee. Address “T., 1637,” care 





JEWELER; all around man, on finest 
platinum and gold, special order work, 
seeks position reliable firm New York 
City only. 
J C-K. 


Address “Y., 1640,” care 


WATCHMAKER; 20 years’ experience; 
good workman; reliable; married; now 
self-employed; desires permanent posi- 
tion in South or Southwest; prefers 
Texas. Address “E., 1607,’ care J C-K. 





DIAMOND cutter available ; conscientious, 
loyal, reliable; experienced in all 
phases of manufacturing, from rough 
ee to gems. Address ‘‘R., 1602,” care 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
ew 4 concern. Address “C., 1035,” care 








CERTIFIED watchmaker, six years’ ex- 
perience including chronographs and 
timers; married; desires permanent 
position; references. M. A. Eannarino, 
915 La Paloma, Ontario, Calif. 





MANAGER; southeast only; experienced 
in all phases of credit jewelry operation ; 
merchandising, advertising, window 
trimming, collections; draft exempt; 
a —_— Address “B., 1676,” care 





EXECUTIVE; 12 years’ experience with 
watch import houses, knows all phases; 
take charge, order department, produc- 
tion, purchasing, sales correspondence; 
ee Address “C., 1649,’ care 





CERTIFIED master watchmaker, desires 
year around position in Florida with 
first class jeweler; 22 years at the 
bench; married and 39 years of age. 
A. J. Geesler, 29 Fairmount Ave., Ams- 
terdam, N. Y. 





DIAMOND man, experienced buyer and 
assorter; available soon for responsible 
position with either loose goods or man- 
ufacturing concern; draft exempt; de- 
~~ on Address ‘“‘A., 1692,’ care 





QUALIFICATIONS of this outstanding re- 
tail executive well worth investigation 
by chain organization, department store 
desiring smoother operations, greater 
we profits. Address “F., 1706,” care 





BOOKKEEPER - accountant, female; 
credits, collections, financing; expert 
knowledge of every phase of the jewelry 
business; highly capable executive with 
most outstanding record. Address “A., 
1641,” care J C-K. 





WATCHMAKER; chronographs, clock and 
jewelry repairing; window trimmer, 
salesman; 20 years’ experience; B.T:S. 
graduate; best of references; perma- 
nent position reply only. Address “E., 
1651,” care J C-K. 





CERTIFIED watchmaker and engraver; 
22 years’ experience; best of references ; 
desires permanent position with firm 
located in Florida; will work either sal- 
ary or commission. Address ‘“H., 1616,” 
care J C-K. 





MANAGER-salesman; retail credit jew- 
elry; thorough knowledge all phases 
credit business, display, advertising, 
credit collections; promotional minded; 
looking for a permanent future; age 35; 
married. Address “B., 1648,” care J C-K. 





CERTIFIED watchmaker, with railroad 
inspection experience; 22 years at the 
trade, also four years’ instrument re- 
pair; can do small jewelry repair and 
engrave; references the finest. Address 
“J.. 1617,” care J C-K. 





BOOKKEEPER, full charge; _ stenog- 
rapher, executive, accustomed responsi- 
bility; thoroughly experienced credits, 
collections, taxes; excellent diamond and 
jewelry background; personable; A-l 
— Address “E., 1670,” care 





MANAGER, 25 years’ experience in cash 
and credit jewelry, having owned ang 
operated own store, know all phases of 
credit jewelry business, buying, mer. 


chandising, advertising and window 
eo te Address “S., 1660,” care 
-K. 








tL 


WATCHMAKER ; permanent Florida resj- 
dent seeks change of position; high 
class store in Florida preferred; 29 
years’ experience on finest watches: 
clean, quiet, sober, steady workman; 46 
years old, married; railroad inspector. 
Address “N., 1726,” care J C-K. 





ee 


WATCHMAKER,; experienced ; 33; capa. 
ble taking charge of watch department: 
experienced in purchasing cases, dials, 
bands, straps, etc., desires position with 
reputable watch importer; New York 
preferred. Address “C., 1405,” care 
J 








PAWNBROKER and jewelry salesman, 
under 35; over 13 years intensive ex. 
perience as_pawnbroker and_ jewelry 
salesman in New York City; full knowl. 
edge all phases of pawnbroking and jew- 
elry; willing to locate any State in 
Union; finest references. Address “P,, 
1626,” care J C-K. 





a_i 


MILLION dollar manager of famous re- 
tail jewelry store; 25-year record of 
increasing sales and net profit by modern 
merchandising methods; registered jew- 
eler American Gem Society, certified 
gemologist Gemological Institute of 
America; college graduate; $10,000 
year. Address “‘H., 1463,” care J C-K. 


nee 





ASSISTANT manager; excellent sales- 
man; thorough knowledge diamonds, 
watches, silverware, china, windows, 
buying, repair background, student of 
gemology; Bradley graduate; age 34; 
married; presently employed; will lo- 
cate anywhere where there is a good 
future. Address “L., 1623,” care J C-K. 





MANAGER-salesman ; responsible man of 
48, with dynamic personality, 21 years 
of successful chain store record, capable 
of taking complete charge of credit and 
cash business; well aware of all aspects 
of advertising, promotion and displays 
for best results; best references. Ad- 
dress “‘A., 1739,” care J C-K. 





A GOOD watchmaker, with Watchmaster, 
good tools, Marshall material system, 
BB crystals, etc.; experienced on all 
grades of watches, specializing on rail- 
road watch work and fine timing, ad- 
justing, etc.; would consider percentage 
contract where there are lots of watches 

1624,” care 


- work on. Address ‘“M., 


——— 





WATCHMAKER, with outstanding tech- 
nical experience in every phase of watch 
industry, from complicated repeaters to 
chronographs and automatics, from com- 
mercial to high precision; good reputa- 
tion as foreman and manager for over 
30 years; to take charge or organize 
repair department in Metropolitan New 
York. Address “C., 1669,’ care J C-K. 








RETAIL JEWELRY salesmen, whether 
watchmakers or full time salesmen, are 
in greater demand if they have studied 
diamonds, other gems, jewelry and 
silverware with the Gemological Insti- 
tute of America and received one of its 
diplomas; 5 E. 47th St., New York 17, 
N. Y., or 541 S. Alexandria Ave., Los 
Angeles, Calif. 








MANAGER-salesman; now employed: for 
past 30 years manager of midtown, 
New York City jeweler; desires to make 
a change: complete knowledge of all 
angles of estimating repairs of watches, 
jewelry, silverware ; jewelry appraising ; 
window trimming, etc.; long experience 
in buying diamonds, silverware, and 
antique jewelry. Address “F., 1119, 
care J C-K. 
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SITUATIONS WANTED—Continued 


Eee” 


COLLEGE graduate, 39 years of age, 18 
years of retail jewelry business experi- 
ence; thoroughly familiar with selling, 
puying, advertising, promotion display 
and personnel, both cash and credit ; 
would consider association with whole- 
saler, jobber or manufacturer ; presently 
located in Philadelphia, Pa., would re- 
locate for the opportunity to advance 
in the industry I know best; excellent 
references. Address “T., 1685,” care 
J C-K. 











TOP stylist and jewelry man, now 
available; complete knowledge of 
jewelry manufacturing, stones, mar- 
kets, costs, merchandising, etc.; 
high reputed designer of very suc- 
cessful lines, with many years of 
experience in diversified field with 
nationally known firms; open to 
good propositions from aggressive 
concern interested in increasing its 
business. Address “*M., 1708,” care 
J C-K. 





— _— 


WATCHMAKER; now employed, would 
like to make a change; 25 years’ genera] 
experience in the retail jewelry business ; 
ean size rings, do light jewelry repair, 
trim windows, buy and sell; am now em- 
ployed by one of the finest, old estab- 
lished stores in the country, as head 
watchmaker, and manager of the watch 
repair department; this position I have 
had for the last seven years; sober and 
dependable; best of references; can be 
available soon. Address “D., 1678,” care 
J C-K. 


SALESMAN, diamond buyer; registered 
jeweler, American Gem Society; now 
employed by large Pennsylvania store, 
desires position with reliable firm; age 
38; married; neat appearance; courte- 
ous; reliable and with best of reference; 
23 years’ experience with present firm, 
including engraving and jewelry shop 
supervision; selling diamonds, watches, 
silver, jewelry and repair estimating ; 
and thoroughly accustomed to responsi- 
bility and detail work; location no ob- 
jection as long as future is promising 
and salary good. Address ‘“M., 1620,” 
care J C-K. 





“emcee nator “emma ANE 
Lines Wanted 





LINES to wholesalers and jobbers: Pitts- 
burgh to Coast; North to South. Ad- 
dress Circular 214, Room 1415, Hey- 
worth Bldg., Chicago 2. 








PACIFIC Coast salesman, with finest con- 
nections, desires platinum or 14K line 
of jewelry, genuine stones: commission 
basis. Address “F., 1352,” eare J C-K. 








TWO, well known salesmen desire reput- 
able line to wholesalers and jobbers in 
the East, including Metropolitan area 
and Middle West. Address “V., 1686,” 
care J C-K. 








SALESMAN: excellent following among 
wholesale jewelers and watch importers 
in New York City, throughout the East 
and Midwest, seeks top quality line. Ad- 
dress “K., 1701,” care J C-K. 








OHIO: manufacturers’ agent with long 
established following among jewelers, 
large jewelry credit chains, department 
Stores; highest references. Address “F., 
1696,” care J C-K. 


SALESMAN ; covering Pacific Coast ter- 
ritory ; excellent following with jobbers 
and retailers, desires line sterling sou- 
venir spoons and souvenir novelties. 
Address “W., 1688,” care J C-K. 








WESTERN representative, over 20 years 
in territory, desires prestige line 
watches, or fine jewelry; highest moral 
and financial reference. Address “G., 
1353,” care J C-K. 





SALESMAN, seeking reputable line to 
wholesalers and jobbers; familiar all 
types of merchandise; extensive follow- 
ing New York City and throughout East. 
Address “M., 1578,” care J C-K. 





SALESMAN, with Chicago office; exten- 
sive Middle West following, wants man- 
ufacturer’s line for jobbers and larger 
outlets. Address Circular 213, Room 
1415, Heyworth Bldg., Chicago 2. 





SALES representative, to the jobbers 
in New York City, interested in 
watch band or watch case line with 
firm of outstanding reputation only. 


Address “A., 1320,” care J C-K. 





AGGRESSIVE salesman, wants side line 
calling on jobbers; established South; 
Midwest following; costume jewelry 
preferred; references. Address Circular 
220, _— 1415, Heyworth Bldg., Chi- 
cago 2. 





SALESMAN; desires semi-mounted dia- 
mond and gold jewelry line; better jew- 
elry stores, Middle West, Eastern Sea- 
board, New England States; Metropoli- 
tan area ; references. Address “‘J., 1700,” 
care J C-K 





EXPERIENCED western representative, 
traveling Denver to Pacific Coast, seeing 
watch importers, jewelry and novelty 
jobbers, chain stores, desires popular 
priced lines; commission. Address “R., 
1683,” care J C-K. 





SALESMAN, wants manufactured line 
costume jewelry; States: Wisconsin, 
Iowa, Minnesota, North Dakota, South 
Dakota, Nebraska; established follow- 
ing, jewelry stores, department stores. 
Address “S., 1684,” care J C-K. 





MANUFACTURER’S representative, with 
large New York City headquarters, de- 
sires line to jobbers, department stores, 
chains, ete., East and Mid-West; A-1 
bank and trade reference. Write, T. J. 
P. O. Box 365, Church St. 8, New York 





MIDWEST representative, with office 


in Chicago Loop, wants costume 
jewelry novelty lines, for jobbers 
only; has wholesale jewelers’ follow- 
ing; will be in New York during 
first week in June. Address “D.., 


1650,” care J C-K. 





SALESMAN, 20 years extensive experi- 
ence; excellent reputation; established 
following in southwest among better 
jewelers, jobbers and department stores; 
desires only manufacturer’s line; other 
territories considered. Address “H., 
1697,” care J C-K. 





SALESMAN; diamonds, watches; eight 
years’ traveling Long Island, Con- 
necticut, New Jersey and West- 
chester; calling better jewelers; now 
employed, desires new connection 
watches, silver, or prestige jewelry. 


Address “Y., 1691,’ care J C-K. 





WANTED: small novelty items; interested 
in new and unusual gadgetry gift items 
on jobbing basis, both domestic and im- 
ports, to sell in conjunction with our 
own line of merchandise; have 11 sales- 
men who cover entire country exclu- 
yin for us. Address “H., 2006,’ care 
J C- . 








MANUFACTURERS’ agent;  experi- 
enced executive and salesman wants 
lines for wholesale trade; successful 
record with wholesalers, chain and 
mail order; top references; head- 
quarters in Chicago. Address Cireu- 
lar 222, Room 1415, Heyworth 
Bldg., Chicago 2. 





MANUFACTURERS’ attention; find 
that we can effectively handle an 
additional line; represent one of the 
most popular lines and sell only the 
top ranking wholesalers; maintain 
office in Maiden Lane District; will 
consider sterling whitestone or other 
quality line for New York and East- 
ern territory; this is an opportunity 
Mr. Manufacturer to get your line 
shown to the better trade. Address 
“S., 1635,” care J C-K. 





WANT small loose diamond line; cov- 
ering the Southeast for over 20 
years; have one of the finer lines of 
mountings, gold and platinum, plus 
diamond mountings and wedding 
rings; would consider another small 
non-conflicting line; work all fine 
stores in Southeast; have tremen- 
dous following; furnish top refer- 
ence; can do a good business with 
loose goods, from quarters to three 


carats, if quality and price are 
right. Address “G., 1610,” care 
J C-K. 


een cen 
Side Lines 





WANTED; sales representatives to sell 
our line of findings and tools; liberal 
commission ; write for information. Wm. 
J. Orkin, Inc., 373 Washington St., Bos- 
ton 8, Mass. 





OUTSTANDING jewelry box and display 
line, with one of country’s most pro- 
gressive houses; competitively priced ; 
good commission. Address “R., 1659,” 
care J C-K. 


- 
+ 





ALL territories open; vest pocket line of 
plain ‘and fancy gold wedding rings 
paying seven end a half per cent com- 
mission; detaiis in fir. letter, please. 
Address “D., 1606,” care J C-K. 





SALESMAN; wanted by old established 
manufacturer, for the Midwest, to carry 
a top quality 14K mounting line; must 
have a following among wholesalers and 
jobbers. Address “B., 1667,” care J C-K. 





STONE ring manufacturer wishes repre- 
sentation in Middle West and South- 
west: line can be sold to large users 
as well as small users; please give de- 
tails in first letter. Address “R., 1627,” 
care J C-K. 





SALESMAN, for Texas and neighbor- 
ing States, with following among 
well rated retail jewelers, to carry 
fine line of outstanding 14K jew- 
elry; local resident preferred. Ad- 
dress “H., 1613,” care J C-K. 





SALESMAN: for Middle West and South- 
ern States, featuring an excellent line 
of popular priced costume jewelry; you 
can sell every account: also nationally 
advertised lines: no objection to non- 
conflicting other line; drawing account 
ean be arranged. Address “R., 1735,” 
care J C-K. 





BINOCULARS, opera glasses; importer 
with over 60 models, including Carl 
Zeiss line, seeking salesmen, on com- 
mission basis for jewelry, gift accounts; 
all territories open: liberal commissions, 
prompt deliveries; give complete details 
and references in first letter. Address 
“F., 1609,” care J C-K. 





(Continued on page 202) 
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SIDE LINES—Continued 





SALESMAN, with a non-conflicting side 
line, for wedding rings, mountings, em- 
blems and diamond goods; quick sellers 
of the better quality ; territory: Illinois, 
Wisconsin, Minnesota or any State near 
this territory; must be well known in 
the jewelry business; strictly commis- 
a basis. Address “T., 1646,” care 





SIDE LINE, paying $20 to $40 per day 
for salesmen who are established with 
retail jewelers and department stores; 
to sell sensational new window display 
system soon to be introduced; give 
complete details and references in first 
letter; quick action necessary. Art- 
Kraft Products, Craftsmen for half a 
century, Griffin, Ga. 





SALESMEN, three, with established fol- 
lowing among retail and credit stores, 
to handle manufacturer’s line of 14K 
gold jewelry of. antique reproductions; 
southern, central and northern coast 
territories open ; give fullest details, age, 
experience and references; all informa- 
tion confidential. Address ‘“A., 1674,” 
care J C-K. 





EXCELLENT opportunity; salesmen, 
calling on jewelry stores, to represent 
established manufacturer fine prong-set 
boxed costume jewelry, also sterling 
identification bracelets; territories open ; 
West North Central, West South Central 
and Mountain Region; details and refer- 
ences first letter; replies confidential ; 
men with car residing near territory pre- 
ferred; drawing when qualified. Our 
men know of this ad. Address “H., 
1476,” care J C-K. 





WATCH attachment salesman wanted 
for New York City, New York State, 
New England, New Jersey, Pennsyl- 
vania, Maryland, and Washington, 
D. C.; we are well known and long- 
established manufacturer of a com- 
plete line of watch attachments, 
which we sell to wholesale jewelers, 
watch material houses, and watch 
importers; only an aggressive and 
experienced man with established 
following among those trades will 
be considered; liberal commission; 
state full particulars; replies held 
in confidence. Address “G., 1611,” 
care J C-K. 








Help Wanted 








WANTED; A-1, watch and clock repairer. 
Address “B., 1465,’’ care J C-K. 





WANTED; first class watchmaker for 
the Summer season. Sawyer’s Jewelry 
Store, Bar Harbor, Me. 





WANTED, A-1 jeweler, who can repair 
amen set stones. Address “V., 1461,” care 





o_o 


WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WANTED: A-l engraver, with some 
knowledge of jewelry repair preferred. 
Address “C., 1466,” care J C-K 





DESIGNER wanted for New York City 
retail jeweler; state qualifications and 
experience. Address ‘“Q., 1643,’’ care 








ENGRAVER, chaser and carver, with 10 
or more years’ experience and possess- 
ing business ability ; give information in 
detail. Address “X., 1673,” care J C-K. 





EXPERIENCED, _ retail salesman _ for 
prominent New York City jeweler ; reply 
in confidence, stating experience and 
7:: ae Address “P., 1642,” care 





WE have Ronsons, toastmasters, silver- 
ware, promotions; we need salesmen to 
cover Mid-western States. Address Cir- 
cular 223, Room 1415, Heyworth Bldg., 
Chicago 2. 





SALESMAN ; with following among whole- 
sale jewelers, to carry advertised line of 
watch bracelets, on entire East Coast, 
except New York City and Philadelphia. 
Address “‘G., 1707,’ care J C-K. 





SALESMAN wanted; with a good follow- 
ing among jobbers, to sell gold and 
platinum general line of mountings, for 
established jewelry concern. Address 
“B., 861,’ care J C-K. 





RETAIL salesman; top salary for ex- 
perienced jewelry salesman in long 
established firm; no borax person- 
nel need apply. Address “A., 1604,” 
care J C-K. 





WANTED watchmaker, engraver and 
stone setter; permanent position in 
western Montana university city; we 
keep two workmen; oldest jewelry store 
~s city. Kohn Jewelry Co., Missoula, 
Mont. 





JEWELRY chaser and engraver; one ca- 
pable of taking charge of this depart- 
ment; looking for a man with a fine 
background; only kind considered; good 
place to work; write in detail. Address 
“M., 1645,” care J C-K. 





JEWELER; age between 30 and 40, pos- 
sessing a fine knowledge of making 
jewelry with production rapidity; one 
who is looking for a future; give infor- 
mation in detail; confidential. Address 
“J., 1644,” care J C-K. 





SILVER salesmen, for Mid-West, New 
England, and southern territories; 
established lines of fine sterling hol- 
lowware; commission basis. Associ- 
ated Silversmiths, Inc., 900 Third 
Ave., New York 22, N. Y. 


a 


SALESMAN ; for retail jewelry store, ca- 
pable of taking charge of store; com- 
muting distance from New York, on 
Long Island; state experience, refer- 
ences, age, salary in first letter. Address 
“B., 1740,” care J C-K. 





4 


JEWELER; with 15 or 20 years’ experi- 
ence, and able to supervise four or five 
people; good future for a capable man ; 
state age, married or single and where 
in the past employed; confidential. Ad- 
dress “N., 1672,’ care J C-K. 








SALESMAN; to represent nationally 
known ring house for diamond and 
colored stone line, to cover New 
England and New York State; have 
established accounts. Reply in con- 


fidence to, “E., 1679,” care J C-K. 





SALESMEN ; to carry outstanding line of 
ladies’ 14K dinner, bridge and fancy 
rings of well established manufacturer ; 
desirable territories available; drawing 
against commission. Address “Y., 1547,” 
care J C-K. 





SALESMEN:; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced ; 
commission basis; write references. Ad- 

dress “A., 2256,” care J C-K. 








OUTSTANDING opportunity for man 
with proven sales ability, in north. 
ern central section of U. S. well de. 
veloped territory. Contact, KEFp. 
SAKE, A. H. Pond Co., Inc., 129 
Washington St., Syracuse 2, N, Y, 





VvV3uVVuouo 


SALESMEN; resident men in territories 
for top grade boxed costume jewelry 
line; popular prices; for jewelers ang 
credit jewelers ; highest commission ba. 
sis; state territory, references. Write 
President, P.O. Box 365, Church St., New 

ork 8. 











EXCEPTIONAL opportunity ; nationally 
known diamond ring house wants sales. 
man with established following in retajj 
jewelry stores; must have car; liberg] 
drawing against commission; all infor. 
mation kept in strict confidence. Address 
“B., 1633,” care J C-K 








SALESMAN, preferably central New York 
State resident, by wholesaler, established 
trade New York State, Pennsylvania: 
nationally advertised jewelry lines ; must 
be acquainted with jewelers in territory: 
car necessary; commission. Address 
“K., 1653,” care J C-K. 





RESPONSIBLE, top-notch salesmen with 
following, needed for successful dia- 
mond ring line; no objections to any 
other line; fast sellers, on commission 
only; fullest details, references in first 
letter; information kept in strict con- 
fidence. Address “R., 1728,” care J C-K. 


ss 


JEWELRY store manager; long experi- 
enced only, with demonstrated credit, 
advertising, promotional, traffic creating 
ability ; will be given complete store op- 
eration on self operative, share owner- 
ship basis; in booming city of Augusta, 
Ga.; prospects excellent. Phone 2-4744, 


MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 











SEVERAL salesmen wanted, to carry a 
pocket line of two dozen hot, men’s and 
ladies’ stone rings, to have the stores use 
as specials; line can be carried in side 
pocket and pays liberal commission ; de- 
tails in first letter, please. Address “W., 
1639,” care J C-K. 





SALESMAN; aggressive Los Angeles 
jewelry wholesaler, established 15 
years, needs good salesman, with in- 
vestment, to assist in sales expan- 
sion program; liberal commission 
and profit sharing. Address “A., 
1464,”’ care J C-K. 








EXPERIENCED watchmaker, who likes 
the advantages of the small city, 
wanted; active county seat in State of 
Indiana; industry and farming; city 
population 21,000, county drawing 45,- 
000; pleasant working conditions; very 
clean store; please state qualifications, 
etc. Address “F., 1680,” care J C-K. 


ED 





WATCHMAKER, with good sales per- 
sonality and dependable Al experi- 
ence; Bowman graduate preferred; 
air-conditioned department; liberal 
salary; permanent position with 
leading suburban Philadelphia jew- 
eler; give full particulars. Address 
“T., 1661,” care J C-K. 








STERLING silver salesmen wanted for 
Midwest and Pacific, to represent fac- 
tory direct; exceptional line of sterling 
serving pieces; only interested in men 
carrying a line of sterling hollowware 
or silverplate now; please give full par- 
ticulars and references in first letter. 
Address “V., 1631,” care J C-K. 
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HELP WANTED-—Continued 
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ESTABLISHED manufacturer of top 
line of prong set rhodium finished, 
highly styled, popular priced, rhine- 
stone jewelry selling direct to retail 
and department stores; high com- 
mission, drawing when qualified; 
write in detail. Address “A., 1647,” 
care J C-K. 











TCHMAKERS; we have several open- 
a in our Toledo shop for watchmakers 
who can later be placed in permanent 
positions in many large cities through- 
out the country; state age, experience 
and salary expected. People’s Watch 
Repair Co., 120 Summit St., Toledo, 
Ohio. 








TOP flight jewelry man; we want sev- 
eral aggressive jewelry store man- 
agers capable of producing big fig- 
ures; excellent salary, profit sharing 
arrangement and a brilliant future; 
give full details about yourself, age, 
and previous experience; replies 
confidential. Address “W., 1663,” 
care J C-K. 





__----_- 


WATCH salesmen, with good following 
among retail jewelers, wanted for West 
Coast, Middle West, Texas, Florida and 
neighboring States; by established im- 
porter of popular priced, complete Swiss 
watch line; commission basis; no ob- 
jection to non-conflicting lines; state 
references. Address “T., 1729,” care 

C-K. 





SALESMAN; old established firm, with 
large following, selling complete line of 
jewelry including specialized and im- 
ported items to retailers in Midwest, 
wants high grade man experienced and 
well acquainted in this territory; very 
interesting commission; give details. 
Address Circular 221, Room 1415, Hey- 
worth Bldg., Chicago 2. 





REPRESENTATIVE; for several terri- 
tories in the Midwest and East, to sell 
our new line of watches and compacts 
direct to the trade; well backed with 
sound advertising and merchandising ; 
send in full, details in first letter includ- 
ing territory preference, financial re- 
quirements, ete. Wadsworth Watch 
Case Co., Dayton, Ky. 





MANUFACTURER of gold and platinum 
fancy cross-finger rings, bridge rings, 
and bridal sets, wishes to connect with 
a reputable salesman covering wholesal- 
ers on the West Coast; only men with 
good following should apply; kindly 
State experience and references in first 
letter; non-conflicting lines permitted. 
Address “‘M., 1725,” care J C-K. 





WANTED, southern diamond ring 
salesman; we are looking for a top 
salesman who has his own following 
and capable of large earnings, to 
visit our well established southeast- 
ern trade; your reply will be held in 
strictest confidence; our representa- 
tive is acquainted with this ad. Ad- 


dress “J., 1710,” care J C-K. 





SALESMAN, with following among the 
better retail jewelers and department 
Stores, for imported compacts, cigarette 
Cases and boxes, pill boxes, cigarette 
holders, lipstick holders, garnet jewelry 
In sterling, gold-filled and solid gold, 
ete. ; exclusive and best quality; no ob- 
jection to non-conflicting line; all terri- 
ror open. Address “G., 1652,” care 





SALESMAN; experienced among retail 


trade, for established territory 
Pennsylvania, Ohio, Indiana, Ken- 
tucky and surrounding area; to 
carry complete line of high-styled 
ladies’ and gent’s gold rings, stone 
set and emblem; car necessary; 
write stating qualifications and past 
experience. Address “M., 1703,” 
care J C-K. 





A DIPLOMA HOLDER of the Gemologi- 


cal Institute of America has the advan- 
tages of a training designed to help you 
sell more diamonds, colored stones, sil- 
verware and jewelry, and to increase 
customer confidence in your store; his 
knowledge and trainnig deserve special 
consideration when selecting a new em- 
ployee. G.I.A. located in New York at 
5 E. 47th St., in Los Angeles at 541 S. 
Alexandria Ave. 





TWO, jewelry or silverware, top flight 


salesmen wanted; manufacturers of 
popular priced line of silverplated hol- 
lowware and electrical table appliances 
are open for two salesmen who have a 
good following and can produce results; 
complete Southern territory from Vir- 
ginia to Florida including Texas: draw- 
ing account or straight commission: no 
obiection to one side line. Address “‘S., 
1527,” care J C-K. 





SALESMAN; for manufacturer, cover- 


ing jobbers and chains in West Vir- 
ginia, Kentucky, Tennessee, Ala- 
bama, Texas, Oklahoma and Louisi- 
ana; established line of ladies’ gold 
cast and stamped mountings and 
engraved seamless wedding rings, 
enjoying utmost prestige in the in- 
dustry, requires man of highest 
calibre; on commission. Address 
*“‘“Highest Calibre, 1632,” care J C-K. 





WATCH salesmen; Croton Watch Co., 


48 W. 48th Street, 19, New York, 
has Southwest territory open for this 
Fall; splendid opportunities for ex- 
perienced, top-notch traveling sales- 
men; must have good following; 
drawing against commission; write 
in detail, giving past experience, 
qualifications and other detailed in- 
formation; your reply will be held 
strictly confidential. 





JEWELRY salesmen; experienced, with 


following among jewelry, specialty, and 
department stores, wanted by established 
wholesaler and manufacturer, to sell 
smartly styled line of costume jewelry, 
attractively priced, from $1 to $25 re- 
tail range; Midwest and other good 
territories available on protected basis; 
small, non-conflicting side line permissi- 
ble: straight commission; prefer resi- 
dent men for extensive coverage; give 
full information, experience, territory 
covered. Address “A., 1666,’’ care J C-K. 








JEWELRY salesmen wanted; experi- 


enced, with good following among 
first rated accounts; straight com- 
mission, no drawing; non-conflict- 
ing side line permitted; direct from 
manufacturer to retailer; state all 
qualifications in first letter; our 
sales force know of this advertise- 
ment; all replies strictly confiden- 
tial. S. O. Bigney Co., Jewelry 
Mfrs., 98 County St., Attleboro, 
Mass. 


JEWELRY salesman; represent well ad- 


vertised line dia:nond rings, wedding 
rings, mountings, stone rings, wedding 
ring sets, etc.; must be well known 
among retailers and credit jewelers in 
Georgia, Alabama, Florida, Louisiana, 
Texas; we are well established in this 
territory and we are only interested in 
man used to earning commissions $15,- 
000 or more per year; must have all de- 
tails and references in first letter; our 
men know of this ad. Address “A., 
1636,” care J C-K. 





SALESMEN; a nationally known and 


long established ring manufacturer 
guarantees a drawing of $300 a 
week to a qualified diamond ring 
salesman with a good following 
among the better retailers in either 
Central or Western United States; 
applications are invited from men 
with a proven record handling a line 
of mounted diamond rings; no ap- 
plication considered without full 
particulars including actual sales 
figures for the years 1947 to 1951. 
Address “J., 1654,” care J C-K. 





SALESMEN; to represent outstanding, 


established, nationally advertised watch 
line, whose selling features include ex- 
clusive franchise distribution and sensa- 
tional guarantee; not just another 
watch ; unusual opportunity for lucrative 
earnings by men who have good follow- 
ing among retail jewelers; no objection 
to carry one non-conflicting line; many 
territories open; automobile essential ; 
write in detail stating past experience 
and territories covered; all replies will 
be held strictly confidential. Gothic Jar- 
proof Watch Corp., 37 W. 57th St., New 
York City. 





MANUFACTURERS of Lloyd’s rings; 


our slogan “Everything in Gold 
Rings”; popularly priced, highly 
styled and impressive line; estab- 
lished 1898; rated 31; require two 
top representatives with strong cur- 
rent following of retail stores for 
protected territories, Midwest, West 
Coast; will only consider men accus- 
tomed to earning $15,000 yearly, 
we are firmly established in these 
territories; inquiries treated confi- 
dentially; no side lines permitted. 
K. Polishook & Son Corp., 31 W. 
47th St., New York City. 





SALESMEN;: an offer almost too good 


to be true, for a live wire diamond ring 
salesmen with an active following among 
the cash and better credit stores in the 
Mid-west, South-west, or the territory 
from Denver west; the man we are 
seeking is an outstanding producer of 
proven ability and ambitious to better 
himself; to such a man, we will pay 
complete traveling expenses in addition 
to full commissions; write with assur- 
ance of complete confidence giving full 
last five-year record including names 
of employers, volume of business, names 
of some of your, better customers and 
personal references ; this is a rare oppor- 
tunity to become associated with a large, 
reliable manufacturer; the reason for 
this unusual offer is that the available 
territory has been inadequately covered 
in recent years, and we are anxious to 
rebuild ; our sales organization has been 
informed of this advertisement. Address 
“H., 1718,” care J C-K. 








(Continued on page 204) 





FOR JUNE, 1951 








(Continued from page 203) 











For Sale 


Stores, Stocks and Businesses 





JEWELRY casting plant, customers, 
operate immediately; quality equip- 
ment; low rental; good light; eleva- 
tor. Nassau Street, New York. 
Telep. Judson 2-3095, or Address 
“M., 1655, care J C-K. 





SMALL, modern jewelry store; Central 
California Coast; low rent; clean stock; 
will reduce if desired; ideal for watch- 
maker. Address “D., 1671,” care J C-K. 





STORE for sale; one mile from Army 
camp; reason for selling, husband has 
been called back into service. Address 
*““N., 1484,” care J C-K. 





MODERN jewelry store in central Indiana 
city; unlimited lease, low overhead; 
yearly gross $30,000; reason for selling 
ex request. Address “W., 1731,” care 





OLD established jewelry store, 100% lo- 
cation ; cash, credit; minimum required, 
$40,000; act at once; chance of a life- 
time ; Newark, N. J. Address “V., 1730,” 
care J C-K. 





JEWELRY store; established 17 years; 
growing community in Westchester 
County; good repair business; good 
lease ; reason for selling, other interests ; 
$18,000. Address “K., 1618,” care J C-K. 





FOR SALE; fully equipped, modern 
platinum and gold jewelry shop, lo- 
cated in heart of New York jewelry 
center. Address “A., 1561,” care 


J C-K. 





WELL established, active credit jewelry 
store north central Florida; nationally 
advertised watch and jewelry lines; 
$15,000 cash, terms on balance; reason 
for selling, other interests. Address 
“N., 1719,” care J C-K. 


——-— 





WHOLESALE jewelry company, moderate 
size, New York City; top accounts Jer- 
sey, some Pennsylvania, New York; 
clean stock; real opportunity; selling 
because of illness. Address “P., 1727,” 
care J C-K. 





ILLNESS forces owner to sell entire 
established jewelry factory ; fully 
equipped for production; molds, waxes, 
casting machines, stamping, polishing 
and rollers; all latest models. Address 
“A., 735,” care J C-K. 





FOR SALE; jewelry store; progressive 
community in Michigan’s upper-penin- 
sula; population 16,000; wonderful re- 
sort country ; good location; low rental; 
stock and fixtures in good condition; 
will sell at cost, approximately $20,000. 
Address “T., 1629,” care J C-K. 





A MODERN jewelry store for sale in 
Los Angeles, Calif.; good business, cash 
and credit; inventory and accounts re- 
ceivable, $37,000; can cut inventory if 
necessary; reasonable rent and good 
lease ; reason for selling ill health. Ad- 
dress “G., 1698,” care J C-K. 


JEWELRY store in industrial city of 


20,000, in Western Pennsylvania; 100% 
location ; lifetime dream for husband and 
wife combination; plenty of watch re- 
pairs; stock, fixtures, $7,000 cash; no 
auctioneers. Jacob Abramson, Hotel 
Belevedere, Connellsville, Pa. 





CENTRAL Michigan jewelry store; lo- 


cated in industrial city of 150,000; mod- 
ern equipped, attractive; all clean na- 
tionally advertised merchandise; heavy 
watch and jewelry repair; 100% location 
with reliable lease ; established 10 years; 
ran cash. Address “S., 1737,’ care 





A VERY attractive store, in an excellent 


location, in a very good Wisconsin city, 
offered for sale for the first time ; $35,000 
proposition, but will reduce some if 
necessary ; owner has been in business, 
in same city, for 30 years. Address 
Circular 217, Room 1415, Heyworth 
Bldg., Chicago 2. 





JEWELRY business; 46 years old, in 


busy industrial city of Binghamton, 
N. Y.; fine location; new lease, new fix- 
tures and clean stock of nationally ad- 
vertised merchandise; cash business 
with restricted accounts; poor health 
forces owner to sell; priced right. Ad- 
dress “L., 1619,” care J C-K 





OLD established jewelry store in south- 


ern industrial city; best lines, several 
exclusive; modern front and fix- 
tures; air conditioned; will sell mer- 
chandise and tools, lease building 
and fixtures; owner inactive account 
bad health. Address “‘N., 1704,” care 
J C-K. 





MODERN jewelry and appliance store in 


business 10 years, cash and credit, on 
the main street in Ohio city; last year’s 
1950 gross of $180,000; well established, 
fine reputation; can give the best of 
reference, Dun & Bradstreet or Jewelers 
Board of Trade; a fine going business 
and a money maker; $75,000 will han- 
dle. Address “L., 1702,” care J C-K. 





HEALTH forces sale of unusual good 


jewelry store in suburb of San Diego, 
Calif.; best location, close to two air- 
craft manufacturers, Navland Marine 
Base, fish canneries; a fast growing 
community; ideal climate, close to 
beach ; clean stock, good repair business, 
modern walnut fixtures; invoices at 
about $25,000: will discount for quick 
sale. Address “Y., 1664,’’ care J C-K. 





FOR SALE: two established jewelry 


stores, stocked with nationally adver- 
tised lines ; modern display windows and 
fixtures ; best locations in two Berkshire 
County, Massachusetts, towns; opportu- 
nity to gross $100,000 yearly; suggest 
expanding jewelry chain or interested 
individual investigate this outstanding 
offer; price $20,000 each store, cash. 
Address ‘“*T., 1738,” care J C-K. 





PROSPEROUS store in Texas; splendid 


town of 6,000; rich trade territory, 50- 
mile radius; busy repair department 
year around: store enjoying excellent 
reputation; government considering re- 
opening eighth largest airfield located 
here; wonderful opportunity for couple; 
around $25,000 to handle; auctioneers 
and promoters need not reply. Address 
“K., 1621,” care J C-K. 








FOR SALE; largest and finest jewelry 


store in northern California; key loca- 
tion between San Francisco and Port- 
land ; established 60 years; clean stock, 
finest lines including Hamilton, Elgin, 
Omega; Towle and Gorham exclusively ; 
brisk business in sterling, china and 
glass; good repair business; an excep- 
tional opportunity ; owner retiring. Ad- 
dress “J., 1615,” care J C-K. 


neem nat 
For Sale 


Tools, Equipments 








BRAND new, Leiman platinum Polishing 
machine, newest model; this machine 
was never used. Pl 38-3240, New York. 





El 


USED tools, benches, lathes, cleaning 
machines, staking tools, etc. R, p 
Gallien, 220 W. Fifth St. Los Angeles 
13, Calif. 








TWO Watchmasters, $500 and $550; com. 
plete diamond cutting outfit, $200; L. g 
R. Jr. cleaning machine, $30; Marshall's 
staking tools, $40; Webster-Whitcomp) 
lathe, 15 chucks and motor, $50. Ra 
Heister, Jeweler, Columbus, Ohio. 








FOR SALE; investment casting equipment 
like new; one vulcatrol, #8311; one, A 
Saunders vulcanizer; one wax pot, 
#104; one, casting machine; one, Kerr 
vacuumatic; one, Saunders vacuumatic: 
two, Saunders gas fired ovens and pyr- 
ometers; one, Jelrus panel board, in- 
cluding crucibles, etc. J. A. Deknatel @ 
Son, Inc., 96-20 222nd St., Queens Vi]. 
lage 8, N. Y. 








JEWELERW’ printed supplies; scratch 
tags; celluloid, metal, paper; envelopes: 
jobs, deposit, business; guarantees: for 
diamonds, watches, jewelry, repair 
books; repair tags, all colors; stock 
books: diamonds, watches, jewelry; 
price tickets—show cards; credit forms, 
complete. Jewelers Printed Supply 
House, Dauer Printing Company, 37 E. 
21st St., New York 10, N. Y.; visit our 
large showroom; write for samples. Al- 
gonquin 4-2175. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annownce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





| 


JEWELRY store for rent, next theatre 
lobby ; no other jewelry store here; ex- 
cellent opportunity for anyone with a 
good stock. Gem ‘Theatre, Quitman, 
Texas. 


ED 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15..- 





VETERAN and experienced watchmaker, 
desires to buy small jewelry store in 
southern Michigan; interested in a re- 
pair department. Write, Max Closson, 
Cassopolis, Mich. 











mJ 


WE would be interested in partnership 
arrangement with jewelry salesman 
who has substantial following out- 
side New York. Address “B., 1562,” 
care J C-K. 
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BUSINESS OPPORTUNITIES—Cont. 
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ION for profit; auction sales con- 
oe anywhere in the country; the 
finest bank and jewelers’ references fur- 
nished ; stocks bought. Herman Schwa- 
dron, 1575 N. W. 36th St., Miami, Fla. 





a es 


STORE available in city of 35,000, 
needing good promotion minded 
jewelry store; size 22 x 65; 100% 
location; northern Wisconsin; would 








remodel for right tenant. Address 
OF us 1662,” care J C-K., 
SMALL, jewelry store, good location 
wanted by A-l watchmaker; clean 


stock; priced right; give details; vol- 
ume, overhead, inventory, accounts re- 
ceivable, lines. Address “C., 1694,” care 


J C-K. 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





———_—_—_ 


ENGRAVER; partner wanted to buy half 
interest ; $20,000 gross in 1950; over 100 
accounts; sure thing for capable man 
willing to share responsibility ; location, 
Mid-West. Address “B., 1693,” care 
J C-K. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





AUCTIONEER; 8. successful sales 
conducted in 1950; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my. direct outlet en- 
ables me to pay you higher prices ; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 


a 





ATTENTION Mr. Jeweler; want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel. Write, Bob 
Jones, care Robert E. Jones Sales 
Service, 702 E. 185th St., Cleveland, 
Ohio. Tel. Kenmore 1-8683. Na- 


tionally known for 25 years. 





AUCTIONEER VV. C. Kelley; just fin- 
ished liquidating five of the old 
Loftis Jewelry Stores; I was selected 
as the man most capable of per- 
forming this huge task; my services 
are now available to anyone wanting 
top dollar for their stock, or will 
pay spot cash for your stock and 
fixtures. Write or wire today, V. 
C. Kelley, 6956 N.. Ashland Blvd., 
Chicago 26, Ill. 


JACOBS BROS., 


WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our method of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





CASH for you immediately; R. A. Zan- 
one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Ca., 110 Madison 
Ave., Memphis, Tenn. Phone 
5-0660. 





Ben and Henry, 
America’s well known jewelry auc- 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references. 
Write or wire, 510 Madison Ave., 
New York City; 401 Jewelers Bldg., 
Boston, Mass.; 324 Irwin Keasler 
Bldg., Dallas, Texas. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 








Wanted to Purchase 





ESTABLISHED cash or credit jewelry 
store wanted in Florida, Georgia, North 
or South Carolina. Address “N., 1675,” 
care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 








INTERESTED in purchasing an estab- 
lished cash or credit store in North 
Carolina; no new operation; doing an- 
nual volume of $30,000; will pay cash. 
Address “J., 1324,” care J C-K. 





WANTED; established jewelry’ store 
within 200 miles of New York City; 
100% location with leading brands in 
sterling and watches, doing over $40,000 
annually; give full particulars in first 
letter; information confidential. M. 
Solomon, 2869 Heath Ave., Bronx, New 
York City. 





CASH for your surplus diamonds, 
watches, jewelry, sterling flatware 
and hollowware; any make, any pat- 
tern, any quantity; your price paid 
or no deal; references; Citizens 
State Bank or Second National 
Bank. Jack Greene, 402 Scanlan 
Bldg., Houston, Texas. 





PRIVATE individual, seeking jewelry 
business in Manhattan; retail store 
with good address; wholesale or mail 
order business considered ; type of opera- 
tion secondary to substantial income 
and well established reputation; refer- 
ences; all replies confidential. Address 
“N., 1656,” care J C-K. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, silver, 
gold, and any other precious metals 
and jewels, for highest prices; we 
send you a check at once and hold 
shipment intact for your approval; 
references: National Bank of Com- 
merce, Memphis, Tenn.; Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s Dept. K, 108 Beale 
Ave., Memphis, Tenn. 





SPOT cash for your surplus stock, 
watches, diamonds, jewelry, watch 
movements, old spectacle frames, 
gold and gold filled scrap, highest 
cash prices paid; check by return 
mail; all shipments held pending 
approval of payment; if check is 
unsatisfactory, shipment returned 
express prepaid; references: Hous- 
ton National Bank, Dun & Brad- 
street, Inc. Diamond Jewelry Co., 
M. & M. Bldg., Houston 2, Texas. 
Established 1933. 








Watch Work, etc., for 
the Trade 





RELIABLE watch repairing; all sizes 
and makes; guaranteed; references. 
Carl Lieberman, 116 Nassau St., New 
York 7, N. Y. 





ONE week’s service, Watchmaster tim- 
ing;. references and price list on re- 
quest. Gerace Jewelers, 4243 Frankford 
Ave., Philadelphia, Pa. 





KNOW your specialist ; mail direct; same 
day service; vibrating, staffing, jewel- 
ing. Hairspring Vibrating Co., 406 32nd 
St., Union City, N. J. 





(Continued on page 206) 
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WATCH WORK, ETC., FOR THE 
TRADE—Continued 








SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





FINE watch repairing for the trade; 
prompt service; Watchmaster rated ; 
reasonable prices. H. B. Boyer, 513 
E. Main St., Elizabeth City, N. C. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable; price list upon request: mail 
orders invited. David Migdal & Co., 
109-B Summer S8t. 





GUARANTEED watch repairing; prompt 
service for mail orders; Watchmaster 
timed; reasonable prices. I. Green, 116 
ev St., Room 916, New York. Wo- 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





EXPERT watch and chronograph repair- 
ing; 20 years’ experience; guaranteed 
one year; one week’s service; price list 
on request; try sample order and be 
convinced. Irving Cohen, 2246 65th St., 
Brooklyn 4, N. Y. 





WATCHMAKER; honest workman- 
ship; fair prices; chronographs, 
self-winders, automatics; cases pol- 
ished; prompt mail service. M. 1. 
Berry, 198 Broadway, New York, 
N. Y. Rector 2-9294, 





NO miracle or medicine men; but have 
long experience repairing watches to 
keep good time; reference and price list 
furnished. Rocky Mountain Empire 
— 27 Broadway, Denver, 

olo. 





EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
at. York 32, N. Y. Lorraine 
“DO dU. 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 





FINE watch repairing on any make or 
type; work guaranteed; Watchmaster 
timed; 23 years of experience; price 
lists and references gladly submitted. 
E. Perlowin & Co., 238 Lafayette St., 
Dayton, Ohio. 








CURRAN & McKay watchmakers; trade 
repairs, new accounts solicited; all 
work guaranteed; hairsprings vibrated, 
isochronal errors corrected, electronic 
timing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. I, 
N. Y. Phone La 5-2203. 





HIGH grade watch repairing; chrono- 
graphs, calendar and automatic 
watches; five days’ service; all repairs 
Watchmaster rated; guaranteed de- 
pendable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, IIl. 





ALL complicated watches, clocks re- 
paired; inexpensive, speedy; free 
shipping labels; free estimate; we 
carry watches, clocks, bracelets, find- 
ings, all tools, materials, books in 
your field. Inquire, Modern Techni- 
cal Supply Co., 55 CK W. 42nd St., 
New York 18. 





ONE week’s service; complete for $3, in- 
cludes cleaning, staff, mainspring, crys- 
tal, hands, ete.; all work guaranteed 
and done by myself; want one or two 
good accounts; can handle up to 35 
watches weekly. Rosenthal, Reliable 
Watchmaker, 3042 W. York St., Phila- 
delphia 32, Pa. 





EXPERT watch repairing for the 
trade; reasonable prices; prompt 
service; all work guaranteed; out-of- 
town and mail orders solicited; 15 
years’ experience; price list, refer- 
ences on request. A. Guarino, P.O. 
Box 42, Fordham Station, New York 
58, N. Y. Mu 7-6865, 6866. 





FINEST watch repairing with seven 
days, or sooner service; all work 
guaranteed and insured against loss 
or damage; Watchmaster timed; 
located in the Mid West’s most 
convenient watch repair center; 
price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed: 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 








PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





DIAMOND repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 19, 
Y. Recutting and Repairing Diamond 

utter. 





SPECIAL orders; diamond setting jew 
elry repairs, sizing, watch repairing 
quality workmanship, quick service - 3 
years’ experience. John G. Cronin, Coa} 
Exchange Bldg., Scranton, Penna’ " 





$$$ 


PEARLS and beads _ restrung, knotteg 
woven; rosaries repaired, refinished - 
right prices, prompt service, month}y 
billing; we specialize on mail orders. 
our business is nation-wide. Woodman’s 
55B Eddy St., Providence, R. I. 








SILVERWARE replated, repaired like 
new; also gold, copper, brass plat. 
ing; the same high quality tha 
made our baby shoe bronzing fg. 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, (Co. 
lumbus, Ohio. 








STONE encrusting, engraving and drilj- 
ing; precious and semi-precious stones 
furnished and cut to fit your rings. 
lodge emblems encrusted and engraved: 
coats of arms; monograms and initials: 
military insignias; fraternal emblems: 
stone cameos up to 50 mm. size; onyx 
crosses; special jobs invited. Braunfeld 
re MehlIman, 108 Fulton St., New York 

ity 








JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted, 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





——— TS 


COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling; 
specializing in diamond melee, ru- 
tile titania, all sizes; cameos, all 
colors and_ “sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, etc.; servicing the jew- 
eler for over 35 years. Max Stern & 
Co., Inc., 17-23 John St., New York 
38. 








To Let 








GOLDEN opportunity ; watch and jewelry 
material department in a modern 4ir- 
conditioned, established wholesale store; 
business center, excellent location. Con- 
rad Jewelers, 205 Canal St., New York. 
Cortland 7-6170. 





Miscellaneous 











WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 











CHICAGO Institute of Watchmaking ac- 
credited by U.H.A.A. and certified by 
H.I.A. appreved for veterans; write for 
our latest booklet, JC-6, describing 
courses and containing pictures from @ 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 6 
Lake St., Chicago 1. 
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SCARED LIKE A... 


An alerted rabbit doesn’t run like a scared man, accord- 
ing to Dr. Roy P. Forster of Dartmouth. The doctor says, 
“In the case of man, it’s always a case of fright, then fight 
or flight, and he’s always upset no matter what he does.” 

Sounds like the description of someone in the jewelry 
business, doesn’t it? 

Every human is the same though, for, as the doc. ex- 
plains, man has only one alarm system regulating his 
body mechanism — and it’s always a reaction of stress. 
Bunny-boy, however, has a similar mechanism — plus — 
a conservation mechanism, which enables him, when 
faced with danger, to keep his tail on the ground and 
reach a temporary quiescent state in which his bodily 
processes, including breathing, are conserved. This, ex- 
plained Dr. Forster, “enables the rabbit in some fright- 
ening circumstances to sit down and just watch what the 
possibilities might be; in effect, he frequently plays pos- 
sum. In thus calmly looking the situation over, Peter 
Cottontail is better prepared physically to act most effec- 
tively when he decides on his course of action.” 

Now we know a few retailers who are feeling more like 
a rabbit is supposed to feel than the way Dr. Forster says 
they really feel when they’re frightened. These men’s 
hearts are beating fast, the flow of blood through their 
muscles is increased and their breathing is deep. A look 
at their heavy inventories shows why. 

However, we suggest that they pretend they’re each a 
“Harvey” and that they rest on their tails a moment before 
they rush into doing a lot of things which a few months 
from now they'll be sorry they did. 

Let’s look at the factors influencing the ability of the 
consumer to buy during the coming few months. . 

In spite of a shortage of certain materials and the 
temporary dislocation of people during plant conversions, 
employment is expected to hit 62144 million in the next 
month. Current consumer income, after taxes, is at an 
annual rate of 216 billion dollars — by the end of the 
year, according to all the evidence on hand, it should be 
in the neighborhood of 230 billions. A year ago it was 
running at an annual rate of less than 200 billions! 

We shall not labor the point, though we have a hatful 
of statistics wherein the positive, encouraging forces not 
only outnumber, but outweigh the negative factors. 

So, now is no time to run like a man, possibly into a 
self-created danger. Now is the time to sit like a rabbit 
for a moment before you jump to a conclusion you may 
regret when you later find yourself in a good market — 
wishing for still more good merchandise. 
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WHAT'S GOING ON? 


During the past six weeks we had an amazing number 
of calls from retail jewelers who said in effect, “Someone 
just told me that jewelers are under price regulations, Is 
that right?” 

Now it is true that in small towns and rural sections 
the newspapers carried relatively little on the subject, 
but the large metropolitan newspapers have for months 
carried items almost daily on OPS developments. 

Will Rogers used to say, “I only know what I read in 
the paper.” And he was pretty well informed and did 
right well by himself. 

In these rapidly changing times, the merchant must 
keep informed if he is to remain competitive. 

A good rule to follow is: “See your paper every day 
and go to your trade magazine regularly throughout 
every month.” 

The newspaper carries items of local significance to 
your business and it reports national developments on a 
broad basis. Your trade paper brings you specialized 
news on the jewelry industry and interprets national 
developments in the light of their particular effects on 
our trade. 

An old timer once told us, “I never knew an unsuccess- 
ful jeweler who had read and studied his trade paper 
regularly and intelligently every month.” 


*% *% * 


In line with the above, we received, just as we were 
going to press, a letter signed by Michael V. Di Salle, 
director of the OPS, under date of May 21. We know that 
all of you who have depended upon the Jewelers’ Circular- 
Keystone interpretation of CPR 7, published in the May 
issue, will be interested in Mr. Di Salle’s comment: 

“Congratulations to you and your staff for the fine, 
well-written article pertaining to Ceiling Price Regula- 
tion 7. Your cooperation in distributing reprints of this 
article to the Jewelry Trade is very much appreciated by 
this Agency.” 


Mice fore 7. a 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Made by OSTBY & BARTON CO. O-B Mark of Quality Since 1879 


| Ostby & Barton Co., 118 Richmond Street, Providence 2, R. I. 
Please send me, free of charge, your “Father's Day” displey and ad mat as ubectind 
1 agree to use them only to promote Genuine O-B Rings. 
Please send me your “Father’s Day” rings as illustrated. (Check and number rings desired:) 


* Onby & Barton Dealers Sell More Rings! i Upper Left 4K5363 Onyx ond Dic. Initial $37.50K [] 


mn! Boost Sales with this attractive nyee Nig Sener a tad eet ee ee 
st. : i m 
Producing display. Easel-backed, card- Center _-4K5502-9 Synthetic Blve Sapphire $35.50K [] oy . 
+ mounted, genuine velours ring pad. Tie- { or other Synthetic Stones 
Lower Left 4K5565 Synthetic Ruby and $59.00K [) 
5 point Diamond =— 


¢ 


Lower Right 4K5931 Synthetic Blue Sapphire, $47.50K [1] 


it for your own newspaper advertising. 


BRIDES ! Be sure to see Community. It’s the world’s most pop 
ular silverplate—beloved by more brides than any other becaux 
of its fine designs, creative craftsmanship, enduring “Overlay” 
of solid silver. There’s nothing like Community*—no pattens | 
so popular as the four at your jeweler’s in distinguishel 
Community. Dinner services for eight at a budget-low $53.0, 





THE FINEST SIttLVERPLATE 


*# TRADEMARKS OF ONEIDA LTD., ONEIDA, N. Y. COPYRIGHT 1951, ONEIDA iT0 


PATTERNS TO LIVE WITH ... PATTERNS TO LOVE 
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ERE COMES THE BRIDE 


(and she’s seen Community advertising!) 


That’s your cue to display Community . . . promote 


\ Community all through the season of weddings! More brides 


want Community for their tables than any other 
silverware . . . because they’ve seen more full pages 
for Community than for any other silverware you carry, 
and more color pages and important cover advertisements 


than ever before in Community history! 
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